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Caution 


ers’ expendable income in this country today, the 

danger of a further great inflationary spiral, resulting 
from unsound installment credit practices, is evident, ac- 
cording to the Federal Reserve Bank of New York. Liber- 
alization of consumer credit policies must be both conserva- 
tive and cautious, the bank points out. 

Anxiety over the possibility of runaway terms is ex- 
pressed from a number of other sources. Arthur O. Dietz, 
president of Universal C.L.T. Credit Corp. has warned 
merchants and financing institutions that they are faced 
with a serious responsibility in guarding against unsound 
terms and inadequate down payments that may be attend- 
ant upon removal of government controls, 

The American Bankers Association, which fought for 
termination of credit controls, also expresses concern over 
repercussions inflationary or otherwise that may develop 
in the consumer credit field. The ABA offered its mem- 
bers a formula that provides for a minimum down payment 
of 20 percent on electrical appliances and a maximum of 36 
months to pay. 

It is said that the authorities of the Reserve Board con- 
sider this formula in a favorable light. A number of 
banks and non-bank members of the finance industry have 
indicated that they will follow it. 


W ITH the high employment and record levels of consum- 


LL the above are reactions to the end of Regulation W 

before and just after November first. 

But in all likelihood we will hear a lot more about install- 
ment selling when Congress debates on means to curb 
inflation. Reimposition of credit controls can hardly fail 
to be proposed. And if there is evidence at that time of 
abuse of terms offered by the appliance trade, the task of 
those who will oppose controls will be that much more 
difficult. 

Why anybody should offer other than standard terms 
on appliances is not easy to understand. Major items are 
still short and will continue to be. At some time, not now 
clear, a down payment of less than 20 percent may be in 
order but there is no good rushing it. 

Basic conditions are still very good. Our customers 
and prospects are in good position to buy and pay. Any 
statements to the effect that rising cost of living had with- 
drawn a great proportion of buyers from the durables 
market seems to be shown unfounded by the just published 
Fortune “Consumers Outlook.” 

In the current issue of Fortune magazine, the public 
describes its own economic status today. The following 
three questions and results have a definite bearing on the 
sales situation and potential demand for more extended 
installment terms: 


McGRAW-HILL PUBLISHING COMPANY, 


In reporting their ready cash position, the consumers seem 
to feel that they were slightly worse off than they were six 
months ago. They were asked: 

We are trying to find out how things are going with 
people all over the country right now, and we’d like to ask 
you one or two things about your finances. Counting just 
the ready cash you have on hand and what you have in the 
bank—do you have right now more, less, or about the same 
amount you had six months ago? 


Total % 
Same amount Of ready 38.1 


However, when the Fortune “Consumer Outlook” inquired 
about their total net worth, the people reported more favor- 
ably : 

Are you (and your husband, or wife) worth more in total 
money and possessions now than you were six months ago, 
less or about the same? In answering this, we wish you 
would take into account the money you just told us about and 
also any stocks, bonds, automobiles, furniture, real estate, 
and any other possessions of your own. 


Total % 


The picture on personal debts reveals an equally encouraging 
situation among the consuming population: 

Nearly every one has some debts or obligations, like 
money owed stores, banks or other people; money borrowed 
on insurance policies, and unpaid amounts on installment 
purchases or mortgages. Would you say that the total 
amount of debts you (and your husband, or wife) now owe 
is greater, less, or about the same as it was six months ago? 


Total % 
Same amount of indebtedness ..............-02e00es 53.4 


gn ENT credit has risen in the past year and is still 
rising fast. But so are sales. In the face of increased 
production in automobiles, refrigerators, washers and 
other durables, installment indebtedness is bound to go 
up. It could not be otherwise and no alarm is called for. 
But it must be on a sane business basis. There will prob- 
ably be a fringe of uncalled for and reckless competition 
which if ignored, as it safely can be, will defeat itself. 

A majority of wiser heads in this business can, we hope, 
be depended on to keep to a safe path. 
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WESTINGHOUSE ELECTRIC 
CORPORATION 


Plaats in 25 Cities - Offices Everywhere 
Appliance Division + Mansfielg, Ohio 
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Every house needs Westinghouse ogists 


Maku 30 M/LL/0N Home Appliances MONDAY THROUGH FRIDAY 


ABC NETWORK 
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‘was best answer is: “It all depends!” 


Suppose you have a franchise to sell a 
brand of radios, and there’s somebody else 
down the street with a franchise to sell the 
same brand .. . or even 30 or 40 others in 
the same community. 


What’s a franchise then? 

It can be an invitation to grief—an invita- 
tion to become involved in price-cutting, 
competitive trade-ins, madhouse promotions, 
special deals and unequal advertising support. 

That’s one extreme. On the other hand, 
there’s the Sparton franchise. 

The Sparton franchise is an exclusive fran- 
chise. It’s backed up by the SCMP—Sparton 


Co-operative Merchandising Plan, the plan 
that cuts the cost of radio distribution. Spar- 
ton’s basic policy is one Sparton dealer in 
each community; shipments are made direct 
from factory to him. Sparton’s sales-building 
national advertising and promotion works 
locally for him and him alone. 


The Sparton franchise means the exclusive 
right to sell radio’s most sensational line— 
the new Sparton Challenger line of luxury 
radios, priced to compete with even the mail 
order houses at a profit! 


Yes, the Sparton franchise really means 
something under SCMP. Why not write today 
and ask us whether it’s still available in your 
community? 


THE SPARKS-WITHINGTON COMPANY 
JACKSON, MICHIGAN 


Radio’s Richest Franchise 


IN EACH COMMUNITY 


Check these 
profit-increasing features 


@ One exclusive dealer in each 
community 


® Direct factory-to-dealer 
shipment 


@ Low consumer prices 
®@ National advertising 


@ Factory prepared and distrib- 
uted promotion helps 


®@ Seasonal promotions 
®@ Uniform retail prices 


@ Products styled by outstand- 
ing designers 


A HOT, SHORT 


LINE AT LOW PRICES 


SMALL SET 
WINNERS, TOO! 


See the new Sparton lug- 
gage-type portable (Model 
606) for battery, AC/DC 
current. 


MODEL 7-BM-46-PA — Automatic 
radio-phonograph in blended 
mahogany or walnut veneers. 
With 10-inch speaker, “roll-out” 
phonograph drawer. Has three 
wave bands. List $169.95. 


MODEL 10-BM-76-PA — Automatic 
radio-phonograph with FM. 
“Roll-out” phonograph drawer, 
10-inch speaker. Finished in 
the choicest of mahogany or 
walnut veneers. List $259.95. 
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MODEL 201—Table automatic 
radio-phonograph in rich ma- 
hogany finish. New ready-tone 
circuit, automatic record chang- 
er, vacuum-lift lid, illuminated 
slide-rule dial. List $79.95. 


1947 


PERIOD MODEL—No. 1007— Auto- 
matic radio-phonograph with 
FM—in choicest of mahogany 
veneers. Also Contemporary 
Model in finest mahogany 
veneers. List $229.95. 


See the new Sparton utili- 
ties. Model 100 in gleaming 
ivory finish; Model 101 in 
ebony black finish. 
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Gentlemen Farmers 


WITH THE HELP of an 11 year- 
old son, Mrs. Irving Ingalls takes 
care of her 106 acre farm in Tru- 
mansburg, stores her meat and prod- 
uce in a 26 foot Steinhorst. She 
helped in freezing experiments 14 
years ago, started out with an ice 
cream freezer. 


The First of Two Articles 


Full-Time Farmers 


THE UTILITY ROOM location of 
Mrs. Martin Sine’s 18 foot Coldspot 
is just a step from her kitchen. She 
and her husband manage a 487 acre 
farm, raise beef and hogs. They 
credit the freezer with “a much 
better diet than we have ever had 
before.” 


Owners in varying income and occu- _ 
pational groups discuss the problems _ 
and satisfactions of home freezing. 


By ROBERT 
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OMEN who own home freez- 

\ \ ers are contagiously enthusias 

tic. Again and again they pay 
tribute to their convenience and labor 
saving values, the superior taste and 
quality of frozen food, the advantages 
that a freezer offers for planning meals 
in advance and for coping with the 
problem of feeding unexpected guests. 
Women don’t keep comparative cost 
records, so they can’t tell you they 
saved 39 cents on peas or 41 cents on 
meat, but they do think that over an 
extended period of time, freezers save 
money, 

The nine different housewives whom 
ELECTRICAL MERCHANDISING recently 
interviewed in or near Ithaca, New 
York, look at home freezers just the 
way any average woman looks at a 
home appliance. If it does what she 
wants it to do at a minimum of effort 
and trouble she is happy with it. Two 
of the women, Mrs. Irving W. Ingalls 
and Mrs. Martin Sine, live on farms. 
The other seven live in the vicinity of 
Ithaca and all but two of them either 
have gardens of their own or have ac 
cess to a garden. One of these nine 
housewives no longer has a home 
freezer; she gave it up after a year for 
reasons explained later in this article. 
but even she says nothing but good 
about her freezer. 

To complete the picture, reactions 
were also obtained from Mrs. Nancy 
K. Masterman, research associate at the 
School of Nutrition, Cornell Univers 
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City-Dwelling Farmers 


FREEZING has been one of Mrs. 
Stanley Griffith’s occupations since 
1938. She and her family live in 
Ithaca, grow much of their own food 
on a 90 acre farm outside the city. 
Her freezer, a 30 foot Carrier, still 
isn't big enough to feed seven 
mouths. 


ity; the manager of the co-op operated 
freezer locker plant, Mother Zero; and 
Ithaca appliance dealers. 

Consumers in Ithaca have been ex- 
posed to a concentrated barrage of 
freezer promotional activity conducted 
by the Grange League Federation, a 
cooperative, in conjunction with freezer 
manufacturers. They have also been in 
a highly favorable position to learn 
about freezers and freezing as a re- 
sult of Cornell’s research on the sub- 
ject, its surveys and its publication of 
informative bulletins. 

The Grange League Federation, 
commonly known as the GLF, was 
founded by H. E. Babcock, almost uni- 
versally credited in Ithaca with father- 
ing the home freezer. GLF both rents 
and sells freezers and also runs Mother 
Zero. It markets a large Carrier-built 
freezer and rents out small freezers at 
cost to familiarize consumers with 
freezing and to encourage purchases. 
Originally, the manager of Mother 
Zero said, GLF rented out 374 five- 
foot Philcos at $18 a year. (The price 
has since risen to $25.) About 34 of 
those freezers were eventually sold to 
renters. However, says the plant mana- 
ger, that doesn’t tell the whole story, 
because many people returned their 
freezers, since re-rented, in order to 
buy larger freezers. There is a wait- 
ing list of 40 or 50 names—the maxi- 
mum permitted—of people who want 
to rent the freezers. The freezers now 
out on rental are about equally divided 
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among farmers, rural non-farmers, and 
city dwellers. Although Mother Zero 
takes pains to inform renters in the care 
and use of their freezers, damage costs 
have been high and the co-op figures 
it is lucky to break even. According to 
the manager, the chief difficulty with 
the five-footers is that they are too 
small. As Mrs. Masterman — says 
“When you need a freezer, you need a 


FREEZER!” 
The Locker Plant—an Asset 


Mother Zero is itself something of 
an institution in Ithaca. Prior to the 
war GLF built a few lockers as an ex- 
periment. Mother Zero is the result, a 
completely modern plant with 775 lock- 
ers, a mecca to investigators of freez- 
ing from all over the world. The plant 
is important to a study of consumer 
freezer use because it ties in with it. 
Many people became interested in home 
freezing through the use of a locker. 
Also, the plant’s butchering, wrapping 
and freezing facilities are utilized by 
many freezer owners. Unofficially, the 
plant acts as a broker for those who 
want to buy or sell cattle and poultry. 
No charge is made for this service, in- 
cidentally. Thus, if a freezer owner 
wants to buy half a steer he may often 
do so through the plant. Many people 
bring their poultry to the plant for 
killing and cleaning. It acts as a clear- 
ing house for both information and 
material goods. 

Slaughtering charges at the plant 
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Backyard Gardeners 


THE LARGEST FREEZER in any 
residence visited by EM was the 110 
foot walk-in in the home of Mrs. 
Verne A. Fogg. She became inter- 
ested in freezing through her hus- 
band, head of the Grange League 
Federation's farm supply depart- 
ment. 


are similar to those in locker plants 
everywhere. You can, for example, get 
a steer slaughtered for $4. With the 
current price of hides at $7 you can 
make $3 on the deal. Mother Zero will 
slaughter a hog for $3.50, a lamb for 
$1, and veal for $1.25. Processing 
charges which include chilling, cutting, 
wrapping, and sharp freezing, run like 
this: hogs, veal, beef and lamb, three 
cents per pound; chickens, 30 cents 
each for the first 12, 25 cents each 
thereafter. Poultry, wrapped and frozen 
only, costs two cents a pound. 

This service makes it easy for those 
who raise no livestock to purchase ten 
or 20 chickens all ready for the freezer 
or already frozen, or to get a large 
quantity of meat cut just the way they 
want it. The plant is also important 
because many Ithacans use lockers to 
supplement their own freezers. 

Since GLF sells freezers at prices 
considerably below normal lists, it is 
only natural that some local appliance 
dealers should feel deprived of profits. 
However, one dealer, Lee of Ithaca, 
Inc., credits the GLF fanfare with 
doubling its freezer sales. C. E. Cope- 
land, appliance manager for the firm, 
said, “The GLF promotion has made 
the public more freezer conscious. We 
sold 17 freezers—mostly five and ten 
foot sizes—in the last six months, just 
about double what we would have sold 
without the promotion.” 

It is possible to list five basic theor- 
itical advantages of a home freezer: 


(1) it saves time; (2) it saves money; 
(3) it saves energy; (4) it provides 
greater food value; and (5) it provides 
a better standard of living. Eight out 
of nine of the Tompkins County own- 
ers think their freezers provide all, or 
nearly all, of these advantages. The 
ninth did not, obviously, or she would 
not have surrendered her freezer. 
Most of the farm owners who have 
used a freezer for any length of time 
now consider the appliance an absolute 
necessity. Some small farmers who 
rely on outside sources for some of 
their provender call it a “nice neces- 
sity.” Non-farming homeowners and 
small gardeners term it a “necessary 
luxury” or a “tremendous conveni- 
ence.” Many of this last group think of 
a freezer the way they think of a radio; 
they know they could get along with- 
out it if they had to, but they won’t un- 
less necessity compels them. One 
farmer in the Ithaca area thinks a 
freezer so much a necessity that he has 
it next to the double bed in his sleep- 
ing room, the only available space. A 
town-dweller, also cramped for space, 
put his 18 cubic foot freezer up on the 
rafters in his single-car garage and 
his wife cheerfully climbs a ladder. 
ELECTRICAL MERCHANDISING also 
asked owners what they didn't like 
about freezers. Very few offered any 
complaints and most of those dealt with 
the inadequacy of present wrapping ma- 
terials. Nearly everyone, however, had 
(Continued on page 82) 
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WASHERS... 


1 KNOW YOUR PRODUCT: Emphasize construction, use y] 
Know installation requirements and operation 

Here Miss Deibig illustrates her points on construc- 

tion with a blow-up of the heart of the mechanism. 


and care. 
costs. 


EMPHASIZE SPECIAL FEATURES: 3 
Miss Deibig demonstrates the “inclined 

axis” of the Laundromat with its 30 deg. 

angle washing action, by inserting, with- 

out stooping, a garment in the tub. 


or demonstrators in the field. 


1. ADVANCE PREPARATION 


]. Importance of knowing 

(a) The appliance . . . its construc- 
tion, use and care 

(b) Basic knowledge of principles 
of electricity—i.e., meter read- 
ing, wattage, voltage etc. 

(c) Cost of equipment, its instal- 
lation and operation 

(d) Various types and models of 
appliances 

(e) Related subjects (such as food 
to range; fabrics and deter- 
gents to washer) 


2. Choosing the demonstration 
(a) Purpose to be accomplished 
(b) Kinds of demonstrations 
(c) Facilities at place of demon- 
stration 
(d) Amount of time allotted to 
demonstration 


3. Making the plan 
(a) Complete list of everything to 
be used in the demonstration 
(b) Prepare script 
(c) Plot a work sheet (Correlating 
what you say and do) 
(d) Practice and timing 


4. Making the arrangements 
(a) Send instructions to all persons 
concerned with arrangements. 
(b) Check arrival and installation 
of equipment, properties and 


PURPOSE OF THE COURSE 


The Educational Committee of The Electrical Women’s Round Table of New York 
has undertaken a course of instruction in the basic principles of demonstration 
techniques as applied to electrical household equipment—washers, ironers, ranges, 
refrigerators, freezers, cleaners, irons and auxiliary cooking equipment. 

Designed to fill the great need for trained demonstrators in the appliance field, the 
course is given for those desiring to become sales people, home service representatives 


The course was started September 22, 1947, in the Adult Education Department of 
Hunter College Evening and Extension Division, 68th Street and Lexington Ave., New 
York City, and will continue fpr 15 consecutive weeks. 

Outstanding women in the industry have been secured to give the lectures, and 
the entire course is coordinated by Ruth Gaffney, Educational Committee chairman. 


NINE BASIC STEPS OF COURSE 


5. Platform preparation 
(a) Re-check 


equipment, proper- 
ties and utilities 
(b) Arrange equipment, work 


tables, background, etc 
(c) Prepare setups 


6. Dressing for the demonstration 


Il. GIVING THE DEMONSTRATION 
7. Manipulative skills 
(a) Working so the audience can 


see 

(b) Correct handling of specific 
appliance 

(c) Emphasize features of equip- 
ment 


(d) Timing (coordination of spo- 
ken word with action) 
(e) Neatness in operating 
8. Oral skills 
(a) Voice—pitch 
(b) Choice of words 
(c) Poise 
(d) Platform deportment (posture, 
mannerisms, etc.) 
(e) Use of fillers and anecdotes 
9. Dramatizing the demonstration 
(a) Display of equipment and fin- 
ished products 
(b) Use of charts and posters 
(c) Striking or unusual perform- 
ance to prove a point 
(d) Audience participation—book- 
lets, recipes and sampling of 


utilities finished products 
(c) Provide for necessary assist- (e) Questions and answers 
ants (f) Getting names for mailing list 
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VARIATIONS IN WASHABLES: Knowledge of fab- 
rics, soaps, detergents and water temperatures is important 
for a satisfactory wash. 
point by grouping woolen, rayon, nylon and cotton garments 
with the right soap or detergent for each fabric. 


Miss Deibig demonstrates this 


Demonstration 


The Electrical Women’s Round Table of New 
York presents a 15-week course in appliance 
demonstrating at Hunter College. 


By ANNA A. NOONE 


First of a Series 


WASHERS 


HE first lecture, “Demonstration 

Techniques for Washing Ma- 

chines,” was given by Miss 
Grace A. Eastern director, 
Home Economics Institute, Westing- 
house Electric Corp., who emphasized 
platform preparation; dressing for the 
demonstration; oral skill; and drama- 
tizing the demonstration. 

*\ demonstrator’s main job is to 
translate technicalities of construction 
into understandable terms for the 
consumer,” Miss Deibig said. “This 
presupposes 


Deibig, 


a knowledge of how a 
washer or other appliance is con- 
structed, its care and use; cost of equip- 
ment and installation, as well as its 
operation. Familiarity with other types 
and models on the market is also neces- 
sary to answer questions of a compara- 
tive shopping nature which customers 
may bring up. 

“A demonstrator who knows the 
cost of the model she is demonstrating 
and who has a fair knowledge of the 
cost of various other models on the 
market is better able to help a customer 
judge the relative merits of one model 
as compared with another. Cost of in- 
stallation is also an influencing factor 
in the final selection. 


Special Features of Product 


“Knowing the special features of the 
product is important,” said Miss Dei- 
big. “Take, for instance, the Laundro- 
mat’s special feature—the inclined 
axis. The customer may not care about 
the angle of the tub in a washing ma- 
chine, but she is interested in obtaining 
the cleanest wash possible in the eas- 
iest, simplest manner. It is therefore im- 
portant for a demonstrator of a Laun- 
dromat to know the features of the in- 
clined axis and what it will do to pro- 
duce a clean wash, easily and simply. 


Related Subjects 


“There is a big educational job to 
be done in teaching women that unless 
they have the right washing formula, 
the right recipe, they cannot turn out a 
satisfactory wash,” Miss Deibig 
pointed out. “Knowledge of related 
subjects—in the case of a washer, fab- 
rics and detergents—is equally impor- 
tant. A good washer demonstrator must 
know the variations in washables such 
as proper water temperatures, soaps or 
detergents for cottons, linens, silks, 
wools and nylons. This is a subject 
that requires some study. Fortunately 
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THE RIGHT WASHING FORMULA: 
4 A satisfactory wash requires the right 
recipe—hot, soft water, and the right 
kind of soap or detergent. The water 
softener test above tells this story. 


5 AUDIENCE PARTICIPATION: Here the wash has been 
removed from the tub and a member of the audience has 
been asked to try to wring more water out of a towel. Also 

note the smartly tailored suit worn by the demonstrator. 


USE OF CHARTS: Miss Deibig thinks the “7 Cardinal 
Principles of Good Washing” should be displayed promi- 
nently in any washer demonstration. She also works with 
an enlarged copy of a booklet which is distributed to the 


audience at the end of the demonstration. 


for 


manufacturers of soaps, fabrics and 
washing machines have made available 
reference material on this subject. 
Some state college extension depart- 
ments, government agencies and maga- 
zines also have accessible material. 
Preparation 

Preparation for a laundry demonstra- 
tion is comparatively simple in’ the 
opinion of Miss Deibig. She lists 9 Ibs. 
(for a Laundromat ) of soiled clothes in 
a covered basket (the cover, because 
soiled clothes are not attractive); a 
chair to rest basket on to eliminate 
stooping: a table nearby for sorting; 
trays holding soaps, water softeners, 
measuring spoon, measuring cup; bowl 
for soap jelly; scrub brush; and 2 Ma- 
son jars for a water softener test, in 
addition to the washer itself. Literature 
for distribution and charts or blowups 
are also good to emphasize important 
points. In addition, Miss Deibig thinks 
a listing of the “7 Cardinal Principles 
of Good Washing” should have a prom- 
inent place in any washer demonstra- 
tion. 


Appearance—Oral Skill 


One of the big features of an auto- 
matic washer is that it eliminates 
drudgery. The housewife no longer has 
to wear an old housedress while doing 
the wash. What is more logical then, 
than for a demonstrator to wear some- 
thing a homemaker might wear down- 
town shopping? Subconsciously the 
homemaker visualizes herself in the 
demonstrator’s place, therefore it is 
one of the demonstrator’s objectives to 
make this visualization as realistic as 
possible because it helps create a de- 
Sire in the mind of the homemaker for 
the new found freedom via the auto- 
matic washer. A smartly tailored suit 
is the ideal apparel, said Miss Deibig. 


“A low voice; conversational tones 
with use of inflections to emphasize a 
point; a pause or whisper to lend 
drama; are all good oral techniques,” 
said Miss Deibig. Also, face the audi- 
ence at all times if possible; if the back 
must be turned, talking should cease 
until demonstrator is again facing au- 
dience, 


IRONERS 


HREE basic steps in the course 

on demonstration techniques were 
covered by Miss Mary Pickett, 
home service adviser of The Ironrite 
Corp., in her lecture on ‘Demonstration 
Techniques for Ironers.” They were: 
choosing the demonstration ; manipula- 
tive skills; and dramatizing the demon- 
stration. 


Choosing the Demonstration 


The technique of demonstrating an 
ironer is entirely different from that 
used in demonstrating an automatic 
washer, Miss Pickett explained. Once 
the clothes are inserted into the washer 
there is little more to be done until the 
washing cycle has been completed and 
the clothes can be removed. An ironer 
demonstration, on the other hand, 
shows actual work in progress all 
through the demonstration. For that 
reason, the ironer lends itself best to 
small intimate group demonstrations on 
the floor of a dealer store or a depart- 
ment store, where the demonstrator 
can talk informally to the group as she 
irons one of each of the articles most 
commonly found in a family wash. 

“With two or three interested pros- 

(Continued on next page) 
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1 ADVANCE PREPARATION: Facilities at the place of demonstration 
should be checked before the time set for the demonstration. Here we see 
Miss Pickett and her assistants checking equipment and setting up the props. 


9 DEMONSTRATE THE FEATURES:A wide curtain tells the lronrite feature 
story most effectively, demonstrating the center support which frees the two 
open ends from any obstruction. 
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3 CORRECT HANDLING: Tiny 


puffed sleeves on a child's dress smoothly ironed 
without creases or wrinkles shows what can be done 


with the open ends of an ironer 


pects,” Miss Pickett said, “the demon 
strator should iron articles the pros- 
pects ask to see done 

Che demonstration should not be too 
long—never over 30) minutes—with 
time allowed for a repeat performance 
m one or two of the more spectacular 
articles that have been requested by the 
lience, 
‘A clock can be used effectively. 
Placed where the audience can see it 


iu 


‘learly, it serves to check the length of 
the demonstration, and at the same 
time tells the story of the time saved by 


using an ironer.” 


\ 


« 


ruffles, small 4 BLINDFOLD IRONING: Ironing a shirt blind- 

folded in less than three minutes by the clock is 
an unusual performance that tells the story of 
how simple it really is to operate an ironer. 


Manipulative Skills 

Since skill in manipulating the 
ironer is the backbone of the ironer 
demonstration, the ironer should be 
arranged at an angle so that the opera- 
tion is in full view of the audience at 
all times. It should also be arranged so 
that the demonstrator can see and talk 
to her audience as she works. 

“It’s surprising how many consum- 
ers a demonstrator runs into who have 
the false notion that only flat pieces can 
be ironed with an ironer,” Miss Pick- 
ett said. “For that reason, the demon- 
strator’s repertoire should include chil- 


~ 


dren's dresses with ruffles and puffed 
sleeves; men’s shirts; curtains with 
ruffles; skirts with pleats; and other 
difficult-to-iron pieces that will bring 
into play all the features of the ironer 
as well as the correct handling of the 
machine and garments. 

“Clean laundry, well starched, prop- 
erly dampened, handled as little as 
possible, are all necessary for a neat 
ironer demonstration, 

“Timing is also an important factor 
—for the spoken word, to make any 
sense, should be coordinated with the 
actions of the demonstrator—each step 


THE FINISHED WORK: A _ rack of perfectly 
ironed clothes intrigues any audience. “Invite them 
to make a close-up inspection,” says Miss Pickett, 
who is holding a neatly folded shirt. 


being clearly explained as it is being 
done, 


Dramatizing the Demonstration 


“The ironer demonstration in itself 
is dramatic. However, there are many 
ways to catch and hold the audience. 

“An array of beautifully ironed gar- 
ments always has appeal. 

“Troning blindfolded never fails. And 
when you add to this feat the ironing 
of a man’s shirt with a clock to time 
the operation, and the operation takes 
less than three minutes, you really have 
an unusual performance.” 


IRONS 


% ECAUSE the iron is one of the 

B oldest appliances on the market, 
and has reached a high acceptance 
in the home, does not mean that it no 
longer needs to be demonstrated,” said 
Mrs. Florence Carhart, eastern regional 
“Mary Proctor” of Proctor Electric 
Co., in her lecture, “Demonstration 
Techniques for Irons.” “On the con 
trary, new improvements in irons and 
new methods of using them make it 


imperative to re-educate consumers in 


Covering the same basic steps as 


ing; and the formal platform demon 


strations where the group is large. 
(Continued on pad: 76) 
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handling extends to accessories, and 
the ironing board is an important 
accessory of an iron demonstration. 
It must be of comfortable height; 
preferably constructed of steel, with 
vents for the steam to escape, which 
hastens drying; it should have correct 
padding, and an immaculate cover. 


1 CORRECT HANDLING: Care and 


2? DEMONSTRATING THE FEA- 
TURE: Mrs. Carhart demonstrates 
the Never-Lift feature and explains 
how it cuts down on fatigue and time 
consumed in doing the family laundry 

by hand. 


UNUSUAL PERFORMANCE: “Iron- 
ing a man’s shirt in four or five 
minutes without lifting iron from the 
board, at the same time sitting in a 
comfortable chair always impresses 
the audience,” Mrs. Carhart said. 


(IRONER PICTURES CONTINUED ON PAGE 76) 
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Step inside and 
Modern Methods 
yTaw POWER & LIGHT co 


FARMINO 


e 
for Modern Farming 


THE GAILY DECORATED TENT with its Reddy Kilowatt sign was always the center of 
attraction at the “Better Farming Electrically" exhibit. 


THE FARMERS 
HAVE THE MONEY 


Utah Power & Light Co. 


to get them to spend it 


OOD prices being what they are, 
farmers all over the country have 
money. Now some of the dry farmers of 
northern Utah, formerly accepted as 
being usually on the outer fringe of 
solvency, can even sit down and write 
their checks for $100,000 or more. 
How will they spend their profits ? 
They can’t buy automobiles—why not 
electrical equipment for the farm? 
Thus reasons the Utah Power & Light 
Co. This utility does no merchandis- 
ing itself but it has set out this year to 
sell Utah farmers the idea of better 
farming electrically and, incidentally, 
to persuade dealers to take advantage 
of the opportunities offered. 
County fairs and stock shows are 
always a good medium for reaching the 


believes this is the year 


for electrical appliances 


farm market. This is also Centennial 
Year in Utah, celebrating the 100th 
anniversary of the arrivals of the 
Mormons in New Zion, with an exposi- 
tion running at the State Fair grounds 
at Salt Lake City. The chosen form 
of promotion, therefore, was in the 
form of a “Better Farming Electric- 
ally” exhibit designed for use at such 
events. 


Dealers Take Orders 


The exhibit is housed in a large tent, 
47 x 57 it., attractively decorated and 
surmounted by a Reddy Kilowatt sign 
which always attracts the crowds, In- 
side it is brightly illuminated and 
trimmed tastefully with touches of 
bright orange on table tops and canvass 


WINNER OF THE CHICKS at the Richmond farm 
show was Hazen A. Drury, Utah F.F.A. member. 
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BABY PIGS TAUGHT TO NURSE from a rack of bottles 


always drew crowds to the electric pig brooder exhibit. 


THE ALL-ELECTRIC KITCHEN and other farm home equipment was connected ready 
for demonstration. This was one of the most popular divisions of the exhibit. 


edging. The exhibits are divided into 
six bays, each devoted to some one de- 
partmentoffarmactivities. Thereis, for 
instance, a dairy exhibit, one on poultry 
equipment, an all-electric kitchen for 
the farm home, and an exhibit devoted 
to the subject of adequate wiring, us- 
ing small model homes which show the 
right and wrong way. A _ typical 
modern farm is shown in miniature, 
with dwelling house and various farm 
buildings, with service wires in place. 
All equipment is hooked up so that 
it can be operated. A tent manager is 
in charge of the exhibit, assisted by 
the farm contact men of the utility from 
the division where the show is being 
staged. These men know the farmers 
and their interests and can direct their 
attention to the equipment most appro- 
priate to their needs. Present also are 
local dealers, always ready to demon- 
strate the lines they carry, to collect 
prospects, and to take orders. 

Live baby pigs in an electric pig 
brooder and baby chicks in a chick 
brooder always attract crowds. The 
little pigs are taught in advance to 
nurse from a rack of baby bottles as an 
added attraction. Blooded stock is 
secured for these exhibits wherever 
possible and the pigs and chicks are 
awarded at the close of the event to 
4-H and FFA boys and girls who have 
registered for the drawing. 

Neatly lettered placards explain the 
operation of almost every item dis- 
played, with other cards directing the 


UTAH 


visitors to their local dealers for further 
information or for purchase of the 
equipment shown. 


Distributors Lend Equipment 


Appliances and machinery for the 
display are loaned by distributors. The 
power company furnishes the tent, the 
hook-up and the power used, as well 
as the personnel in charge of the show 
and all transportation costs. They 
organize the set-up and make all ar- 
rangements. They also advertise the 
event in local papers, on a schedule 
announced in advance so that manu- 
facturers and local dealers may tie-in 
with their own announcements. 

The first public showing of the dis- 
play was at Ferron, Utah, in connection 
with the Southeastern Junior Livestock 
Show in the spring. In two days ap- 
proximately 4,500 people entered the 
tent, as registered by the turnstile in- 
stalled for that purpose. Since that 
time it has been exhibited at various 
country affairs, special community 
celebrations and_ livestock shows 
throughout Utah and western Colorado 
and will be continued into the late fall. 
It was a major attraction at the Cen- 
tennial Exposition at the State Fair 
grounds in Salt Lake City during the 
month of June. 

The exhibit costs money to set up 
and to transport, but it is bringing re- 
sults in farmer interest and in actual 
orders placed with dealers for farm 
equipment. End 


PQ 
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4 H AND FUTURE FARMER boys and girls registered 


for a chance on the pigs and chickens. 
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St. Lou 


FRANK COHEN pointing out the areas which have been successfully 
tested for television reception and approved. Diameter, about 100 miles. 


r 
For 


National Radio Laboratories make 


home demonstrations of television sets 


and establish an exclusive video store 


UCCESSFUL television retailing, as 
S described by brothers Frank and 
William Cohen of National Ra- 
dio Laboratories, St. Louis, Missouri, 
is composed of three things. First, 
ability to successfully set up and dem- 
onstrate a television receiver in the 
prospect's home at minimum expense. 
Second, effective prospecting in the 
lucrative farm territories surround- 
ing the city where television’s high ini- 
tial cost is less of a problem than in the 
city. Third, establishment of exclusive 
television which lift video 
equipment out of the “juke box” classi- 
fication which and cocktail 
lounge displays have engendered. 
Now a successful television dealer, 
National Radio Laboratories has re- 
tailed appliances since 1925. A decade 
ago, the Cohen brothers opened up 
their first store at 3149 Locust, in the 
middle of St. Louis’ auto parts and auto 
accessories commercial street 
tion which was “the world’s worst” 
from many standpoints. Trusting to 
good outside salesmanship, and fran- 
chises with worth-while lines, how- 
ever, the brothers quickly signed up 
with such leading lines as Hotpoint, 
Philco, RCA- Victor, Duo- Therm, 


Bendix, etc., and in the course of the 


stores 


tavern 


a loca- 
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last 10 years, have opened up two new 
stores, one of them an exclusive all- 
television store at Grand and Arsenal 
in busy South St. Louis across the city. 
“We've won some national competition 
for appliance sales, chiefly because we 
had seven men out selling when a lot 
of dealers gave up on home contacts al- 
together,” Frank Cohen said. “Origi- 
nally, we planned to carry all of our 
electrical appliance lines, radio lines, 
radio service, etc., in each store. Now, 
however, we’re going to keep one store 
devoted exclusively to television, and 
carry another television line in the 
basement of our Locust Street store. 
That will give us two shots at the met- 
ropolitan population. In the main, 
however, all of the selling is going to 
be done outside by expert outside sales- 
men on a profit-sharing compensation 
basis,” 


KSD-TV Programs 


lelevision was “a natural” for Na- 
tional Radio Laboratories when it was 
first popularized in St. Louis last Feb- 
ruary. Radio station KSD-TV, owned 
and operated by the St. Louis Post Dis- 
patch, was one of the first to put actual 
programs on the air. Sensing plenty of 

(Continued on page 152) 


THIS IS THE FRONT of the exclusive television store at Grand and Arsenal in South St. Louis, 
about 50 feet from the appliance store. 


HARRY COHEN in the exclusive television store, which as shown, has six sets 
displayed, pastel walls, modern steel and leather divans and chairs, soft neon light, ie 
and air conditioning for comfort. 


FRANK COHEN in the large basement video salon on Locust. Ten sets are shown 
here. Cost was $1,000, immediately repaid in video sales. 
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ELECTRICAL DEALERS at the first Telequizzical program. 
, studios of KSD-TV across the street from the building in which the dealers met. 


The program was originated in the 


A WOMAN TRIES HER LUCK at guess- 
ing the subject of the charades at the intro- 
ductory dealer showing of Telequizzicals. 


ROBERT COE, KSD-TV, briefs dealers on 
the Telequizzical program. Dealers are also 
given various aids by the utility. 


AUDIENCE AT RAY’S APPLIANCE STORE taking in a Telequizzical party typical of 


n those being held in St. Louis. 
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CHESTER LEMMEL of Union Electric shows the stage with curtain 


which is loaned to dealers sponsored each week with Telequizzical parties. 


Union Electric sponsors a “Telequizzical” 


quiz program to assist development 


of television in the St. Louis area 


adaptability of 
television to many types of radio 
shows is the “Telequizzicals” quiz pro- 
gram under sponsorship of Union Elec- 
tric Company, St. Louis, Missouri. 
Union Electric is sponsoring the quiz 
program as part oi an over-all policy to 
assist development of television in St. 
Louis. 

*Telequizzicals” is a half-hour broad- 
cast each Monday night. It features 
old-fashioned charades; acted out in 
the studios of KSD-TV, St. Louis’ TV 
station. Unlike ordinary radio quiz 
shows, which include studio audiences 
as contestants, Telequizzicals draws 
their contestants from people watching 
the show at television sets over the 
city. The emcee calls television set 
owners via telephone and informs them 
they will be the next contestant. Those 
guessing answers to the charades cor- 
rectly are awarded with various elec- 
trical appliances on display in the 
studio, 

At the start of each Monday night 
show, Telequizzicals’ emcee, Harry 
Gibbs, a star of Union Electric’s “Land 
We Live In” radio series, gives the 
listening audience a series of words 
which serve as the pass words for the 
night. Each contestant must repeat the 


pass words correctly before participat- 
ing in the show. Usually the pass 
words are picked to align with current 
promotions of the company, such as 
“Live Better Electrically.” 


How It Works 


While scenes are being set for each 
ot the charades a contestant is con- 
tacted from a list of television set 
owners, The person called is then 
warned to watch the set carefully to 
guess the titles of the charades acted 
out by Mr. Gibbs and one, of his as- 
sistants, Three different acts are put 
on for the contestant under such gen- 
eral headings as: sports, transporta- 
tion, etc. If the contestant guesses one 
of the acts correctly, he is awarded 
with a small appliance such as on elec- 
tric iron, coffee pot or lamp. Contest- 
ants guessing two of the acts have 
choice of some larger appliance. Those 
naming the entire series correctly are 
given such valuable prizes as electric 
blankets. sun lamps and electric roas- 
ters. Throughout the program the tele- 
vision camera is occasionally pointed 
at a revolving platform containing the 
prizes and the outstanding features of 
each is discussed. Winning contestants 

(Continued on page 154) 
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A. "SPEED" RAYSSON, genera! sales manager for Presteline products, finds himself 


pressed into service by Williams & Shelton, to answer questions from retail dealers in 
the Carolinas. 


Open Door Policy 


As practiced by Williams & Shelton of Charlotte, N. C., the policy assures retail dealers By 
in the Carolinas that they're getting a fair deal in distribution and service always. 


ANY a politician and states- 
M man has spent the greater 
part of his public life arguing 
about the open door p licy. 


Sut one of 
North Carolina's largest appliance dis- 


department. 


policy which extends from the presi- 
dent’s office to the service and repair 


“Why, we are such fanatics about 


DEMONSTRATION IS AN EASY MATTER with the well arranged displays found at 
Williams & Shelton. Models like this radio and record-player, usually shown in the 
main lobby display room, are changed frequently. 


maintaining an open and aboveboard 
tributing firms business, that we figuratively have 
into politics, has made this symbol of taken the hinges off the doors,” de- 
openness one of the chief factors in its 


without even getting 


clares Ferman Ferguson, dynamic sales 
manager for the firm. “When we say To see what Mr. Ferguson means, 
out two states ‘open door’, we mean that not only — one has but to walk into the big colo- 

Williams & Shelton Co., Inc. every official and salesman is available nial building at 801 South Tryon 
it all times to our dealers, but that our Street. The head of the firm, Mr. C. A. 
idvice and suggestions to them are Williams, Jr., sits right out in the open 


vast business which extends through- 


. Which 
has been serving Carolina merchants 
since 1898, maintains an ' 


‘open door 


“OLDEN DAY 
MORROWS BEST 


mS 6 Shelton Co 


UNUSUAL PROMOTION is the rule rather than the exception with Williams & 
Shelton. Here's an old jalopy which paraded the Charlotte streets in November 1946 


advertising the grand opening of the firm's new home. “Cowboys” added atmosphere. heads the department. 
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enterprises, but he’s out in the open 
and available, nevertheless. 

On the second floor of the building, 
the office of the sales manager is just 
as open as the others, and it is not un 


ONE CORNER of the large service department of Williams & Shelton contains an 
experimental radio board where problems are worked out. 


A. F. Bernhardt, center; 
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open too—open to counter-suggestion, where the public, the merchants of the 
counter-advice, criticism, gripes and two Carolinas and the office force may 
observations. Our warehouses are talk with him at any time, without the 
open, our books are open and our rela- formalities of going through a secre- 
tions with the manufacturers are open. tary or an inner door. Mr. Williams. 
We hide nothing.” head of the firm which does several ; 
million dollars business yearly, also is 
” - 
Case “Gat te Gyes a bank director and an official in other FF 
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AFTER CONVERSION, the old Williams home, Charlotte, N. C., still retains its colonial atmosphere. 


been added outside. 


usual to see one or two salesmen sit- 
ting on Mr. Ferguson’s desk, offering 
suggestions and comments. Incident- 
ally, a framed motto behind Mr. Fergu- 
son’s desk reads, significantly: “Con- 
sider the turtle—he makes progress 
only when his neck is out!” 

But the open door policy extends 
even further in this unique organiza- 
tion. It goes all out in its efforts to 
assist its retail dealers to develop loca! 
good will, merchandise plans and 


volume of sales, and the idea of open 


stressed to the retailers. 

“If we can’t serve the dealer with 
the product he wants,” says Mr. Fer- 
guson, “we are just as open in telling 
him so as he would like us to be. 
Furthermore, we will not only advise 
him the best product to handle, but we 
will go so far as to contact the dis- 
tributor of that product and ask their 
representative to get in touch with him, 
We have found this policy has built 
and kept a lot of friendships for us 
among Carolina dealers.” 


dealing is 


HE ORLDS EIGHBOR 


SHOWN IS A PART of the Williams & Shelton Co., display at the semi-annual 


Southern Furniture Exposition in High Point. 


Richard Banks, advertising and assistant 


sales promotion manager, handles the exhibit for the firm. 
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Only signs have 


Inside, however, much time and effort went into creating a modern and unusual display place. 


Openness in distribution methods is 
another factor which dealers appreci- 
ate, Mr. Ferguson points out. Should 
any dealer complain about the quota 
of equipment allotted him, he is free 
to come in and learn just how and why 
his allotment was determined and to 
satisfy himself that he is getting a fair 
share of appliances to sell. A year ago, 
when some dealers began to suspect 
that certain wholesalers had plenty of 
appliances hoarded away in ware- 
houses, the Williams & Shelton Co. 


C. A. WILLIAMS, JR., right, and J. Lauer Wil- 
liams, president and vice-president of the firm, 
occasionally take part in the two broadcasts spon- 
sored by Williams & Shelton. 
are designed to please both rural and urban 
listeners in the Charlotte area. 


These broadcasts 


dispelled all doubts by extending the 
open door policy to their warehouses. 
The firm’s dealers knew what was on 
hand and how much of it they could 
get. Naturally, this policy makes for 
a lot of headaches in determining fair 
quotas for all concerned but in the 
long run, the dealers’ appreciation of 
it is quite worth the effort, according 
to Mr. Ferguson. 

“Our relations with our dealers have 
always been on an open basis,” Mr. 
Ferguson declares. “We try to impress 
upon them that our success comes from 
their success. For this reason, we hold 
sectional sales and service schools peri- 
odically in order to keep them up to 
date on the selling and servicing of all 
the products we distribute. They are 
at liberty and are encouraged to call 
on us for field service men or even 
salesmen, if they are needed in a pinch 
or for a special occasion.” 

Another “open” feature of the firm 
is its service and repair policy. Ac- 

(Continued on page 98) 


THE MEN RESPONSIBLE for the “open door” policy, which has proven so successful, 
here get together for a little joke. Ferman Ferguson, left, sales manager, seems to have 
tickled the funnybone of C. A. Williams, Jr., president of the firm. 
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department is in the 


The 


e on the basement floor with housewares and hardware, take up one-corner. 
Refrigerators and the laundry section are back of the camera. 


In Scarsdale, N. Y., the Charles N. Mead 


THE MAN RESPONSIBLE 
success is owner-president Stan C. Higgons, 
who bought the company in 1923 when it 
was annually grossing $60,000 and raised 
the return to $775,000. 


for Mead’s 
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Co. continues its pre-war success in 


selling automatic washers at one of the 


highest per capita rates in the nation. 


OWN in the basement of the 

Charles N. Mead Co., Scars- 

dale, N. Y., department store, 
are about 3,000 square feet of space 
devoted to the retailing of major appli- 
ances From this small space in the 
least desirable portion of the store 420 
automatic washing machines (Bendix) 
were sold during the first nine months 
of 1947, a record which is not new, but 
only an extension of the high volume 
which characterized the operation in 
pre-war years. 

Searsdale, which is a relatively small 
but wealthy Westchester town (pop. 
12,966), first became acquainted with 
Mead’s in 1932 when the 15) year-old 
company bought the stock and business 


of the Scarsdale Supply Co., a house- 
furnishings and hardware store which 
had occupied part of the first floor and 
basement of the building since 1926. 
In the iptervening 15 years Mead’s has 
sunk its roots deeply into the town, 
gradtially expanded its floor space un- 
til it now occupies 35,000 square feet 
on four floors, practically the entire 
building. 

Mead’s in its turn, had been pur- 
chased by Stan C. Higgons in 1923, a 
year when it was doing a gross volume 
of about $60,000 in its store in Green- 
wich, Conn. Higgons, a sandy-haired, 
ruddy-faced man who had gotten his 
department store experience with Sib- 
ley, Linsey and Curr Co, in Rochester, 


DECEMBER 1, 


The record 


N. Y., and his general business experi- 
ence as credit manager with the Den- 
nison Mfg. Co., provided the fertilizer 
which has stimulated Mead’s growth 
to a conservatively estimated $775,000 
annual gross. Today the company does 
that much business in Scarsdale alone 
because the Greenwich store was sold 
early in the war. It is the only depart- 
ment store in Scarsdale and is still a 
small department store. 

But war Mead’s sold 
about 400 automatic washers in a year 
and in 1947 has already sold 420. Ex- 
actly 240 refrigerators (Frigidaire) 
were sold in the same 1947 period and 
wMGre were available, more would 
have been sold. 

The reason? Stan Higgons expresses 
it vety simply: “We carry one appli- 
ance Hine exclusively. We do a good 
job b€cause we are not in competition 
with @urselves.” 


before the 


One Make at @ Time 

This policy is at variance with that 
followed by most department store op- 
erations. Most of theng especially the 
hig ones, have a theory#hat they must 
be shopping centers andthat therefore 
they must supply a w 1et) 
washers, refrigerators or what-have- 
you for housewives to choose from. 
But Stan Higgons and David Burnett, 
his store manager, feel differently. 

“No woman has to go home from 
Mead’s to decide which 
wants,” Burnett. She comes in 
here and sees our line. Her buying 
isn’t complicated by the features of any 
other makes. And our salespeople 
aren’t coniused by the necessity of 
demonstrating several makes of washer 
just to get her to buy one.” 

The store follows this policy right 
down the line. Before the war it even 
applied to traffic appliances and will, 
says Burnett, apply again when normal 
selling conditions prevail. 


washer she 
says 
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SHAFTWAY to Mcad’s gold mine is the door of a Bendix. Mrs. David Burnett, wife of the store manager 


Here's all YOU do 
with « BENDIX 


and a crack saleswoman, demonstrates the washer to two Scarsdale housewives. 


When Bendix washers first hit the 
market in 1937, Mead’s signed a fran- 
chise and gave up its one conventional 
washer to do it. This intrepidity paid 
off. “We were the first store in the 
have them,” surnett, 
“which gave us a jump on the market.” 

They have maintained the ground 
gained by the jump by doing their own 
installing and servicing. Washers are 
the only appliance which the store 
does attempt to service completely. 
Most other service work is farmed out, 
although all deliveries and refrigerator 
installation are handled by the store. 
Every morning sees serviceman Ar- 
thur Taylor leave the store in a light 
panel truck to either deliver, install or 
service Bendix and Frigidaire. 

Both Higgons and Burnett point to 
this installation service as a very real 
advantage. “It has built customer con- 
fidence to a very high point,” says 
Higgons. When a customer orders a 
machine from us we deliver it right 
away and install it right away. If it 
needs service—we can give it right 
away.” 


area to Says 


Immediate Delivery Preferred 


This is an indirect expression of 
another of his merchandising princi- 
ples, namely, keep a big enough in- 
ventory so that the customer doesn’t 
have to wait for delivery. “We handle 
appliances a little differently from the 
Straight-line appliance stores,” he ad- 
mits. “Whenever the supply situation 
permits we keep a big enough stock on 
hand to give immediate delivery.” 

The single-make-system, plus their 
own installation and delivery facilities, 
are the two factors which are princi- 
pally responsible for Mead’s success. 
There are no freak promotions or 
hopped-up campaigns. 

While it is true that Scarsdale 
provides a wealthy market, a natural 
for automatic washers, it must also 
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be admitted that Mead’s took unusual 
advantage of it to sell as many auto- 
matic washers per capita before the war 
as any other outlet in the country. 

Few people within the Mead organ- 
ization actually sell major appliances. 
Burnett himself concentrates pretty 
much on television. His wife who has 
been with the store for five years, is 
the star salesman. She is a 
friendly, homey woman who talks to 
customers, most of whom she knows, as 
a friend and neighbor. Other washer 
sales are racked up by Art Taylor, the 
serviceman. In his many calls to serv- 
ice all types of washers he finds plenty 
that are beyond all hope of recovery. 
Then he turns from serviceman to 
salesman. He gets a commission on all 
his washer sales. Inside salesmen, un- 
der present conditions, work on a 
straight salary basis, because Higgons 
feels that, since all six people on the 
basement sales floor sell all items in- 
cluding housewares and hardware, a 
commission for appliances would hurt 
the other departments. Traffic appli- 
ances, as a matter of fact, are carried 
in the housewares inventory. Most re- 
frigerator sales are made by Burnett 
or his wife. Frank Beecher, who is 
the store’s window decorator, doubles 
in brass by managing the record shop, 
a department which is regarded chiefly 
as a traffic builder, but does show a 
small profit. He also pitches in to sell 
appliances. 


“Just Keep After Them" 


The only promotion which the store 
uses to boom appliances consists oi 
advertisements in the Scarsdale In- 
quirer, envelope stuffers in the monthly 
bills, and Beecher’s handsome window 
displays. Prospect lists rarely exceed 
eight or ten names. The prospects 
come f the customers. The firm 


washer 


from 
makes 30,000 transactions a month— 
which is enough of a challenge for any 
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TELEVISION SETS, here demonstrated by manager David Burnett, 


occupy a small room of their own, also sell well. 


POPULAR with teen-agers of the Scarsdale area is the department store’s compact 
record section, a place of great activity when school hours are over. 


However, when a customer 
has expressed an interest in an appli- 
ance his name is kept on record and 
contact is maintained until he definitely 
decides to buy or not to buy. “Our 
policy is just to keep after them until 
they make a decision,” says Burnett. 

Although the store uses no outside 
salesmen now, with the exception of 
Taylor, plans for the future include 
two or three outside men. Prior to the 
war there were three men who sold 
appliance exclusively on a commission 
basis. They alternated on the floor and 
in the field. On the one day out of 
three when a man was on the floor he 
got a commission on all appliances sold 
across the counter that day. A similar 
system will be instituted, Higgons 
thinks, about the beginning of 1948. 
However, he wants to keep his sales 
staff small. “We believe in having a 
few people make a good living rather 


salesman. 


than a lot of people make half a living,” 
he says. He wants men on straight 
commission because he believes that 
they can sell more and make more that 
way than by any other system such as 
salary-plus-commission. Too, he is con- 
fident that he will get good men. 
“We'll get good salesmen again just as 
we had them before,” he declares, “be- 
cause any man who sells for us will 
know that there is a commission set 
up for every appliance sold and that 
someone other than management will 
get that commission.” 

Only one of the store’s post-war 
plans has gone awry—and that only 
temporarily. Higgons wanted to do a 
job with complete kitchens. He runs 
a contract business for furnishing in- 
teriors for hotels, schools, and other 
institutions which is set up to: install 
kitchens. “If we could have gotten 

(Continued on page 68) 
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SERVICE 


SETS THE PACE 


Figuring that people with appliances to repair are 
the best customers for new appliances, this Hunting- 


ton Park, Calif., concern is using advertising and 


promotion to build up its service department. 


SERVICE SETS THE PACE for their appliance selling. B. L. Russell, left, 
started the business in 1933. A. C. Rhodes became a partner in 1937. 


BIGGEST TRAFFIC BUILDER for the B. L. Russell Co. is this 10 by 14 foot small 
appliance repair department where Rhodes holds forth when not selling. 


RUSSELL, right, supervises major appliance repairs in this completely equipped 
service and machine shop in the rear of the building next to the delivery door. 
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FRONT of the 30 by 75 foot store of the B. L. Russell Co., Huntington Park, 
Calif. where emphasis on appliance repair is being used to increase the traffic 
through these doors to the G-E, Kelvinator, Maytag and other appliance displays. 


By HOWARD J. EMERSON 


\ HILE many appliance retail- 
ers are trying to maintain 
their appliance service de- 
partments at a level of business some- 
where near the war-time peak in the 
hope of continuing the department as 
a profitmaker, two appliance men in 
Huntington Park, Calif.. are going 
further with the idea. Partners B. L. 
Russell and A. C. Rhodes are not only 
making full use of their wartime serv- 
ice contacts in their selling, but they 
are using advertising and promotion to 
increase their present appliance serv- 
ice business as a means of increasing 
their sales of new appliances. 

These men, who operate the B. L. 
Russell Co., full-line G-E dealers in a 
small city close to Los Angeles, have 
proven to themselves that the develop- 
ment of hundreds of satisfied customers 
for appliance servicing leads to large- 
volume sales of new appliances. 


War Stimulated Service 


\lthough the company started in the 
appliance business in 1933, the concen- 
ration on service began during the 
war years. Russell handled the service 
of major appliances and Rhodes took 
over the repair of small appliances. 
From this work, and the names and 
information gathered, particularly on 
large appliances, the company had a 
ready-made prospect list for its spe- 
cialty salesmen when it became time to 
start selling. From the years before 
the war there was another list ready to 
be used for both service and sales— 
the names of 3,000 people who bought 
refrigerators between 1933 and 1942. 

But Russell and Rhodes are not con- 
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tent to rely solely on those lists from 
the past, they are going out to get more 
service business. Through store signs, 
direct mail, newspaper advertising, and 
the classified telephone directory, the 
company is saturating the Huntington 
Park and adjacent markets with ma- 
terial promoting the B. L. Russell 
Co.’s appliance service departments. 
In the classified telephone directory 
alone, the company uses 14 listings 
plus two ath page advertisements. 

Large and: small appliance service 
is still kept as separate operations, 
even to the location of the depart- 
ments. Under the direction of Rhodes, 
all small appliances are serviced in a 
small room, 10 by 14 feet, which opens 
through a 3 by 3 foot window to the 
rear of the sales floor. All customers 
for this service must pass across the 
30) by 75 foot showroom, well stocked 
with new models of the appliances 
they are bringing in for repair. The 
company estimates that floor traffic 
now is 20 times greater than pre-war, 
mostly due to small appliance repairs. 

Under the supervision of Russell, 
major appliances are serviced in a shop 
in the rear of the building where ap- 
pliances can be loaded and unloaded 
directly from the truck. 

Behind their concentration on build- 
ing up their service department is the 
philosophy that “the biggest market 
and the easiest to sell is that group of 
people whose present appliances need 
repair. We intend to keep in touch 
with those people, and to keep those 
people in close contact with us. Service, 
coupled with good selling, is the key 
to that market.” End 
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FAMILY PORTRAIT in front of the family store where Frank 
Accardi, left, his wife and son, Orrin, are trying to merchandise 
appliances with techniques that combine the best of the small 


department. 


dealer's practices and ideas from the big stores. 


He Uses Chain 
Store Experience 


Moving from manager of a large chain appliance outlet 


to owner of a small town appliance store has given Frank 


Accardi of Campbell, Calif., a chance to try out the best 


selling techniques of both types of stores. 


RANK ACCARDI has ideas— 

how the small appliance dealer 

can develop his merchandising 
technique so that he holds his own and 
operates profitably in competition with 
the larger-volume appliance outlets. 

He has experience, too—more than 
25 years in appliance selling, most of 
it as appliance sales manager of the 
San Jose, Calif., store of one of the 
nation’s largest homewares-appliance 
chains. 

Those ideas and this experience are 
heing put to work at Accardi’s Appli- 
ances, Campbell, Calif. There in a 
new, 40 by 40 foot store, with full line 
General Electric, Norge, Philco, Ben- 
dix. Frank Accardi with his wife and 
son are building a_ profitable small 
community appliance business by com- 
bining the best of the big store selling 
methods with the best of the small 
dealer merchandising practices. 

\s a “big store” salesman and ap- 
pliance buyer-manager, Accardi had 
many years in which he developed 
selling practices which would give his 
large store a competitive edge over the 
many small dealers in his market area. 
\t the same time, he had ample oppor- 
tunity to study the sales building tech- 
niques which the small dealers used 
successfully and which he, as a big 
store operator, could not use. 

For years he planned his own store. 
Into that store would go the best fea- 
tures of each type of merchandising. 
One by one he analyzed each feature, 


retaining, rejecting or remodeling it to 
strive for the method of selling that 
would put him in a position to meet all 
competition, large or small. He shaped 
his ideas on display, on color and light- 
ing, his policies on buying, trade-ins, 
credit, advertising, his techniques on 
inside and outside selling—always aim- 
ing to meet the big stores by hitting 
their weakest selling points with the 
strongest of the independents’ prac- 
tices, trying to meet small dealer com- 
petition with many of the big stores’ 
most successful selling methods. 


Arranging the Display 


Into the arrangement of electrical 
and gas appliances, and allied lines, on 
the sales floor of his 40 x 40 ft. dis- 
play area, Accardi turned to the big 
store idea of departments. Within the 
limits of his space, he has tried to give 
the visual impression of a department 
store. There is a physical break, a 
center wall that divides the store space 
equally, one half for major appliances, 
the other for radio, traffic appliances, 
small electrical supplies and house- 
wares. Then within each section Ac- 
cardi has created an impression of de- 
partments through his method of 
grouping. Against one wall, all the 
home freezers; in one corner a com- 
plete G-E kitchen; in another corner, 
a complete laundry—in the other sec- 
tion, radios are grouped in one corner 
to create a department; vacuum clean- 

(Continued on page 56) 
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ONLY 40 BY 40 FEET, but into this small town appliance store Frank Accardi is putting to work 
the merchandising techniques he learned in 25 years as manager of a large chain store appliance 


The Town Store 


A LAUNDRY “DEPARTMENT” is in the making. Accardi’s son Orrin is putting up 
the first of the wall cabinets that will tie-in the working displays of washers, ironers, 
dryers, waterheaters and laundry accessories. 


| 


PARTLY COMPLETED is Accardi’s small store version of a large store radio depart- 
ment. Adjacent to the other appliance displays, it will become a visual unity with 
different wall and floor decorations and a comfortable lounge. 
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A $50,000 STOCK turned 6 times a year, is housed 


in this old factory building by 


the 


river 


bank. 


Store 


) ORE than 80 vears ago in 
Janesy Wis (pop. 22,- 
992) the Harris family set up 
a factory f icturing fencing 
Their building stood on the banks of 
the Illinois River ind their \pex 
brand becan ki wt il] ver the 
Middle West. But by 1933, luck had 
run out for small manufacturers of 
fencing 
So, in 1936, Ja: B. Harris opened 
a hardware store in the old wooden 
\ factory building which covers an area 
of about 300x150 ft. At 200 South 
River St., it was five minutes’ walk 


away from 
It had no 
Harris had a 


space, 


the 
show 


vast 


downtown 


windows 


area 


of 


section. 
but Mr. 
parking 


The store set out deliberately to at- 


tract 


access 


farm tr 


for 


ade, 


the cars 


} 


of 


+] 
peneving tf 


easy 


country people 


would more than offset lack of window 


displays and passing traffic. 


Wh 


Big Ticket Purchasing 


ether 


deliberately 


or 


not. the 


store became a specialist in big ticket 
ordinarily 


items, 
every 


things 
day, 


EVERYTHING BUT RADIO—and even with these rec- 


ord changers—are serviced by the store. 
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POWER DRIVEN PAINT SPRAYERS are definitely ap- 
pliances that tie in with paint sales. 


on 


which 


bought 


enough 


money was 
efforts. It 
plumbing 


spent to justify specialty 
major appliances, 
supplies, building supplies, 


supplies 


sells: 


farm implements and wiring 

“On any of these items,” 
Charles (Chuck) Haven, assistant 
man is likely to make a 
considerable investment of money.” 

Fully 6) percent of the store’s trade 
is with Incidentally, 
all of them pay cash or buy on 30-day 
open account. Time sales are nearly 
all newly married young folks. 
While there are quite a few women 
coming in with their husbands, store 


Say = 


manager, “a 


people. 


Lo 
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By 
TOM F. 
BLACKBURN 


male At 
number 


traffic is predominately 
Christmas time there are a 
of people who walk the five minutes 
from Milwaukee Avenue, Janesville’s 
main drag, and do their shopping 
But by and large, people go down 
River Street chiefly when they are 
looking for a specialty item and usu- 
ally a fairly expensive one. 
Sales Built on Service 

“On our major appliances, we have 

built our around 


Mr. Haven. “Farmers, as you know, 
iways want to know who is going to 


sales service,” says 


repair the things they buy and where 
We service 


with the exception 


they can get them fixed. 


everything we 


if radio, and on radio we take care of 
the record changer.” 

It impresses the farmer to see that 
the store is interested in the device 


being in perfect working condition be- 
fore it is delivered. It 
creates a feeling of confidence to have 
one of the boys willing to jump in 
his car and run out im case something 


apparently 


A SUPPLY OF GUTTERING brings in all sorts of people 
who are building. 


MERCHANDISING 
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Harris Ace Store in Janes- 


ville, Wis., Finds Farmers 


Like Parking Space Better 


Than Downtown Display. 


goes wrong. In Janesville, where 
there is formidable mail order and 
tire firm competition, this depend- 
ability of service is the great advan- 
tage of the independent dealer, Mr. 
Haven thinks. 

When the store was opened in 1936 
the management expected to run it as 
a mail order place. They even got 
out a catalog, but so quickly did the 
farmers come in and start poking 
around the store that they saw they 
didn’t need a catalog and could dis- 
play their wares. 


Farmers Do Own Work 


The selling is very low pressure, 
with the customer permitted to roam 
around, tagged by a salesman who 
works in every department and an- 
swers the questions the farmer asks. 

One of the things that is appreci- 
ated is that rural people do an awful 
lot of their own work. The high cost 
of labor is steadily forcing more and 
more townspeople to do their own 
jobs and it is amazing how many out- 


side of the professional field come in 
and buy gutter hardware, wiring sup- 
plies, spray guns and the like. The 
Harris store is one of the few places 
outside of the mail order chains who 
appreciate that an electrically driven 
paint spray gun is something that has 
a very bright future and that more and 
more people are going to do their own 
painting from now on in, employing 
this device. A spray gun at $39 plus 
$100 worth of paint makes a very satis- 
factory sale. 

Carried in stock are Philco radios, 
Coleman oil heaters, Speed Queen 
washers, Crosley and Philco refrig- 
erators. The firm also sells Estate oil 
heaters and freezers. 

“There is quite a demand on the 
part of farmers for the small home 
freezers,” said Mr. Haven. ‘“Ap- 
parently farmers are lugging home 
stuff from their lockers to keep it 
handy in the little freezer until used. 
I predict, however, that the swing 
will be toward the big freezers as 

(Continued on page 62) 


FARM PEOPLE DO A LOT of their own work. Wiring supplies attract these people, 


who come into the market easily. 
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SIXTY PERCENT OF THE TRADE is with farmers, and no outside selling 
done by the Harris Ace store. 
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Abinante’s manager F. WILKINSON, 


and food market manager AUGUST SOSSO, discuss problems of display 


There was no choice | He HE 


aS 


ante of Carmel, Calif., 
opened his appliance 
and music store next 
door and opening into 
a food market, but 


through smart mer- 


chandising he has 


made the location 


into a real asset. 


Across the Aisle 


’ HEN it turned out there was tions and went ahead to establish an 
no other store space available attractive branch store with full line 


‘armel, Calif., except a Crosley, Philco, Universal and Admiral 
vacancy "which opened into a large appliances, phonograph record depart- 
chain supermarket, Leonard Abinante ment, sheet music, musical instruments 
had little choice—either to go ahead including pianos—and its doing a thriv- 
and set up his appliance, records and ing business right across the aisle from 
music store regardless of the location, a large chain food market. 
or to give up his idea of opening a But there were two major questions 


Carmel store to supplement his long which he had to answer to his own 


established retail business in nearby _ satisfaction before going ahead. There 
Monterey. was the attitude of the people of 
\binante answered two major ques- Carmel to judge. Sticklers for appear- 


From Supermart 


ance, tradition, etc., the local residents 


might not appreciate an appliance store 


operating in close proximity to a super- 
market. They patronized, but privately 


criticized the supermarket type of store 


anyway ; it Was too commercial for this 
community of artists, retired intellec- 


tuals vacationists. 


hill and Carl Rohr which 


ACROSS THE AISLE from a large supermarket, Abinante’s appliance and music 


store thrives. The opening divides two worlds of merchandising, but it is the same 
people who buy both types of products. 
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Abinante’s 
major competition would be the mod- 
ern, well-equipped stores of Joe 


were 
ated in traditional buildings among the 
small merchants on a side street. 


Gled- 


situ- 


The other question was whether or 
not to close up the 24-foot opening in 
the east wall of the store. This open- 
ing faced directly into the middle of 
the food market. If he closed it he 
would have to rely on the elevated 
side street entrance. If he left it open 
his customers would be looking out on 
stacks of canned goods, his shiny re- 
frigerators would reflect pyramided 
displays of Dr. Pepper bottles and 
Swans Down cake flour. And Abinante 

(Continued on page 88) 


VERSATILE in his personal accomplishments as well as his merchandising, is L d 
Abinante, right, who opened a Carmel, Calif., branch next to a supermarket, to supple- 


ment his stores in Monterey and Seaside. 
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Giving 
Small 


Unusual display methods, a trained sales per- 


sonnel, consistent advertising and complete 


repair service make the Broadway store of Den- 


vers May Co. a model small appliance outlet. 


SMALL APPLIANCES are given top billing along right wall of the May Co. store. 


[! small appliances move too 
slowly for the average electrical 

dealer, the chances are that the 
Situation is simply because the appli- 


ance merchant hasn't given traffic appli- 


ances the same careful planning as the 
majors, according to L. L. Reber, 
manager of the Broadway store of the 
May Co., Denver, Colorado. 

lhe May Company appliance man- 
agement felt that traffic appliances 
had been largely ignored in the lay- 
ut of previous stores—because the 
average salesman preferred the big 
commission sale represented by a 
refrigerator, radio, phonograph, etc., 
to devoting his time to irons, mixers, 
electric clocks, etc. Therefore, in the 
design of the South Broadway store, 
located in one of Denver's most popu- 
lar residential districts, small appli- 
ances have moved up stage. Almost 
60 feet of novel cabinets, directly in- 
side the window and occupying most 
of the front of the store, are devoted 
exclusively to small appliances; so 
that there is no question in the minds 
f passersby or entering customers 
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that the May Co. store carries one of 
the biggest small appliance stocks in 
the city. 


Angle Case Displays 


As pictured, the 60 feet of small 
appliance display is made up of four 
highly unusual ‘tangle cases” a succes- 
sion of limed oak display units which 
slope out sharply from the wall. There 
are four of these, 10 feet each, re- 
sembling a wedge pushed up against 
the wall, and all containing double- 
door cabinets below for permanent 
stocks of replacement appliances. 
These are changed from time to time, 
with the seasons. In August, one 
cabinet was devoted to coffee makers, 
a second to electric clocks, a third to 
irons, and a fourth to grilles, electric 
fans, etc. “We try to change the dis- 
play every week on the theory that 
merely by repositioning small appli- 
ances they will attract more attention 
than if left in the same old place,” 
Mr. Reber said. 

In addition to the “angle cases,” 
there are four U-shaped tables for 
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covered center ridge. 


iron from below. 


models. 


basis of the previous week’s sale. 


the store. 


NOVEL DISPLAY CASE UPS IRON SALES 


The problem of displaying irons effectively has vanished with the construction 
of a neat display case in the appliance department of the May Co. 


Henry Lowen, appliance buyer, has concentrated all irons into a single spot on 
this fixture at the head of a separate “traffic appliance aisle” to the left of the 
major appliance department. As shown, the fixture consists of two block tables, 
placed back-to-back, with an elevated ridge in the center. 
sharply at the rear of each of the tables, with a notched section at the bottom 
which holds irons securely in place, tilted at a 60 degree angle from the tabletop. 


As shown, there is adequate space across the center section to show 12 irons on 
each side, with three outstandingly popular models sitting on the green-felt- 
Stock for replacing the tabletop displays is conveniently 
kept behind sliding doors at the bottom of the case—so that after a customer 
has “sampled” one of the irons at the top, she may be handed a ready-packaged 


Popular, standard-priced irons are shown on the right side of the fixture, rang- 
ing from $9.95 to $13.95 for electric irons, and $16 to $21 for steam-electric 
On the opposite side are more expensive electric irons, steam-electric 
models, and lightweight travel irons for special purposes. 
across the top of the ridge are the three most popular selected each week on the 


On both sides of the center ridge a green felt cover makes it possible for cus- 
tomers to push irons around as they please, to feel the weight, touch, etc., of 
each. Iron sales have grown substantially through use of this fixture, according to 


The ridge slopes 


The three shown 


other leading small appliances spotted 
along the wall, each to feature some- 
thing timely or seasonal. 

That was the first step in small- 
appliance planning with the May Co. 
The second was to weed out all off- 
brands and_ little-known “cheapies” 
which were more likely to clutter up 
the store with ill-will complaints than 
to produce results. Since late 1946, 
the May Co. store has featured noth- 
ing but nationally-advertised lines of 
small appliances, ruthlessly marking 
down all “war-dogs” which 
cleared out as rapidly as_ possible. 
Toasters, waffle-irons, fans, electric 
mixers, irons, electric clocks, etc., all 
carry famous names the store is proud 
to present. Mr. Reber has deliberately 
passed up some good buys in lesser- 
known appliances in order to maintain 
the good-will of his customers. 


were 


Saleswomen Best 


Third step in small appliance think- 
ing with the May Co. was to put the 
right personnel into small appliance 
promotion. The store is staffed with 


two regular major appliance men, the 
manager, and three girls. The latter, 
paid a 1% commission on all traffic 
appliances sold, are entirely respon- 
sible for small appliances. “The girls 
do all the selling because a woman 
can sell a small appliance better than 
a man,” Mr. Reber said. “Also, we 
consider our specialty appliance men’s 
time too valuable from a major appli- 
ance standpoint to put much effort into 
the small appliance field. Therefore, 
we draw a sharp line between sales 
responsibilities, and leave the small 
appliances entirely up to the women. 
Of course, if a specialty man sells a 
lady a refrigerator, and she mentions 
she wants some small appliance, he 
won't turn down the business—but 
wherever possible we make an effort 
to call a saleslady in on the job.” 
With much demand for small appli- 
ances still asserting itself in Denver, 
Mr. Reber has had to put a lot of effort 
into maintaining his lines. Since 
“tight spending” appeared, customers 
are extremely chary of what they are 
(Continued on page 64) 
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JACK’S STORE FRONT (before the expansion) appears as a background to street 
scenes in the moving picture, “Cheyenne”. 


Cheyenne 


Even the Chamber of Commerce recognizes 


the only official visit of Santa Claus 


takes place at this appliance and toy store 


MORE THAN 8,000 CHILDREN visited the store during one day when Santa 
Claus was there “from the North Pole”. 


na LES 
at 


4: 


THE ARRIVAL OF JACK’S SANTA has been placed on the civic calendar by the 
Cheyenne Chamber of Commerce. 


PAGE 52 


JACK’S SANTA VISITED THE HOME OF NUBBINS, pathetic little Cheyenne 
sick boy whose premature Christmas was celebrated by friendly newspaper readers 


all over the country. 


N ALMOST every city there is a 

store, or a hotel, which is a byword 

in the community. People swear 
by it; they arrange to meet in its lobby, 
if it is a hotel; they go to great lengths 
to purchase gifts which bear its stamp, 
if it is a store. The establishment has 
become part and parcel of the city’s 
life—in familiar language, it is an 
“institution.” 

Jack's, appliance and sport goods 
store, is such an institution in Chey- 
enne, Wyoming. The store is an old 
one—recently it celebrated the fiftieth 
anniversary of the founding of the firm 
under whose auspices it operates, but 
its special position in the life of the 
community has developed in large 
measure since Mr. and Mrs. Irving 
Crown came out to manage it sometime 
during the war. For the Crowns are 
promoters; they have the special gift 
of being good citizens, combined with 
a flair for the spectacular in adver- 
tising, which fits directly into the 
western scheme of things. 


He's an old hand 


Irving E. Crown is a westerner by 
adoption rather than by birth, but he 
is an electrical merchandiser of sea- 
soned standing. Before the war he 
sold appliances, though not in the 
West, and was leading salesman for 
Philco in his district in 1939. Like 
most other young men, he went to war 
when the country did, but was inval- 
ided out relatively early in the course 
oi hostilities. At that time Mr. and 
Mrs. Crown came to Cheyenne, and 
Jack's. The store handles sport goods 
and electrical appliances, both of which 
were scarce during the war years. Like 
everyone else, they added additional 
lines, including toys. 

Perhaps it was the responsibility for 
a toy department which made Mrs. 
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Crown notice when they arrived that 
no store in Cheyenne had as yet adopted 
the practice of presenting Santa 
Claus to the children at Christmastime. 
So Jack's announced the arrival of 
Santa one November day shortly after 
Thanksgiving. Being modern, they 
decided Santa should arrive by plane, 
and hired an airplane for him to use. 
The event was announced over the 
radio and in the press several days in 
advance and parents were invited to 
bring their children out to the airport 
to meet the Christmas guest and to 
escort him back to the city. The day 
was one of those when the mercury 
in the thermometer descended to 10 
below zero, but 4,500 Cheyenne citi- 
zens accepted the invitation. There 
were so many, in fact, that when this 
yearly arrival of Santa became a regu- 
larly scheduled event, the airport de- 
cided to clear its field. During Santa's 
arrival (from the North Pole, of 
course), the field is his and the chil- 
dren’s; no other plane is allowed to 
land until all of them are safely out 
of the way. 

Parents and children accompanied 
Santa back to town with a cortege of 
cars and horn blowing. Variations of 
the procession have arisen. Last year 
he rode in a jeep. Once during the 
war, the arrival was accorded military 
escort; the usual traffic cops are as 
much an escort of henor as a protective 
measure. 

Once in the store, Santa took up his 
position in the toy department whic! 
then was located in the basement, and 
the children commenced to file past 
Each one told of Christmas wishe 
(sometimes stimulated by what was 
seen in filing through the toy depart 
ment) and each was given a small bag 
of candy as a gift. This lasted for sev- 

(Continued on page 70) 
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year SELL THE NEW DUO-THERM 
Fa AUTOMATIC FUEL OIL WATER HEATER 
e as INSIDE AND Out—from top to bottom—these 
tive handsome, gleaming white Duo-Therm Water 
hi Heaters are new! These fine water heaters 
Ma, burn cheap fuel oil—available everywhere. 
par No need for gas or electric connections. 
past. The average family of 4 gets all the hot 
she water needed for less than a nickel a day. 
was Three attractive models, reasonably priced. 
- There’s a big market open for this easy-to- 
sell appliance. 


DUO-THERM IS A REGISTERED TRADE MARK OF MOTOR WHEEL CORP., COPYRIGHT, 1947 


ELECTRICAL MERCHANDISING—DECEMBER 1, 1947 


Duo-Therm’s new plant cost $3,000,000. 


It represents a $3,000,000 bet on our future 
—and on your future as a Duo-Therm dealer. 
Here’s why we’re confident this bet is going 
to pay off: 
1. Sales figures on Duo-Therm appliances 
indicate a demand that will keep our vast 
new plant in full production for a good long 
time. 
2. The new plant enables Duo-Therm to 
establish itself more firmly than ever as first 
in the field it has led so long. Production is 
higher than ever before in history. That means 
you are going to have more Duo-Therm Space 
Heaters to sell! 


3. The ultra-modern heavy presses, ovens, 
conveyors, and other new equipment in the 
new plant’s 600,000 feet of floor space make 
it possible for Duo-Therm to top its former 
high standards in precision manufacturing. 
That means even better Duo-Therm Space 
Heaters for you to sell. 


4. Hundreds of Duo-Therm dealers have al- 
ready visited the new plant in Lansing. They’ll 
tell you that the improved service school facil- 
ities, meeting rooms, and display rooms have 
taught them a lot about how to sell Duo- 
Therm. This, too, means better business for 
both of us. 


Mark down one more important fact: Every 
Duo-Therm appliance is labelled Duo-Therm 
and sold through a Duo-Therm dealer. Duo- 
Therm sells no appliances under other brands 


or labels. 


When you add this all up, we think you'll 
agree with us that your future as a Duo- 
Therm dealer warrants our $3,000,000 bet. 
We think you’ll also agree that when you sell 
Duo-Therm you sell the leader. 


DIVISION OF MOTOR WHEEL CORPORATION 


LANSING 3, MICHIGAN 


America's Largest Manufacturer of Fuel Oil Heating Appliances 
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. 
for EFFORTLESS washing 
Exclusive “Centric” Agitator washing action and AB 
Rinset; washes 12 lb. load really i 
CLEAN in less than 10 minutes; saves hot water j 
‘ j 
and requires NO permanent installation. | 
} | 
= j 
™ 
| | ABC 
‘ \ 
= 
rotary, to-and-fro; roll stops OF he 
ends and full length of roll ope” and ysable; 
irons quickly, effortlessly and beautifully. 
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line for 


it's a wise dealer who builds his home laundry busi- skill, precision engineering, product research and 
ness with the nationally famous line of ABC Washers development. 

and lroners ... not only for 1948, but with the 
assurance and security of steady sales and profits 
yeor after year. 


Check the complete ABC line—ROUND TUBS, SQUARE 
TUBS, SPINNERS, ABC-O-MATICS, IRONERS. You'll 
find exclusive features that no one in the world ex- 
For nearly 40 years, ABC has been an outstanding cept ABC can give you. There's a size and style to 
leader in the industry . . . in design, manufacturing meet every dealer's need. Write for details. 


ABC MODEL 400 ABC MODEL 251-5 ASC MODEL 251-56 ABC SPINNER 

Cabinet style washer, de- Giant 27 gallon porcelain Powered with 4-cycle, air- Washes, rinses, blues, and 
signed for satisfaction in tub; exclusive non-tangling cooled gasoline engine, for spins the clothes damp dry. 
any setting. agitator; safety wringer. homes without electricity. A long-time ABC favorite. 


Americas Leading Washers and 


ces 
ALTORFER BROS. COMPANY ad 


PEORIA, ILLINOIS 


NATIONAL DISTRIBUTORS FOR CANADA: 
NORTHERN ELECTRIC COMPANY, Ltd. 
HEAD OFFICE: MONTREAL, QUEBEC 


\ 
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this to your 


Vocabulary... 


ACTION 


3 As applied to home garbage disposers, DRAIN- 
‘ AWAY ACTION is a patented, triple cutting and 
; shredding action which allows food wastes to flow 


down the drain in a swirling, scouring stream of 


water in one operation. 


ONLY THE WASTE KING PULVERATOR 
has this Exclusive AUTOMATIC ACTION! 


Plus 


SAFETY DRAIN-CONTROL TOP— 
locks in place during normal operation. 


Plus 


PRE-GRIND WATER FLOW — The 
unit will not run dry. Water must ac- 
tually flow through the unit before the 
first particle of food waste passes 
through the unit. Therefore, ALL food 
waste is in maximum suspension of 
water and will not clog the pipes. 


Plus 


CLEAN SINK FEATURE —The unit 
automatically operates to prevent food 
waste from backing up into sink. No 
other disposer has this exclusive fea- 
ture. 


ODORLESS @ SELF-CLEARING 
SELF-CLEANSING 


and that’s not all... 

COMPARE POINT FOR POINT—the 
WASTE KING PULVERATOR SUR- 
PASSES ALL COMPETITION! 


Add this Profit Maker NOW! 


You can offer your customers the most sen- 
sational advancement in the major appliance 
field—the ingeniously designed, home-tested 
AUTOMATIC WASTE KING PULVERA- 
TOR that eliminates ALL garbage. Fits most 
any sink ... no brackets or guy wires used. 
It is a self-contained unit. 


Write or wire for literature and our dealer- 


ship plan. ACT NOW! Few desirable dis- 
tributorships are available to reputable firms. 


WASTE KING 


A PRODUCT BY GIVEN 
Dept. EM12 GIVEN MANUFACTURING COMPANY 
3855 Sente Fe Avenue, Los Angeles 11, California 
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Chain Store Experience 


CONTINUED FROM PAGE 47 


ACCARDI HAS BORROWED the big store technique of departmentalizing his dis- 
plays and using the center of the floor for mass displays of goods that need a “push”. 
In the corner is the G-E equipped kitchen “department”, at left the beginning of the 


home freezer “department.” 


ers another corner; small appliances 
unit ; 
have their special display. 

“Large stores long have known the 
advantage of departmentalizing their 
appliances,” Accardi says. “It enables 
the regular customer to go right to the 
product she wants, and to see it in its 
proper setting. 


are grouped as a housewares 


It enables her to com- 


pare models, it gives the salesman a - 


chance to sell up. It forces the pros- 
pect to concentrate on what she was 
originally interested in. It is a display 
technique that is being used more and 
the smaller dealer, and this 
using works well. 
seing located in the center of a small 
showroom, the prospect in looking can 
see only one department at a time. Yet, 
from the door, or through the win- 
dows, one sees all the departments and 
gets the impression that it is a large 
and completely stocked store.” 
Coupled with the department idea, 
\ccardi uses the center of the floor for 
mass displays. This big store method 
purposes. It prevents 
the customer from getting the impres- 
sion that everything is tied-down. It 


more by 


idea of corners 


serves several 


serves to put emphasis on goods that’ 


need moving by putting them where 
they will be exposed to everyone who 
enters the store. It gives Accardi a 
chance to point out to everyone that he 
carries a line of goods that might not 
normally be connected with his store— 
for example, at the moment, cabinet 
sinks are getting emphasis in the cen- 
ter of one section, clothes drying poles 
get attention in the other display area. 
In the long run, this center area will 
serve Accardi as a place to put “spe- 
cials”, just as the larger stores do. 


Color and Lighting 


Accardi has developed some strong 
ideas on the use of color and lighting. 
Taking a cue from the chain and de- 
partment stores, he is all for the use of 
pastel colors on walls, ceiling and dis- 
play racks. “Color used properly can 
create an atmosphere, an impression of 
pleasantness and warmth that makes 
customers feel comfortable and happy 
in your store. But they shouldn’t 
know why and they shouldn’t notice 
the decoration. Nothing should detract 
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from their attention to the appliances. 
The proper use of pastels can create 
the correct impression.” 
‘rom the department 
brings another 


stores he 
principle—paint 
\ccardi believes that the small 
dealer should change not only his dis- 
plays, but his whole store’s color 
occasionally. “If you don’t 
change the design, arrangement and 
color of your displays and interior, 
people will take vou for granted. And 
when they stop looking, they stop buy- 
ing.’ “Department stores 
change theirs, and they depend to an 
extent on transients. How much more 
nuportant it is that the small town 
dealer, who has the same people pass 
his store every week, call their atten- 
tion by major changes in display and 
color. Look at the cost—figure how 
much you would pay for newspaper 
space or other media to get attention, 
and then figure the cost of a little paint 
and a few over a week-end 
changing the display. You'll find that 
it is worth it for the attention value.” 


cheap. 


scheme 


hours 


He Sees the Light 


\ccardi has brought to his small 
store the idea that bright lights help 
sell appliances. While the full 40-foot 
glass front of his store, facing south, 
brings the full California sun most of 
the day to give brilliance to his dis- 
plays, he has installed a system of flush 
mounted 2-lamp, 40-watt fluorescent 
fixtures, with eggcrate louvres, to sup- 
ply the brilliance when the 
Chamber of Commerce misses up on 
its contract with the sun, and for the 
evening when his_ store is 
brightly lighted for the “movie traffic”. 
Accardi says that bright lighting is not 
the only thing that the small dealer can 
learn from the big stores, the more im- 
portant is “shadowless lighting.” “Ap- 
pliances, in their gleaming white 
enamel, and aluminum, suffer when 
they are displayed in harsh lighting. 
The light should seem to come from 
nowhere, casting no shadow, or a very 
light one, and as few reflections as pos- 
sible. That's why I don’t use spot 
lights, even though many large and 
small dealers do,” he says. 

(Continued on page 58) 
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DELCO RADIO 
A GENERAL MOTORS PRODUCT 


Delco radios are distributed nationally by 
United Motors Service. See your United 
Motors distributor about the Delcoradioline. 
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Winning ‘‘Combination’’— Model 
R-1242—combination radio and 
record player; 110-volt, AC-DC. 
Sleek, modern design in rolled- 
top walnut cabinet. Eye-catching 
grille panel. Built-in loop antenna. 


Single record player accommodates T 
‘ops on Any Table— Model R-1238—table 
10” or 12" records. Four tubes plus model; 110-volt, AC-DC. Handsomely de- 


rectifier tube. 550-1700 kc. Compact, 
\ dependable. 


Portable That’s ‘‘Going Places’’—\Model 
R-1409 —three-way portable, AC-DC and 
battery. Smart alligator-grain fabric with 
plastic front. 550-1700 kc. Self-contained 
charger increases battery life. Real beauty, 
exceptional performance. 


signed in walnut veneer and silver-gray 
plastic. Striking lucite-and-chrome 
carrying handle, convenient and durable. 
Four tubes plus rectifier tube. 550-1700 
ke. Built-in loop antenna. A real value. 


— three modern-as-tomorrow Delco radios really 
appeal to American tastes and needs. They're a 
sure-fire cinch to set sales and profit records for dealers. 


Each one of these smart Delco models gives you plenty 
to talk about in features, appearance, performance and 
value. Each one carries an assurance of dependability 
because it is built and backed by General Motors. 


You can count on Delco Radio for ‘‘the best of all 
that’s new in radio’’—and that goes for the complete 
line of table models, consoles and combinations. Like 
the original-equipment auto radios built by Delco 
Radio for America’s leading cars, Delco home radios 
are a great General Motors value. 
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A NEW 


ELGIN DOUBLE SINK UNIT 


MODEL 48P 


A new, modern, streamlined cobinet designed with 
generous erage spece ond arranged for easy instatle- 
A noe ef goreege eliminator if desived, 

one of the Elgin Steel Kitchen 
“Peckege Units’’—Sell the complete Elgin line—the 
queltty steel kitchens thet meen 


The new 48° is only 


New Customer Setisfaction! 
® Meow Deoler Proftest 


MODEL 


cowl dich coh tep of glistening white (echt- 
Entire dees sow! fee pete end pers, 
ever sinh of con be off 
design det ype chrecsiwm fepcet wih 
at fare we henge storage compartments fer 


AN ELGIN DEALERSHI 


today for name of yeur distributer, 


ELGIN STEEL KITCHENS 


ELGIN, ILLINOIS 


Soom, 1484 Marchemdise Mart 


APPROVED BY 


QUALITY 
TESTED 


TEEL 
CHEN CABINET 
INSTITUTE 
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Chain Store Experience 


\ccardi has leaned on both the large 
ind small dealers for the principles 
which he is putting 


methods. 


into his. selling 


lo compete Ww ith the he ivy advertis- 
the 
is taking the small dealer’s 


ing and price competition of big 
stores, he 
prime asset, personal contact and serv- 
it's worth. 
the 
a personal touch to all 
“Customers must feel at 
ill times that they are dealing with an 
individual 


ice, and pushing it for all 


He has used his own name for 
store to give 
transactions. 
rather than an organiza- 
tion,” he says 

As a family, the Accardis have be- 
‘ome part ot and social 
\ccardi can make it 


\ pomt to meet most oft his prospects 


the business 
life ot Campbell. 


he can conduct his sell- 
service on 


ind customers ; 
ing and 
making 


a personal basis, 
rather 
than relying on some rigid store policy 
wr telling the customer that he “must 
check with the store” before deciding 


immediate decisions 


on a sales, delivery or trade-in. 

For on the floor selling he has taken 
a hint from the big stores and empha- 
sized “live demonstrations”. Every ap- 
pliance in his kitchen, laundry and 
radio “departments” is connected, and 
facilities are provided for connecting 
any of the traffic appliances and the 
vacuums. “It is easier to sell when you 
appeal to the eye rather than to the 
ear,’ Accardi claims, “and when you 
can go further and let the prospect try 
the 
she visualizes the appliance in her own 
home.” 


appliance then you've got her, as 


For outside selling, Accardi has 
combined what he feels are good points 
of both the large and small stores’ 
practices. From the department stores 
and chains he has taken the idea of 
making a strong sales effort toward the 
new homes and the remodeling which 
is forecast regularly through the city 
and county building and remodeling 
permits. With long practice in doing 
that as a chain store salesman and 
manager, he knows just where to go 
or to send his salesmen to make the 
calls effective. 

Accardi is joining with many of the 
small dealers in putting considerable 


CONTINUED FROM PAGE 56 


effort behind the sale of complete 
kitchens and laundries, both for new 
construction and for older homes. He 
that he the edge 


over the department and chain stores 


believes will have 
in this selling because in the long run 
the large not be able to 
afford the high cost of kitchen plan 


l- 


stores will 
ning and the time and money that the 
dealer must put into following up the 
kitchen construction. “The big stores 
will have to rely on the profit from the 
kitchen itself, and in the long run they 
will find that there is not enough profit 
left to suit the management. We know 
that in many cases nearly all the mar- 
gin of profit on such work is turned 
right back into the selling, 
designing, followup and demonstration. 
But to the small dealer that is not 
too important because it establishes 
him with the customer and later orders 
will come at very low cost, giving him 
adequate profit in the long run. The 
large stores can't count on that later 
profit because there is less personal 
relationship to make a customer.” 


cost of 


To Feature Appliance Service 


\ctually, any discussion of Frank 
\ccardi’s service department is a con- 
tinuation of his selling principles, be- 
cause it is his philosophy that a well- 
trained, capable serviceman is his best 
salesman. For years he had felt the 
handicap to his selling because the 
large store service department was a 
volume business, time-clocked and spe- 
cialized, with little 1f any close rela- 
tion to the selling end of the business. 
Now with a small store where he can 
interrelate the two sides of the business, 
he is making service sell, and he is sell- 
ing service. 

Main feature of his service-selling 
policy is a flat-rate, twice-yearly ap- 
pliance check-up service. Eventually 
it will be arranged for all appliances, 
and Accardi will canvass his whole 
market area to build up a clientele for 
the service, but at the moment it is 
offered only for ironers and washers. 
For $6.00 a year, Accardi will make 
two calls, oils and grease where neces- 
sary, and make minor adjustments. 


End 


TRAFFIC BUILDERS for traffic appliances are part of Accardi’s 


merchandising. 


Clothes poles, laundry and kitchen accessories, small electrical wiring devices, lamps 
and housewares in sets only, for a department in the rear of the store. 
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D esters everywhere are asking this question. Our answer is this. More are on the way! 
sa Capacity of the huge “Toastmaster” plant, already covering several acres, has been expanded 
cain once again. Hardly a day goes by without our modern production methods being improved. 


‘Toastmaster’ craftsmen, second to none in skill, are doing a marvelous job of maintaining 


ally 

ces, quality. Every week, thousands of new ‘Toastmaster’’* toasters are sped from the factory to 

ole 

for 

a help you satisfy the unprecedented demand for America’s finest toaster. 

Crs. 

ake 

a We know that, so far as our product is concerned, you've been under a lot of pressure. < 


We're grateful for your patience. If human skill, energy, and the will to satisfy your needs 


can do the job. . . we promise you a much brighter 1948. 


TOASTMASTER PRODUCTS DIVISION 


ELGIN 


*“TOASTMASTER” is a registered trademark of McGraw Electric Company. Copr. 1947, ToastMAsTER Propucts Diviston, McGraw Electric Company, Elgin, III. 
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41. IN JULY, 
pilot-run vacuum cleaners come off 
the assembly line under watchful 
eye of Alex M. Lewyt, President, 
Lewyt Corporation. 


2. LATER IN MONTH, 

Lewyt Vacuum Cleaners start pour- 
ing off assembly lines. Production 
quotas surpassed. First Lewyts 
shipped to franchised distributors. 


3. TELLING THE TRADE! §> 
The aggressive advertising 
campaign in Vacuum Cleaner His- 
tory is announced to dealers and 
distributors. Colorful full pages in 
LIFE, SATURDAY EVENING 
POST, GOOD HOUSEKEEPING, 
LADIES’ HOME JOURNAL, AND 
N. Y. TIMES MAGAZINE lead the 
Lewyt parade of ads! 


most 


720m 


com. 
Der WERT ING 


@ 8.ON NOVEMBER 17th, 

Lewyt opened the West Coast with a 5-day Distrib- 
utor Meeting in San Francisco. Distributor’s field men 
learn about 12-point Demonstration Technique, Co- 
operative Advertising Plan, Lewyt Demo-Call program. 
Lewyt is the cleaner for you to watch—and do some- 
thing about now! 


@ 5. SETTING SALES RECORDS! 

Window demonstrations by Mason Furniture Co.. Ne, Bed- 
ford, Mass., sell 24 Lewyt Vacuum Cleaners on Saturday, 
10 more on Monday! W. P. Wade in Columbus, Ga., sells 21 


Lewyts in first week! 
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@ 4, NEW YORK STORES BREAK! 
MACY’S draws crowds from ad on Lewyt Cleaners in 
Daily News! BLOOMINGDALE'S breaks in N. Y. Sun, 
ABRAHAM & STRAUS in Journal American, HEARNS 
in Daily News! Lewyt going over big! 


CLEANER 79 


3 | 
§ 


@ 6. BIGGEST 
AD-CAMPAIGN IN 
CLEANER HISTORY! 
Lewyt National ads head- 
line “At last — a vacuum 
cleaner that’s really 
QUIET!” Tell customers 
about “no bag to empty: 
Trip'e Filtering; Cyclonic 
Suction; adjustable rug 


brush; compact storage”. 


@ 7. NEW DEALER 

DEMONSTRATION 
display is centerpiece of 
Lewyt Exhibit at Women’s 
International Exposition in 
New York on November 3. 
Advance notices about dis- 
play sent to Lewyt distrib- 
utors excite orders by the 
hundreds! 
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New type vacuum cleaners 
speed off assembly-lines! 


UYING PUBLIC TAKES 
LEWYT 


New Kind of Vacuum Cleaner 
Sweeps Nation on Crest of 
Industry’s biggest ad campaign! 


4, 
‘ 


JORDAN MARSH SELLS 101 


Lewyt Vacuum Cleaners in 18 days—reorders 
125! 


MACY AD IN DAILY NEWS 


draws crowds—sales reported steady, frequent! 


BLOOMINGDALE’S, HEARNS 


Abraham & Straus, Stern Bros., Loeser’s, Gertz, 


in 
— all tie in with Lewyt successes! 


NS If a distributor has not yet 

B A LTl M 0 RE been appointed in your area, 

f write for information to: 

Indianapolis, Atlanta, Wash- ; | 

(rhymes with it") 

ington, New Bedford, Harris- gas ae 
burg, Little Rock—stores both 
lum sekeeping 


Vacuum Cleaner Division, Lewyt Corporation 
Ily large and small take on Lewyt. 4 Up ) 76 Broadway - Brooklyn 11 - New York 


ers SS Since 1888, Makers of Fine Precision Equipment 
ty: 


nic 
rug 1 
LEWYT HAS WHAT THE TRADE WANTS! Lewyt has what women ask for! , 
e Good profit margin to work on! e Booklets, folders, reprints! ° ae of Quiet! New type silencer muffles the 
ewyt! 
; e@ All-out lonic Suction! Get the imbedded 
Heavy pre-selling in LIFE, GOOD e A vacuum cleaner that’s as near 
HOUSEKEEPING, LADIES’ service-free as testing and excel- e No bag to empty! Just pour dirt from metal Dust 
or Bowl! Empties like an ash tray! 
HOME JOURNAL, SATURDAY lence of manufacture can make It. @ Triple Filter Dust Centrol! No dust leaks back to 
VE POST. é film rooms. Permanent cloth filter, disposable chem- 
SVENING S e A name that has served American ically treated paper filter, and Cyclone dust separa- 
tor turn the trick! 
Factory Sales Training Program. Industry with fine adjusts to rug contours~ flick of Dial 
ment since 1888! Control readies it for thick rugs; thin rugs, all kinds 
. : ae ; i @ Press-toe Switch taps on and off easily: Cantilever 
for in-the-home, in-the-store! all standing squarely behind a construction—won’t break off accidentally! 
vacuum cleaner that almost sells e Fuller Brushes used throughout. New Wonder 
e Floor and window displays! itself! Brush eliminates a by hand! ” i 
N e Extra Cleaning-range! Cleans everything within a 
. = 34-foot radius from one outlet! 
of a Cooperative advertising plan. @ Gasket-sealed connections! Made suction-tight with 
Lewyt “Demo-Call”—an improved © Beautifully built, beautifully styled! So light, easy 
3. post sale demonstration plan. and loaded with “buy”! Ordered 
tainer that’s just 22” high, 1212” wide. Compact— 
b- e 24 sheet Posters, Spot Radio. takes little closet space! 
le 
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By special arrangement the name 
“Carnegie Hall” is to be given to 
Hallicrafters great new series of 
radio phonograph combinations 
and television receivers. 

“Carnegie Hall,” a proud name 
in the best American tradition, 
will through Hallicrafters con- 
tinued efforts toward uncom- 
promising quality, continue to be 
a symbol of perfection in the 
presentation of the musical arts. 

Illustrated is the Model 411, 
latest addition to Hallicrafters 
Carnegie Hall Series. “Tray top” 
cabinet finished in glazed leather, 
a material that is repeated in the 
graceful handles. Just one model 
in a well rounded line that will 
appeal to thousands seeking 
something new, different and 
better in fine instruments. Model 
111 and its companion Model 412 
in black ebony with mirrored top 
sell for $575.00. 


hallicrafters 
MEANS BUSINESS! 
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SALES DEPT., THE HALLICRAFTERS CO. 

4401 W. STH AVE., CHICAGO, ILL. 

Please send me name and address of nearest distributor of 
Hallicrafters Carnegie Hall series. 


MAIL COUPON 
TODAY! 
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Store 
Without Windows 


CONTINUED FROM PAGE 


rapidly as they appreciate their possi- 
bilities.” 

Truthfully, there is particular 
technique to the company’s store sell- 
ing at the present moment. The firm 
runs ads in the local paper when merch- 
andise comes in, and mentions it over 
the local radio. Farmers come in 
and are so happy to get deliveries that 
they don’t quibble over selling. 

Salesmen are all working: on a 
straight salary. When normal times 


| return they will probably be on a 
salary plus a small commission. 


the home freezer deal. 


| by 


No Outside Selling 


Frank Zancanaro, manager, Julius 
Scott, George Nordeng, Hubert Kief- 
fer, Mrs. Eva Farnberg, James Clark, 
Wm. Marshall and Emmett Yale, who 
specializes in farm implements, all 
make all their sales off the store and 
do not go out. Eventually an outside 
sales crew will be added. 

When this outside selling starts, 
the versatility of the lines will virtu- 
ally guarantee the men expenses. A 
salesman calling in regard to a home 
freezer will find a farmer interested 
in fence posts. He will take an order 
for them and this sale will help pay 
his freight, even if he doesn’t make 
The same will 
be true with nibbles on tractors, wir- 
ing supplies, plumbing, etc. Even 
sporting goods orders will be turned in 
these men. 


Farmers Happy to Talk 


“Outside salesmen have no trouble 
talking to farmers,” said Chuck Haven. 
“In fact, the farmer has a lonesome 


| job and he is glad to chat with any- 


body who drives in provided he is not 
up to his neck in a rush job.” 

The thing the farmer appreciates is 
reliability of merchandise, plus repair 
facilities and parts. He likes to do a 
lot of things himself and the Harris 
Ace Store is handy to him in providing 
his essentials. After the booming war 
years, finances are no problem to the 
farmer, who is in the flushest position 
in his history. 


Merchandise Situation 


As this was written, the Harris Ace 
Store had 17 washers on the floor 
ready for delivery. Refrigerators 
were being spoken for or being 
snapped up as fast as they came in, 
and a waiting list was being main- 
tained. The store had plenty of radios. 
Linoleum was hard to get as well as 
roofing, and in plumbing pipe was 
almost unobtainable, something that 
handicaps new building. Paint had 
been scarce until recently. However, 
by and large, there seemed to be a 
promise of relaxation on deliveries. 

So well has the Harris Ace opera- 
tion worked out that it has opened, 
since 1936, two branch stores in Beloit, 
one in Watertown and another in 
Portage, Wis. All these are conven- 
tional stores in downtown areas. End 
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£=topsin table tops 
j FOR HOT WATER AND UTILITY 
ID stainless steel backsplasher and trim. 
Plastic top 36 inches from kitchen 
floor. Cathodic protection optional, 
The same long trouble-free service is assured 
as in all DO. W.W. models: 
in Electric: 30, 50, 66, 80, 120-gallon standard 
== 
i copper or copper-bearing galvanized steel 
Gas: Deluxe models, 30-gallon copper tanks. 
a For franchise information write D.W.WHITE- 
HEAD MFG. 605 Inghom Ave, Tren- d 
Ts ; 
ny 
n | 2 
| «IT PAYS AND PROTECTS YOU TO SELL D*+WeWe 
a 
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‘LEARNED ABOUT WOMEN 


Saut 


| FROM US! 


CADILLAC. 


Cleaners! 


homemaker 


Thet’s why so 


Cadillac; oth 

; er 
driven brush 
gree: Cadillac cleans 
— with less effort, 


Om 2 SPEED CONTROL 
deep, thorough cle. 
for daily surface Pickup 


For de 
CLEMENT name write to 
S MFG. ¢ 


S. NARRAGANSETr ave’ 
SET 
CHICAGO 38 


Wel forward to seeing you in 
CHICAGO, at these two great shows: 


Housewares Market 


National Housewares 
and asd 


Major Appliance Show 
New Internctional 
Amphithecter, Jan. 15-22 


L769 


Sold only through reliable dealers and distributors 


CLEMENTS MFG. CO. 


6666 SOUTH NARRAGANSETT AVENUE @ CHICAGO 38, ILLINOIS 


PAGE 64 


buying, and want national brands. A 
lot of small appliances are being sold 
to women who bought a “substitute” 
and are now coming in getting vew 
ones. 

With his merchandising background 
all set, Mr. Reber has been keeping up 
a priority list on small appliances, but 
only on those lines which he feels 
reasonably certain will permit a de- 
livery within an estimated period. 
“We began taking names a year ago, 
but immediately found that we were 
too optimistic, and had to disappoint 
many customers,” he pointed out. 
“Now, we make a policy of keeping 
the list up, and watching the delivery 
date closely. If we are unable to tele- 
phone the customer, and tell her to 
come in for the small appliance she 
wants, we at least give her whatever 
information is forthcoming. This 
lets the housewife know that we are 
keeping her interest at heart.” No 
deposits are taken on small appliances, 
though they are accepted on refrig- 
erators, washing 
and other major appliances. 


ranges, machines 


Advertising and Service 


Small appliances are comprehen- 
sively advertised twice a month in 
general appliance ads, always with 
only those which can be actually de- 
livered featured. Mr. Reber does not 
think much of “prestige ads” which 
are not backed up with actual mer- 
chandise, and therefore, small appli- 
ance ads have been used sparingly. 
“There is no need to promote them 
strenuously,” he pointed out. “All 
small appliances in the better lines are 
still scarce in Denver, so sales to date 
are largely a matter of choosing our 
market.” 

One of the most potent steps in 
small appliance merchandising at the 
May Co, is the completion of a new 


| Giving Small Appliances a “Break” 


CONTINUED FROM PAGE 5% 


L. H. REBER holds the post of branch store 
manager for the May Co. 


small appliance repair shop in the 
downtown warehouse. New in 1947, 
this can handle complete small and 
major appliance repair work, from 
replacing an electrode to completely 
rebuilding “an electric fan. Since the 
new shop was advertised, both the 
downtown May Co. store and_ the 
South Broadway store accept work 
coming in for repair. Customers 
bringing in wornout or damaged small 
appliances are considered worthwhile 
prospects for new appliances, and 
their names are taken for use in later 
direct mail and other promotion. This, 
incidentally, is the store’s first entry 
into self-operated appliance mainte- 
nance, and is already showing excel- 
lent results. End 
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“IF YOU'D WIN A RACE ONCE IN A WHILE, 
YOU COULD AFFORD AN ELECTRIC BLANKET TOO” 
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4 WI X-GAY the Automatic 
RECORDER 


grom 


CREATES WIDESPREAD RECORDING INTEREST 


COIN-RECORDIO is the latest development in the never- 
ending Wilcox-Gay program of recording “firsts.” 


he Located wherever people congregate, COIN- 
o RECORDIO will create widespread new interest in 
Ts recording for home, office or amusement. 
ll 
ile COIN-RECORDIO is entirely automatic in operation. It 
- commences at the insertion of a quarter, goes through 
rs the complete recording-playing cycle and delivers the 
ry finished recording to the customer. No operator is os 
needed. HANDY WATLING 
ENVELOPE 
nd Installed in the following locations, COIN- ss 
RECORDIO will be used by millions of people who 4, 
want to send “‘voice letters’ or “voice greetings” to 
their family, office, sweetheart, children or friends. 
Such stimulated interest and actual usage creates 
millions of home recording prospects for RECORDIO 
dealers all over the country. ® 
COIN-RECORDIO WILL BE LOCATED IN... 
THEATERS @ RESTAURANTS STORES ARMY 
e HOSPITALS @ TOURIST CAMPS ® DEPOTS ® COIN ARCADES La 
e NIGHT CLUBS e@ CIGAR COUNTERS ® HOTELS ® SERVICE CLUBS 
e DANCE HALLS @ FILLING STATIONS ® RESORTS ® VETERANS’ CLUBS 
e ROLLER RINKS COLLEGES AND SCHOOLS ® TAVERNS ® BUILDING LOBBIES 
WILCOX-GAY CORPORATION $=CHARLOTTE, MICHIGAN 
= In Canada ... Canadian MARCONI Company 142-M 
1S 
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SUCCESS is a 
HOUSEHOLD word! 


© Complete new format—new size, new type, 
new stock! 


® More than 2,000,000 circulation—highest in his- 
tory! 

Advertising volume 30% over 1946! 

More four-color ads than ever before! 

More Idea-Planned editorial pages! 


t Greatest reader action and advertising response! 
HOUSEHOLD market—small cities and towns— 
5 at all-time high in purchasing power! 


eecees 


... and all this at the lowest rate per thousand readers 
$2.25 for black and white, $3.00 for four colors. 


Capper 


reet 


new style! 


Readers . . . agency men. . . advertisers 

... they're all voicing approval of the newly 

styled HOUSEHOLD! No sooner was the 

big November issue off the press than the 

first reports came in—praise for the new for- 

mat, the extra editorial pages, the sparkling 

a array of four-color ads. Look left and see 

what's new in HOUSEHOLD. See why now, 

% more than ever, Success Is a HOUSEHOLD 
Word! 


Publications, Inc., Topeka, Kansas 


a magazine of aclim for small cilia ant Towed 
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Gold Mine 
In the Basement 


CONTINUED FROM PAGE 


| enough kitchens to make it worth- 
| while,” he said, “we could have put 


this crew to work installing residential 
kitchens. When we begin to get enough 
kitchens that is probably what we'll 
do.” For the moment, when the store 
sells a sink or a dishwasher it recom- 
mends a local plumber to do the neces- 
sary plumbing and a carpenter to in- 
stall cabinets. 


No Post-War Trade-Iins 


Since the ending of the war, Mead’s 
has accepted no trade-ins. “We'll con- 
tinue this policy until we have an in- 
ventory that’ matches pre-war invento- 
ries,” asserts Higgons. When we do 
allow trade-ins again, we'll do it on 
the same basis as we did in 1940. We'll 
allow $15 for an old washer and that’s 
all. If the washer is obviously worth 
more, we will advise the customer to 
sell it herself. All washers which we 
accept as trade-ins we shall, as we 
have in the past, re-sell as junk.” 

Advertising is allotted two percent 
of the store’s budget for the year. How 
much the advertising manager actually 
has to spend, however, varies with the 
way sales have behaved during the 
preceding three months. He gets his 
initial funds on the anticipated sales 
for the coming three months. 

A similar check-up system is made 
on department sales. At the beginning 
of each month every department head 
receives a printed calendar form with 
the quota for each day written in. This 
quota is always the same for every 
selling day of the month. At the end 
of each day’s work, the department 
inanager merely writes in the total of 
the day’s receipts underneath the quota 


| figure. If, for example, his quota for 


the day was $700 and he sold $600 


| worth of goods, he knows that he'll 


have to hump to make it up on suc- 
‘eeding days. Every three months an 
iffice readjustment of these quotas is 
nade. If sales have consistently 
slumped below quotas in enough in- 
stances to indicate a trend, the quotas 
for the next three months are accord- 
ingly revised downward. 


Looking Ahead 


Although Higgons doesn’t view the 
future through a cloud of laughing gas 
and does worry about “this upward 
price spiral”, he feels that Mead’s will 
continue to make money. “Our sales 
volume has gone up every year, even 
during the depression,” he says. “Our 
sales this year are 38 percent ahead ot 
last year. In February, 1946, the aver- 
age appliance sale totaled $155.13. In 
February of this year it was $207.44. 
In June of ’46 it was $113; this year it 
was $181. About 16 percent of our 
volume is in major appliances; three 
percent is in records. We are 150 years 
old, one of the oldest stores in the 
country, and quite apt to be in business 
indefinitely. We are a department 
store that depends on the customer 
every day for every need. Therefore, 
we have to keep our customers’ good- 
will. By keeping it, we'll stay in busi- 
ness, a good business.” End 
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CHECK THESE MERTLAND FEATURES 
for quality, durability, convenience and 
economy 


* UL APPROVED. 

* Heavy gouge galvanized steel tank, hot dipped. 
Mode and galvanized in Mertland’s ultra-modern 
tank and galvanizing plant. 

* Fully aut tic, adjustable, snap action tempero- 
ture control. 

* Chromalox quick heating immersion type heating 
unit. 

* Working pressure gvoranteed 150 Ibs. (Tested 
300 Ibs.) 

* Protected from corrosion by Mertland Magnesium 
Anodic Rod (optional equip "| 

* Thick, blanket type Fiberglas insulation all around 
tank. 

* Eight coots of white enamel baked on heavy 
steel jocket. 

* Inlet baffle evenly distributes incoming water. 

* Heavy gauge copper wiring. 

* Internal heot trap prevents hot water circulation 
through house system except when drawn. Saves 
fuel. 


* Wattages and voltages to your specifications. Can 
be furnished wired for limited demand. 


* Black base conceals mop marks; flush to floor. 


\ PROTECTED FROM 
N CORROSION BY 


@ For the dealer, the Mertland story is a success story. 
Mertland automatic electric hot water heaters sell readily, 
build your sales volume and your profits. There is a size 
and style for every home requirement. 


You can deliver the heater your customer wants, when 
he wants it, by drawing on your wholesaler's stock. This 
gives you the advantages of a large inventory but con- 
serves your space, keeps your investment at a minimum. 

Talk to your Mertland wholesaler, look at the Mertland 
heater. Compare it feature for feature and dollar for dollar 
with any other heater on the market. See why more and 
more dealers are singing Mertland's praises . . . setting 
new sales and profit records. 

And as an extra dividend, check on Mertland's sales 
training plan that will give your salesmen extra ammuni- 
tion for selling more Mertlands. Mertland goes all the way 
to build your volume, increase your profits. 

Almost every area in America is now served by a Mert- 
land wholesaler. On request, we will be glad to send you 
the name of the one located most conveniently for you. 


Write for Free Booklet, ‘Why You Need a Mertland 
Automatic Electric Hot Water Heater.” 


ROD 
© WATER HEATER SPECIALISTS 


EQUIPMENT 


AT EXTRA COST 
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ominion 


DOMINION PRODUCTS MAKE FRIENDS 


—all along the line. 


The Dominion Line Includes: 


Flat Irons, Waffle Irons, Curling Irons, 
Toasters, Sandwich Grills and Grid-A- 
Bouts, Table Stoves, Heaters, Poppers, 
Hair Dryers, Mixers, Heating Pads, 
Infra-Red Lamps, Fans. 


Distributed through Reputable Jobbers 
across the nation. 


DOMINION ELECTRIC CORPORATION 
MANSFIELD, OHIO 


Jack’s Is a Cheyenne Institution 


eral days before all the children of 
Cheyenne could have their desired talk 
with the old gentleman. The fire de- 


| partment, which supervised the lines, 


counted 8,349 people who visited the 
store in a single day—not bad for a 


| city the size of Cheyenne, which claims 


| optimistic. 


| Jack’s”, they announced. 


30,000 population when it is being 
During the two or three 
days of the rush period, nothing is 
sold in the store, though the founda- 
tions of many later sales are undoubt- 


| edly laid at this time. 


Rival Santa a “Fake” 


Since that first arrival, Jack’s Santa 
Claus has become an institution in 
town. The store has given up most 
of its toys, keeping only bicycles, elec- 
trical trains and a few specialty items 
which fit in with sports or electrical 
wares, but Santa remains just as pop- 
ular. His arrival is scheduled long in 
advance and is placed on the civic cal- 
endar by the Chamber of Commerce 
as a community event. Details have 
been worked out, so that Santa now 
broadcasts for a short half hour before 
he lands, announcing to listening chil- 
dren that he is now passing over 
“Jimmy Robinson’s home” (using the 
name of some good customer of the 
store), or describing what he sees 
below in terms which he makes as per- 
sonal as possible. Last year one of 
the other local stores thought it would 
get in on a good thing and installed a 
rival Santa Claus in its toy department. 
But the loyal children told the new- 
comer they did not believe he was real. 
“The true Santa Claus is the one at 
In between 
Christmases the children come in occa- 
sionally just to see the place where 


| Santa Claus sat (on the first floor now 


—no longer in the basement), or to 
point it out to their friends. 

While he is in town, Jack’s Santa 
indulges in many good works. He 
visits shut-ins in their homes and sick 
children in hospital wards. He attends 
parties of children (the children of 
officers at the nearby military reserva- 
tion gave a party in his honor one 
year) and generally fits in to the 
charitable picture as he finds it each 
year. When last year little Nubbins, 
the pathetic child whose kidney ail- 
ment led physicians to believe he could 
not live to Christmas time, was ac- 
corded a premature Christmas cele- 
bration in November, an event which 
was honored by gifts from kind hearted 
newspaper readers from one end of 
the country to the other, it was Jack’s 
Santa Claus whose visit made the occa- 
sion authentic for the sick little boy. 
Such acts are not done for the sake 
of publicity, but they leave a warm 
memory in the community, which is in 
the end the best of advertising. Nub- 
bins, incidentally, had recovered suffi- 
ciently from his initial operation to 
come into the store from time to time 
during the past year and a second oper- 
ation this fall is hoped to lay the 
foundation for permanent recovery. 

But Santa Claus’s visit is not the 
only promotion which the Crowns have 
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WHEN PRESIDENT TRUMAN asked 
retailers to reduce prices last spring, 
Jack’s sent him a telegram saying they 


were doing just that. Mr. and Mrs. 
Crown got an answer from the President 
and a radio interview. 


organized. They run a “Fishing 
Derby”, offering a substantial prize 
for the largest fish caught during the 
season in Wyoming waters. The suc- 
cessful fishermen must bring their 
catch into the store to be weighed, or 
must send in authenticated measure- 
ments and weight, certified by the 
mayor of their community, in order to 
have their entry considered. Rewards 
are usually in the form of sport goods, 
sometimes up to $1,000 in value. 

When President Truman last spring 
asked retailers to reduce prices, Jack’s 
responded by a prompt reduction of all 
wares in their store on which they had 
a substantial stock on hand, and so 
announced in a telegram to the Presi- 
dent. This brought a personal reply of 
commendation from the President, and 
an interview over the local radio for 
Mr. and Mrs. Crown. 


Has Scarce Merchandise 


Somehow or other things just seem 
to happen to the Crowns which make 
good publicity. They were fortunate, 
or foresighted, enough to have bought 
ahead of time considerable scarce mer- 
chandise and their buying connections 
made it possible for them to pick up 
scarce items from time to time, with 
the result that they had radio tubes and 
other hard-to-get items available long 
after they had disappeared from the 
shelves of most of the stores in the 
country. Cheyenne boys in the army 
bragged to their friends about being 
able to get some of these items, with 
the result that Jack’s received letters 
from all parts of the world asking for 
such articles. Some of these, naturally, 
made good stories, which both news- 
paper and radio were glad to pick up. 
One letter from a girl in Greece which 
came in after the war, asked how the 
writer might purchase a radio from 
this store which she had heard of from 
a brother who got the name from a 
soldier in the American army. The 
radio was dispatched free of charge— 
and the whole story, with the girl’s 

(Continued on page 72) 


DECEMBER 1, 1947—ELECTRICAL MERCHANDISING 


\ 
THE GIVER y 
x “Ti 
| 
RECEIVER <i) | 
x 
4, 
out 
wow 
948 
| 
PAGE 70 


DARE YOU 
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THe NEW 


AUTOMATIC KITCHEN 


VENTILATOR 


SELLS RETAIL 


FOR ONLY 
$9 
INCL. TAX 
id 


WRITE TODAY 
for complete 
information. 


A PRODUCT OF 


* 
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SES 


* AMAZING LOW PRICE—gives you mass mar- 
ket for quick, profitable, volume sales. 


NEW HIGH EFFICIENCY—moves 405 cubic 
feet of air per minute. Yet uses no more 
current than a 40-watt bulb! 


* ONE CONTROL opens and closes the out- 
side door, and starts and stops the fan 
automatically. 


*% NO NOISE OR RADIO INTERFERENCE—equip- 
ped with a long-lived shaded pole motor. 


*® POSITIVE, WEATHERTIGHT SEAL—Closed door 
held tight under tension against rubber 
gasket. 


*® QUICK, EASY INSTALLATION in new or old 
homes through any type of wall coun- 
struction. 


* SAFER, CLEANER operation. No fire hazard 
or clogging from accumulated grease. 


* ADAPTABLE to many wall thicknesses— 
from 4%” up. 


* COUNTER DISPLAY, sales demonstration kits, 
folders and ads available. 


Gentlemen: EM-3 


Please send complete information on the New Fasco 
Automatic Kitchen Ventilator. 
Name 
Street__ 


City State — 


Jack’s Is a Cheyenne Institution 


CONTINUED FROM PAGE 70: 


letter, was written up by Cheyenne 
papers and broadcast over radio sta- 
tions throughout the West. 

After the war there was a time 
when ammunition for the hunting de- 
partment was hard to obtain. One day 
when a shipment of this rare article 
arrived, the Crowns let some of their 
good customers know about it in ad- 
vance. Of their own volition these 
sport fans descended on the store and 
were so anxious to obtain the desired 
rounds that they helped unload the van. 
This was worthy of a picture and an- 
other newspaper story. 

Occasionally when nothing else has 
happened for some time, Jack’s will 
give away some small item with a 
major purchase. The gift may take 
the form of a small soap dish or like 
article, given with the purchase of an 
electrical appliance on which there may 
happen to be an overstock at the time. 
Such promotions as this do not cost a 
great deal—and they certainly make 
advertising preferred reading. 

Speaking of advertising, Mr. Crown 
favors the light touch throughout. He 
likes to use cartoons and to present 
the amusing slant on whatever he is 
selling. He figures that the cartoon 
page is the most consistently read de- 
partment o° the paper, and recently 
induced the local daily to shift its car- 
toons around a bit so as to leave space 
or a banner ad ot Jack’s, which now 
appears each day at the foot of the 
“funnies”. His own advertising often 
brings fan response. Recently, for in- 
stance, when the store celebrated the fif- 
tieth anniversary of the founding of the 
organization, the event was presented 
in cartoon form and brought con- 
gratulations and good wishes from 
acquaintances and customers. When an 
enlargement of the merchandising area 
was planned, teaser ads were run for 
some time in advance, with a picture of 
a flying stork, announcing merely that 
“Jack's is anticipating”. This aroused 
intense curiosity and brought questions 
irom many. When carpenters at last 
started on the job, the ads were ex- 
plained, with a comic presentation of 
the difficulties the men were experi- 


encing in accomplishing the anticipated 
enlarging process. 

Those who have seen the successful 
moving picture, “Cheyenne”, have 
seen a view of Jack’s store front, for 
it served as a background for some of 
the street scenes. Characteristically, 
the Crowns took this up at once and 
when the picture was being shown in 
town, announced that “Jack’s Co-stars 
with Smoky in ‘Cheyenne’ ”, 

Both Mr. and Mrs. Crown have 
made themselves an integral part of 
Cheyenne activities. They like the 
town and its western spirit and they 
do their share, helping in community 
drives and taking full part in com- 
munity events as they come. During 
l‘rontier Days, Cheyenne’s much pub- 
licized annual celebration, all clerks in 
the store wear colorful Western garb 
and on Cheyenne’s particular day, the 
store closes its doors so that all its em- 
plovees may attend or take part in the 
vreat event. 


Do Big Advertising 


It costs money to do all this. The 
firm has come to be the largest adver- 
tiser in the state. During the war they 
used to spend 5 percent of gross on 
advertising. This sum has now been 
dropped to about 4 percent, so as not 
to have to cut the percentage of sales- 
men’s commissions, while at the same 
time keeping price levels as low as 
possible, but as the figure of gross sales 
has increased, the total expenditure is 
not less. 

Has it paid? Well, Mr. Crown 
figures that last year the store sold 
fully $22 worth of merchandise for 
every man, woman and child living in 
(heyenne—and this during a time 
vhen merchandise was hard to come 
by. Further proof is that the volume 
ot business of the store increased ten 
times over what it was before the 
Crowns took over. Moreover, Jack’s 
has really become a Cheyenne institu- 
tion. The West has taken it to its 
heart—and the old West is loyal to its 
friends. The store is bound to grow 
and to succeed with the city of which 
it is so real a part. End 


“IF HE POINTS OUT ONE MORE PERTINENT FACT, HE’S GOING TO LOSE THE SALE’ 
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WHIRL 
Complete Line 


OF TOP QUALITY HOME LAUNDRY EQUIPMENT 


Extra Efficiency 
Extra Comuenience Extha Beauly 


FOR LIFE-LONG CUSTOMER SATISFACTION 


WHIRLPOOL is the one complete line of home laundry equipment worth 
waiting for. It’s on the way in ever increasing volume. WHIRLPOOL’S low 
cost — high volume production means beauty of design . . . extra convenience 
features ... extra laundering efficiency at a budget every housewife can 
afford. Every unit is built of top-quality materials with the finest of workman- 
ship to give your customers complete home laundry facilities that render 
life-long satisfaction. Because WHIRLPOOL alone offers this complete home 
laundry line, it will mean extra dividends to you in the form of multiple sales 
... greater customer satisfaction. 


WHIRL-MATIC WASHER 


Most efficient and complete clothes wash- 
ing unit yet developed. Fills, washes, 
rinses, damp-dries, cleans itself with 
single dial setting. Permits re-use of hot 
water and suds. 


WHIRL-MATIC DRYER 


Twin of the Whirl-Matic washer to make 
a perfect home laundry combination. 
Automatically shuts off when clothes reach 
desired dryness. 


WHIRLPOOL IRONER 


Makes automatic ironing of the whole 
family laundry easy for every housewife. 
Dual heating elements thermostatically 
controlled. Top quality at a competi- 
tive price. 


WHIRLPOOL WASHER 


Nine-pound capacity saves washday time. 
Six-vane surgilator action. Deluxe con- 
struction. With its companion Model 30, 
greatest consumer value in the field. 


WHIRLETTE WASHER 


A miniature unit with standard agitator action that gives big 
washer efficiency — 3 lb. capacity. Will do complete family washing. 


NINETEEN HUNDRED CORPORATION | 


Manufacturers of laundry equipment 
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“Quick, Clean and Cool 


Cooking?...Gas has got it!” 


A MILLION-DOLLAR 

INDUSTRY-WIDE GAS 
RANGE ADVERTISING 
DRIVE IS CREATING 
A TREMENDOUS 


APPLIANCE DEALER! 


PAGE 74 


the 


see the super 
NEW gas ‘trance 


Srcalest cooking advai 


DECEMBER 1, 


“Easier, Better Cooking PLUS 


for 


“Automatic Features and Con- > 
veniences?...Gas has got 


Economy?...Gas has got it!’ 
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THE GREATEST PROFIT OPPORTUNITY 
IN MAJOR APPLIANCE HISTORY! 


Never before have appliance dealers been 
offered such a tremendous opportunity to 
build profits now and for years to come. 


There are 4 big reasons why— 
1. Elmo Roper’s exhaustive national survey 
proves again that women prefer gas ranges 
over all types of cooking appliances combined. 


2. This same survey revealed the 9 features 
women want and will look for on your sales 
floor. The new automatic gas ranges have all of 
these 9 big features. 


3. These hard, cold facts form the foolproof 
basis of a million dollar advertising drive—a 


campaign that is telling every woman, young or | 


old, that Automatic Gas Ranges built to““CP”’ 
Standards HAVE exactly what they WANT. 


4. The “CP” trademark of the Gas Appliance 
Manufacturers Association is nationally recog- 
nized as an unbiased buying guide. 

It makes selling easy to the millions of 
homemakers who have gas ranges more than 
ten years old. 

It assures your customers that the famous 
brand automatic gas ranges you feature will! 
give them clean, cool, fast, automatic, eco-' 
nomical and better cooking results. 


Cash in on this tremendous profit oppor- 
tunity that will move high-grade, high- 
profit, Automatic Gas Ranges built to 
“CP” Standards off your floor in volume! 
Ask your gas utility or manufacturer how 
to tie in. Act today! 


Gas Appliance Manufacturers Association +« 60 East 42nd Street, New York 17, N. Y. 
ELECTRICAL MERCHANDISING—DECEMBER 1, 1947 


ASK these leading 
gas range manufacturers 
how to cash in! 


A-B + CALORIC - DETROIT JEWEL 
ESTATE HEATROLA 
GAFFERS & SATTLER - GARLAND 
GLENWOOD - GRAND 
HARDWICK - MAGIC CHEF 
MOORE'S - OCCIDENTAL 
O'KEEFE & MERRITT - QUALITY 
ROPER - SGE-ACORN 
SGE-ORIOLE - SPARK - TAPPAN 
UNIVERSAL - WEDGEWOOD 
WESTERN HOLLY 


In Canada 
CLARE BROS. - MOFFAT 


“CP” is a trademark of the Gas 
Appliance Manufacturers Association, 
of which the manufacturers of these 
brand named’ gas ranges are members. 
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BOTH 


QUALITY FEATURES 


LIKE THESE HELP YOU SELL SHIRLEY 


Shirley sinks are heavy, acid-resistant, 
porcelain steel . . . designed for fast, effi- 
cient work . . . with flat, narrow-fluted, 
sloping drainboards. Fragile glassware 
won't upset! AND. pressed in the ledge 


of every sink is a self-draining soap dish 


that is easily cleaned— another example 
' of designing for efficiency. 


The fact that all Shirley sinks and cabi- 
nets come to you “in a package” makes 
the whole line easy to handle. 
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WILL BUY SHIRLEYS 


@ Any woman can recognize an easy-to-work-around 
sink when she sees one. What tips her off here is a 
big, roomy sink bowl, the gently sloping drainboards 
with widely spaced flutes that make even a slick glass 
“sure footed” on the shiny surface . . . and cupboards 
and drawers that are neatly arranged. No wonder this 
beautiful Shirley sink steals her heart away! 

You need only a minute to convince any man who 
“comes along” that a Shirley kitchen will fit her plans 
perfectly. The wide range of sink sizes and models 
and the complete line of cabinets make any kitchen 
easy to plan—and simple to install. , 

Both will agree they’ve found the best in beauty 
and value—and both will buy SHIRLEY! : 


SHIRLEY CORPORATION ¢ INDIANAPOLIS 2, IND. 


STEEL KITCHEN CABINETS 
| PORCELAIN STEEL SINKS 


| Demonstration 


Techniques 
FROM PAGE 38 


| 


simplicity and sureness, Mrs. Carhart 
finishes her demonstration by folding 
a shirt neatly to carry out the idea of 
neatness, precision and assurance in 
operation. 


4 NEATNESS IN OPERATION: With 


“The demonstrator should inspire 
confidence at all times,” Mrs. Carhart 
warned. “No effect of hurry or un- 
certainty should appear in her work. 
This means allowing ample time for 
checking facilities before the demon- 
stration; and an expertness in the cor- 
rect handling of the appliance and its 
accessories. She should work easily, 
with simplicity and sureness. 


Manipulative Skills 


“The iron demonstration is entirely 
one of skill in operation. The audience 
should be seated so as not to miss a 
move made by the demonstrator. Co- 
ordination of the spoken word with the 
action is important, so the audience can 
grasp quickly the connection between 
words and action. 

“Every move the demonstrator 
makes, every word she utters should be 
presented to give the impression of 
neatness. Untidy arrangement or a slip- 
shod performance will cause the audi- 
ence to feel the demonstrator is inade- 
quate, or that the appliance is much 
too difficult to cope with. 

“An iron demonstration set-up is 
simple: In addition to the iron, all that 
is required is a good conventional iron- 
ing board of comfortable height, prop- 
erly padded, with an immaculate cover ; 
a bottle of water for sprinkling; for a 
Proctor sit-down ironing demonstra- 
tion, a chair or stool high enough to 
put the board waist-high to the user; 
and a neat package of clean, starched, 
and slightly dampened clothes, 

“With a Proctor Never-Lift,” Mrs. 
Carhart said, “sit-down ironing pro- 
vides the drama. Sitting in a_per- 
fectly comfortable and relaxed position, 
the demonstrator irons a shirt with a 
few sure, swiit strokes, completing the 
job in four to five minutes without once 
lifting the iron off the board. 

“Finished work, attractively dis- 
played, is also dramatic.” Mrs. Carhart 
concluded. End 
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- THE NEW SUN-HEAT 


Its 
QATING 


ACTION 


Gets 


BUYING 
ACTION 


Fi 
rk 


, can almost read a customer’s mind when you demon- 
strate the floating action of this new Dazor Sun-Heat Lamp. The 
buyer thinks: “Now there’s a practical lamp ... something the 
whole family can easi/y use.” 


And Dazor’s floating action—an exclusive, patented feature—is 
a selling point you can demonstrate convincingly. You do it by 
raising and lowering the lamp; by floating it right and left; by 
pushing, pulling, tilting and turning it, thus illustrating a few 
of the thousand or more positions obtainable. And when you 
lift your hand—ah, another terrific selling angle: the way Dazor 
stays put without locking until purposely moved again. 


Yes, Dazor’s floating action alone gets buying action, but there’s 
plenty more to talk about: the lamp’s strikingly smart design 
and finish... socket which takes any standard sun or heat 
bulb... generous 9-ft. cord. And there’s the big advantage that 
this lamp has Underwriters’ Laboratories approval for both sun 
and heat applications. 


Now is the time to stock and display the Dazor Floating Sun- 
Heat Lamp. Months of dark days lie ahead... months of live 
selling opportunity. The lamp is available for immediate 
delivery. 
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ADAPTED FROM THE POPULAR DAZOR FLOATING LAMP 


Contact Your Dazor Distributor 

..rush your order for an adequate 
supply. Ask him for a sample of 
the attractive two-color consumer 
folder (Form 598, shown at right) 
designed for your imprint. Should 
you require the distributor’s 
name, wire or write Dazor Manu- 
facturing Corp., 4481-87 Duncan 
Ave., St. Louis 10, Mo. In Canada 
address inquiries to Amalgamated 
Electric Corporation Limited, 
Toronto 6, Ontario. 


DAZOR ALONE 
THE 
| FLOATING ARM 


Mo 
VES 
AND ANY POSITION | 
Win 
OUT LOCKING 


To Complete the Profit Picture, add these popular Dazor products. Left: Dazor Floating 
Lamp, known to millions. Again available for home market: study, sewing, workbench, 
bridge, etc. Fluorescent or incandescent... choice of four bases. Right: Dazor Floating 
Magnifier, with fluorescent lighting. Choice of two bases. Used in first aid departments, 
by doctors, stamp and coin collecters, etc. Get full details from your Dazor distributor. 


PAZOR FLOATING SUN-HEAT 


PAGE 77 


LAMP 
F / S 
A THOUSAND position 
\ 
\ 
/ _\\\ 
> S a 
‘ 
Um 
MATION? 
é } 
NW 4 
S j 
Daz 
| 
t 
\ | 
\ 
) 


Highly Successful Louisville Contractor 


Gives You the “Low Down” on His 


Karl J. Daubert, President of the Daubert 
Electric Company, gives five meaty reasons to which he attributes 
his outstanding sales and profits success on LAU ‘‘Niteair’’ Ex- 


haust (or Attic) Fans: 


STOCK ON HAND. A large and 


complete stock for immediate delivery. 


CARPENTER CREWS. 


Trained and experienced carpenter 
crews operating from trailers equipped 
with all necessary materials to do a 
complete installation job (except elec- 
trical work). 


ELECTRICAL CREWS. 


Specialized electrical crews to follow 
up the installation men and complete 
the electrical phase of the installation. 


ABILITY TO ANALYZE JOBS. 


The experience and ability to quickly 
analyze tough situations in order to 
give the customer an exact idea of 
what is to be done - 


REFERENCES. 


A complete users list so that wher- 
ever you are in the city you can point 
to one of your installations in the 
immediate neighborhood. 


-~and the cost 


®@ Fans available for immediate shipment. 
Jobbers located in every principal city in 
the country. Find out more about the 
profit opportunities for you in this readily 
salable, comfort producing, customer sat- 
isfying product. 


4 


AG 
Wr 
Check THESE 


LAU FAN FEATURES 


All ports — blades, pillow-biocks, pulleys 
leverything except belt and motor) —ore LAU 
precision monufoctured on ictest type ma- 
chines in the modern, greatly exponded LAU 
factory 
Moss produced 
cost 


Fon is three-blode type with brood, deep 
pitched biedes providing greatest suction and 
Gir movement, producing maximum air volume 
with reduced power consumption and oir tur 


tor both precision ond tow 


bulence 

Venturi-type 9 

oir flow. EI most couse of 
“oir noise.” 


LAU Self-Aligning Pillow Biocks with Ovres 
Porous Metal Bearings hold fon shaft rigidly 
@voiding vibration 


Entire assembly statically belenced 


Five sizes — with dischorge capacity for proc- 
tically every requirement. 


Light weight. Reduced shipping cherges. 


Write for full information, specifications, prices. 


| 
a 


BLOWER COMPANY 
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_The Open Door Policy 


cording to Mr. Ferguson, the service 
department constantly is emphasized as 
an aid to the dealer in building good 
will and future sales. Facilities of the 
company for repair, installation and 
service are under the direction of Mr. 
A. F. Bernhardt, who has had 20 
years’ experience in this field. Dealers 
are invited to make full use of these 
facilities. If Williams & Shelton are 
unable to provide the service asked, 
they’ll find somebody who can, Mr. 
Ferguson says. But with a staff of 
trained men and a service department 
second to none in the area, the com- 
pany usually is able to meet all de- 
mands and has established an enviable 
record in backing up its dealers with 
the best in the service field 


Employee Profit-Sharing 


Employees of the store also are in- 
cluded in the open door policy of the 
firm. A profit-sharing and retirement 
plan, instituted by Mr. Williams sev- 
eral years ago, allows the employees to 
participate in the store’s earnings. The 
fund, held in trust by a local bank, is 
shared in by every employee (except 
executives) according to his earnings, 
after the employee has completed two 
years of service with the firm. A board 
of employees administers the fund, its 
rules and regulations. Many of the 
employees have been with the company 
for 30 years or more. 


Other special services offered to 


| dealers include contributions to adver- 


tising in the event of new openings, 
anniversaries and major sales; tie-ups 
with national advertising and other 
aids in selling. The firm every week 
sponsors two highly popular radio 
programs over Station WBT in Char- 
lotte. These programs, the Carolina 
Hay Ride and the Hit Parade, are 
designed to please both rural and urban 
listeners. They go on the air every 


Saturday night and on each, a major 
appliance is given away to one of the 
listeners. The response from dealers, 


HERE'S HOW a dealer gets full informa- 

tion on his problems. F. D. Marshall, left. 

retailer of Rock Hill, S. C., drops in to talk 
| over the prospects in ranges with Ferman 
Ferguson, (center) sales manager, and his 
assistants. 
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FERMAN FERGUSON, sales manager, dis- 


cusses small appliances on display with a 


customer. The niches in which radios and 
toasters are displayed are backed by cul- 
minated backgrounds and are in a decor 
of red and gold. 


as well as from the general public, 
according to Mr. Ferguson, has been 
“terrific.” Naturally the dealers are 
included in the commercials and Mr. 
Ferguson feels that their business has 
been spurred considerably by the pro- 
grams. 

Other advertising activities include 
the firm’s participation each January 
and June in the Southern Furniture 
Exposition held at High Point, N. C. 
This two-week display attracts buyers 
from many Southern states and afford 
merchants an opportunity to display 
new models and designs to the general 
public. The emphasis here also is 
placed on the firm’s dealers, Mr. Fer- 
guson explains, providing a kind of 
semi-annual advertising festival for re- 
tailers served by the company. 

Much of the success of the Williams 
& Shelton Co. in the appliance field is 
due to the innovations and _ policies 
instituted by Mr. Ferguson. A veteran 
of 16 years in the radio and appliance 
field, Mr. Ferguson originated the open 
door policy of the firm as an extension 
of that practise in other lines. An old 
firm, Williams & Shelton has been 
established as a dry goods business for 
years in Charlotte. The appliance di- 
vision is only three years old and it 
was moved to its present location in 
November 1946. This building for- 
merly was the old Williams home and 
the president of the firm was born some 
40 years ago in the old mansion which 
now is brightened by gleaming appli- 
ance displays. 


Converted Old Home 


When the company decided to take 
on appliances, this division was set 
aside from the rest of the store in order 
that its accounts might be separated 
from those in other departments. With- 
out making any structural changes on 
the outside, the old Williams home was 
converted by unique and expert decora- 
tion into a series of modern sales 
salons. End 
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Sales Success with LAU “Niteair” Fans _ 
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MODEL F157P ROASTER RANGE 


me 

ch ERE is, indeed, an unbeatable electric range set-up: 

li- (1) The heavily advertised 2-oven Monarch Roaster 

Range to capture the preferences of those who want the 

best, and (2) the single-ovened model 56 with “deep 

o heet” cooker for those who want quality at a minimum 

se 

ler ; price. A perfect sales-clinching team! A perfect profitteam! 

ed j “TWIN EFFICIENCY” 

h- MALLEABLE IRON RANGE CO. 

= t 3812 LAKE STREET + BEAVER DAM, WIS. 

fas 

les 

nd 


ELECTRICAL MERCHANDISING—DECEMBER |, 1947 PAGE 79 


| 
ELECTRIC — U S | 
is | . | ~ 
in MODEL F56PC ELECTRIC RANGE 
nd 
iG 


ADVERTISEMENT 


Kenneth Foster, left, and Tom Staubus, D-9 supervisor, attach a blue banner 
reading “5,000,000th Maytag 
assembly from the foundry. 


to the washer’s aluminum tub as it comes into 


Four of Maytag’s branch managers were present for the festivities. Left to 
right, R. W. Weed of Minneapolis; Charles B. Mason of Newark, N. J.; Claire G. 
Ely of Kansas City and W. G. Wilks of Richmond, Va. 
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Branch managers, Claire Ely, Kansas City, (left) and C. B. Mason, Newark, watch 
assembly of the historic machine by (left to right) Gomer Thomas, Hollis Simpson 


and Raphael Quinn. 


What they mean to dealers 


in producing future sales 
BY JOE BENGE 


When the 5-millionth Maytag washer 
came off the production line—with ap- 
propriate ceremonies—on October 24th, 
that event meant a lot more to Maytag 
dealers than just another production 
milestone. 


First of all, it emphatically called 
attention to a very important plus for 
Maytag dealers—the product’s enviable 
public acceptance. With far more May- 
tags in use than any other kind, May- 
tag, by weight of numbers alone, is 
naturally the best known washer. 


But that's not all 
Forward-looking dealers, however, real- 
ize that something else of great impor- 
tance enters into this picture of public 
acceptance. That’s the phenomenal 
loyalty of those millions of Maytag 
owners. When you think of their num- 
. the total 
sales influence they exert in the sale of 
. then the 
real meaning of the 5-millionth Maytag 


ber and their enthusiasm . . 
Maytags to other women. . 


stands out. 


Contagious enthusiasm 
Every Maytag dealer knows of sale 
after sale made possible toa large extent 
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because of the influence of satisned 
Maytag owners... usually relatives or 
friends of the prospective buyer. There's 
no sales talk quite as convineing as the 
recommendation of a woman who actu- 
ally uses the product. 


More than twenty-five hundred re- 
cent Maytag buyers answered ques- 
tionnaires regarding why they chos« 
Maytag. Over and over again state- 
ments like this appear: “My sister and 
two good friends both have Mayrags. 
and they all say they wouldn't have 
any other kind.” 

“I’ve heard so much about Maytag— 
and everything I’ve heard about it has 
been good.” 

“I learned from friends who own 
Maytags that the Maytag is always 
dependable and doesn’t keep getting out 
of order.” 

“My people have always been May- 
tag owners. It never would have 
occurred to me to even consider any 


other kind.” 


Theme of present advertising 
This vast army of boosters is so impor- 
tant to Maytag sales that it is given 
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ADVERTISEMENT 


i 
Fern Coffman, final inspector, puts on identifying tag. Others, left to right, Presi- 


dent Maytag; R. E. Vance, assistant to Mr. Maytag; W. |. Sparks, secretary of the 
company; and Don Thatcher, general foreman of machining. 


Miss Rosanne Morgan, Maytag queen, christens the machine with a bottle of milk. 
Others, left to right, Miss Letha Trent, retiring queen; Roy A. Bradt, Maytag vice- 
president; V. R. Martin, general sales manager, and Fred Maytag II, president. 


New, ultra-modern home of Maytag Research and Development Division, where 
the company’s scientists have finest facilities for their experiments and tests that 
keep Maytag ahead of the field in home laundry development. This building, 
without windows, has daylight-type indirect lighting and is air-conditioned. 


Mr. Maytag congratulates Carol Curtis, president of Maytag Management Club, 
on the fine cooperation of over 200 supervisors. Left, L. C. McAnly, factory 
manager; next, Irwin A. Rose, vice-president in charge of manufacturing; and 


special recognition in Maytag’s present 
advertising campaign. Each ad gives a 
typical quick story of some woman 
buying a Maytag because of the influ- 
ence of other women . . . urging, in 
conclusion, that the reader also get 
the facts by questioning some Maytag 
owners. Whether the reader actually 
asks any owners or not, she is certain 
to be impressed by the fact that owners 
do recommend Maytag. 
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Local Tie-Up 
Mat ads in various sizes are furnished 
for dealers to use locally—carrying out 
the same idea of “ask some Maytag 
owners.” Dealers who are using these 
local ads report good results. 

“Spot announcements” on the radio 
are also available for dealers who want 
them—electrical transcriptions follow- 
ing the same theme of women influen- 
cing other women. 


1947 


at right, Roy Thompson, general traffic manager. 


Why this advertising eftort? 
Once in a while a dealer asks why all 
this effort is made when he already has 
a list of unfilled orders. The truth is 
that the best possible insurance for 
good future business is to keep that list 
growing constantly. It is gratifying to 
know that so many women would 
rather wait for a Maytag than get an- 
other washer immediately. 

The “buyer’s market” is here! May- 
tag is perhaps the only nationally 


known washer that has not yer been 
able to catch up with orders. But the 
reason is plain enough. More omen 
want Maytags, largely because of the 
influence of the millions of satisfed 
Maytag users. That’s why your May- 
tag franchise means so much; nothing 
succeeds like success! 

If you are not now a Maytag dealer, 
a franchise may be available in your 
locality. Write to The Maytag Com- 
pany, Newton, Iowa. 
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SELL-OUT 


wherever it’s properly promoted! 


CASCO 


TOOL KIT 


ELECTR-O-TOOL KIT 


--» The complete portable workshop 


wanted by every man and boy... 


Value of Po 
Accessories if Bow 


On W 


They'll Us 


Leather—Ru 


From Boston to San Francisco . 


Washington to Detroit ... New York 
to Dallas ... Casco Electr-O-Tool 
Promotions have been smash hits .. . 
set new records for fast, clean-out 
sales! And it’s no wonder! Here’s the 
complete portable workshop wanted 
by every hobbyist, craftsman, me- 
chanic, technician at the unheard of 
low price of $14.95 COMPLETE! 
20 accessories instantly convert 
the Power Tool into a dozen differ- 
ent, efficient tools. The precision- 
made Power Tool has a powerful 
20,000 RPM air cooled motor that 
plugs into any AC-DC socket. Has 
exclusive finger grip that permits 
closer work. Shockproof, unbreakable 
Tenite case; on-off switch for one- 
hand operation; vibrationless high 
speed. Quiet, smooth-running, effi- 
cient! Get on the bandwagon NOW! 
Just follow the lead of top-notch 
hardware and electrical appliance 
stores everywhere who are featuring 
the Casco Electr-O- Tool Kit on coun- 
ters, in windows and in their adver- 
tising. It pays and pays and pays in 
increased sales that will amaze you. 
Casco backs you up with a steady barrage of na- 


tional advertising that reaches millions of hobby 
and mechanical-minded buyers every month! 


CASCO 
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INCLUDES ALL THESE 
ACCESSORIES FOR 
ALL THESE USES! 


Cleans! 
Polishes! 

Cuts! 
( Grinds! 
Carves! 


Sands! 
Buffs! 
Etches! 
Drills! 
Brushes! 


OP 


CASCO PRODUCTS CORPORATION 


Engraves! 


Bridgeport 2, Connecticut 


C. E. COPELAND, Appliance manager for Lee of Ithaca, Inc., local dealer, here 
showing a customer a Deepfreeze, credits the GLF promotion with making the general 


public more freezer conscious. 


“We sold 17 freezers in the last six months, just about 
double what we would have sold without the promotion,” 


he said. 


What Do Consumers Think of Freezers? 


one complaint: no matter how large 
their freezer, it still isn’t large enough. 


Gentlemen Farmers 


Mrs. Irving Ingalls lives in Tru- 
mansburg about 12 miles outside the 
City of Ithaca. With her 11 year-old 
son she does most of the work on her 
106 acre farm. Her husband, who is 
advertising maaager of American 
Agriculturist magazine, helps out on 
week-ends and holidays. During the 
war they had 600 chickens, a flock 
which has since shrunk to 50. Other 
stock includes a three Aberdeen Angus 
beef cattle and two pigs. 

“When we first moved up to Ithaca 
from New York City 14 years ago,” 
says Mrs. Ingalls, ‘we lived near H, E. 
Babcock who at that time was planning 
the first home freezer. I helped to pack- 
age a few things during the first exper- 
iments. Shortly after the first successful 
freezer was built by Mr. Babcock and 
Emil Steinhorst, at that time engaged in 
the manufacture of milk coolers, Mr. 
Steinhorst wanted to put a freezer in my 
manufacture of milk coolers, Mr. Stein- 
horst wanted to put a freezer in my 
home as an enlargement of the experi- 
ments, but I turned it down because my 
husband and I were traveling a great 
deal. When we did finally decide to get 
our own freezer we could only obtain 
an ice cream freezer—which we used 
all during the war. Then, in June, 
1946, we got our 26 cubic foot Stein- 
horst.” 

All of the time that the Ingalls used 
an ice cream freezer they also rented 
space in the experimental freezer lock- 
ers set up by the Grange League Feder- 
ation, local cooperative founded by Mr. 
Babcock. Today they still have locker 
space in the modern Mother Zero plant 
run by GLF and in addition pay a dol- 
lar a month for dead storage space in 
the locker plant. 

Mrs. Ingalls’ freezer sits against the 
wall in her low-ceilinged cellar. “I’d 
prefer a side-opening freezer to this 
one,” she says, “except that one big 
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CONTINUED FROM PAGE 35 


enough to fill my 
in the cellar.” 

The advantages of the freezer over 
the ice-cream ireezer are obvious. She 
has much more space, can keep things 
longer, and doesn’t have to worry if the 
power fails. Her only criticisms of the 
new freezer are that the compressor is 
noisy and that water collects on the top 
surface. 

“On a farm, where space is limited,” 
she declares, “you have to put the 
freezer downstairs. The cellar is damp 
and the freezer collects moisture on top. 
I wonder if a machine could be made 
on a slant to drain the water off.” Since 
her freezer has no dividers, Mrs. In- 
galls uses pieces of linoleum to sep- 
arate the foods in the inside, thinks 
now that adjustable dividers should be 
provided by manufacturers. 

She does a lot of entertaining and is 
frequently expected to serve a sumptu- 
ous meal to her husband’s business 
guests on as little as an hour’s notice. 
When this happens she turns to her 
freezer. Last year she had over 500 
packages in the freezer. 

Like most of the women interviewed, 
she has kept no cost records, but feels 
that her freezer does save money. “We 
felt that we saved about two cents a 
pound on pork by having it slaughtered 
at Mother Zero, to say nothing of the 
convenience and the quality of the meat. 
Our hamburger, for example, is just 
tops!” 

Also, like most other women owners, 
Mrs. Ingalls is eager to talk about 
methods of preparation of food for 
freezing. She will tell you, for instance, 
that she doesn’t blanch corn at all, al- 
though other women and Cornell Uni- 
versity think it’s a good idea. Neither 
does she heat seal all packages, just 
makes certain that all the air is shut 
out. She prefers cellophane wrapping 
materials. She has kept peaches— 
which she freezes with layers of sugar 
—for two years, describes them as “in 
top shape, just fine.” 

(Continued on page 84) 
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THE ONLY POT-TYPE 
RANGE BURNER WITH 


The QUEEN Automatic Starter Control ( Pat. Appl. For ) Brings Flame to Full Cooking Heat Almost Instantly 


With the new Superflame (Pot-Type) Range Burner, the 
kitchen range becomes the most modern of labor-saving 
home appliances. No more toting fuel, no chopping 
wood, no carrying ashes, no smoke, no noise—simply 
turn on the valve and drop in a match. Instantly you 
get the perfectly-controlled ‘“‘horizontal flame’’ for sim- 
mering, boiling, baking, or roasting. A hot-water coil 
is also available for connection to a range boiler. 


Superflame, the only (Pot-Type) Range Burner, outdates 
all other types of conversion burners, operates on the 
same principle as the oil-burning space heaters—no 
carbon, no cleaning, no service. By replacing the heavy 
grates and linings with this amazing burner, the kitchen 


range heats instantly, cools quickly. It means cool cook- 
ing in summer—warm kitchens in winter. 


4799 T Twin 
Circulating Heater. 
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A Big Market—volume profits the year ‘round. 
Write for literature and name of nearest jobber. 


UEEN STOVE WORKS, Inc., ALBERT LEA, MINN. 


Easy to Justall 


The Superflame (Pot-Type) Range Burner is the result 
of over 25 years of scientific development by the Queen 
Stove Works... used in tens of thousands of homes... 
now finer than ever... redesigned for easy installation 
...readily adjustable to fit in any range with a firebox 
of ordinary size. 


Zuich. Ecouomical 
The Superflame (Pot-Type) Range Burner heats the 
cooking top instantly ...heats the oven to a baking 
temperature in 20 minutes... will maintain a 300-deg. 
oven temperature for 12 hours on two gallons of low cost 
fuel oil (No. 1 distillate) ... burns up to 24 hours 
on two gallons. Available with a three-gallon wall 
tank or can be connected easily to a large outside 
supply tank. 


3-gallon white enameled 
wall fuel tank. 


1947 


Equipped with con- 
stant level oil control 
valve. 


Adjustable Stand supports burner— 
makes installation easy — quick, 


PAGE 83 


~ | 
the — = — = — | | 
top e | i) | | SA : 
In- Low MEDIUM HIGH 
| 
ep 
nks | 
be 
Ay 
1eSS 
ice. ; 
500 
red, 
eels 
We 
sa 4 
De 
the 
eat. 
just 
yout 
|_| 
al- 
ust 
hut 
s— 
gar 
NG 


PAGE 64 


No, the U.S. Mint 
isn’t coining bigger 
is dollars. But the 
Automatic Duo-Disc 
Washer is—in effect. 


Reason: Comparison 
proves the Automatic 
offers more real wash- 
er value than any 
other washer costing 
$5 to $15 more. 


Result: Automatic 
customers pay less, 
get more. Their 
dollars are bigger. 


For you: faster turn- 
over — bigger dollar 
profit. Hurry, hurry, 
hurry. 


Write for name and address of 
your nearest Automatic Distributor 


Wave 


| uel, chairman 


=CONTINUED FROM PAGE 82 


Summing up, Mrs. Ingalls says this 
about her freezer: “It is a convenience. 
It gives us a balanced diet. I freeze 
things | would never can. My husband 
says, ‘I have never been so well fed.’ I 
keenly about the well-bal- 
liets that American people 
should have. .\ freezer would even be 
a great convenience to city people who 
Although I think that 
freezer prices are still too high, I feel 
that «a freezer eventually pays for it- 
self.” 


feel very 
anced 


careers, 


Full Time Farmers 


Mrs. Martin Sine, like Mrs. Ingalls, 
home freezers 
during the developmental years through 
Mr. Babcock, who is her half-brother. 
She lives with her husband and two 
children in a 22-room farmhouse on a 
187 acre farm owned by Victor Eman- 
of the board of Avco 
Mig. Corp. Like other farmers on the 
road she is often shut in by snow dur- 
ing the winter, and, like all her neigh- 
bors, 


becamie interested in 


she has a freezer. 

She started her freezing in the ex- 
perimental locker plant erected before 
the war by GLF. Her present box, an 
18 cu. ft. Coldspot, is in a_ utility 
room just off the kitchen, “the ideal 
addition to this space she 


still reserves one unit in the old Stein- 
ston 


spot.” In 


house where the hired man 
lives, an locker at Mother 
Zero. The hired man, incidentally, is 
s given part of his wages in 
the form of a steer, most of which goes 
into the treezer. 

’rimary function of the farm which 
Mr. Sine manages for Mr. Emanuel is 
and beef cattle. 
Mrs. Sine grows nearly all her own 
vecet ibles., 


horst at 
| rents a 


the raising of 


rhe winter impassability of the roads 
makes a big food supply imperative. 
Mrs. Sine has bad as many as 20 loaves 
of bread in the freezer at one time. 

She has one rule for obtaining satis- 
faction from a freezer: “We never put 
anything into the freezer that isn’t 


| good—as a result we always take out 


good things 

“Our freezer has given us a much 
better diet than we ever had before,” 
she claims, Every time we sit down at 
the table we say, ‘How lucky we are!’ 
We've never had the variety of vege- 
tables in the winter that we have now. 
T can most of my fruits except straw- 
berries, because we feel that the frozen 
space should be used for staple things 
such as string beans. For the same rea- 
son I never freeze corn without first 
stripping it from the cob. I open my 
freezer two or three times a day, but I 
don’t think that our operating costs go 
very high. However, I do think that 
the cost of packaging is considerable. 
Prices for packaging materials seem to 
go up from year to year.” 

Her husband, Martin, backs her up 
on the quality and variety of food from 
the freezer. “I remember that when I 
was a boy,” he recalled, “we only had 
beef out of season if it had been pickled. 
Now we can have it every day. The 
children even ask for more spinach be- 
cause it is fresh.” 
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Satisfying the children is doubly im- 
portant to the Sines because their 
elder daughter, Judy, has a troublesome 
case of asthma, treatment of which re- 
quires a special diet. 

Mrs. Sine has little fault to find with 
her freezer. “I’m very satisfied,” she 
declares. “It [ was going to get another 
I'd get one just like it. We have had 
this particular freezer since March, 
1946. In that time | have defrosted it 
twice and changed the fan belt once. 
We sometimes have power failures, but 
they never hurt the frozen foods. | 
would like to see the dividers extend all! 
the way to the bottom of the freezer. 
(Her present dividers have sides half 
way down, legs only to the bottom.) 
Our freezer saves time as compared to 
canning and saves meal preparation 
time, too, because frozen food cooks 
twice as fast.” 

\sked if she thought city dwellers 
could find a use for freezers, Mrs. Sine 
said that freezers would provide them 
with an opportunity for a wider choice 
of meat cuts. “You can’t go to a store 
and buy half a beef and have it cut just 
the way you want it,” she said. “And if 
somebody gave you a bushel of peas 
you could can them, but they wouldn't 
taste as good as frozen.” 


City-Dwelling Farmers 


Almost a farm woman is Mrs. Stan 
ley Griffith, who has used a freezer 
since 1938. Although she lives in 
Ithaca she and her husband own a 
farm of “90 some acres” outside the 
city. “We have always had a big gar- 
den,” she says, “because we like fres) 
food better than canned food any day.” 

Her first freezer, back in 1938, held 
tbout 15 cubic feet of food. Her second 
freezer was a 27-footer and her present 
box is a 30-foot Carrier bought in 1945 
and made for the Grange League Fed- 
eration, in which her husband is an of- 
ficial. She started to learn freezing 
from scratch, as did most of the Tomp 
kins County pioneers. Like them she 
studied the Cornell bulletins and went 
on her own from there. 

“I’m still experimenting,” she ad- 
mits. “Ll freeze just about everything | 
want to freeze, but some things still 
aren't equal to the fresh product. 
Mother Zero prepares our meat for us, 
but I take care of all the fruits and 
vegetables.” 

With seven mouths in her family to 
feed, Mrs. Griffith wishes that her 
freezer was even larger. “When we 
bought a freezer our grocery bill went 
down considerably. We used to buy 
food in case lots and it didn’t take long 
to spend $100. With a freezer you've 
got fresh meals right there at any time 
of day or year that you want them. The 
secret of freezing is heat sealing. (Note 
contrast to Mrs. Ingalls.) I seal every- 
thing I put in. My chickens are just as 
plump and nice as they can be when I 
thaw them out.” 

Mrs, Griffith uses her freezer not 
only for meats and vegetables and 
fruits, but also for pastries. When she 
bakes, she bakes for the freezer, too, 
keeps foods longer than some authori- 
ties recommend. 

(Continued on page 86) 
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HOW FARNSWORTH’S NEW 


, a looking at the heart of a Farnsworth 
phonograph-radio—the Farnsworth Automatic Record- 
Changer P-56MP. Years of dependable performance, of trouble- 
free operation—have made it one of your strongest selling points. 

Now-—with an amazing new feature, the Tone Clarifier—the 
Farnsworth changer adds a still more powerful sales clincher. 

The Tone Clarifier has three easily-set switch positions to 
answer every record-playing need. Set it for old records—you'll 
hear undiminished brilliance. Set it for new records — still greater 
dynamic range. At wide-range position—it reproduces perfectly 
the highest frequency recordings available today. 

Show your customers how easily it works. Let them hear for 
themselves how it banishes surface noise dramatically, convine- 
ingly—even while playing badly scratched records. They'll agree 
that the Tone Clarifier is one of the greatest improvements ever 
made in phonograph-radios. 

With this new record-changer— incorporating— 


@ PRE-AMPLIFIER 

@ VARIABLE RELUCTANCE PICK-UP 

@ VIRTUAL FREEDOM FROM “NEEDLE TALK" 

@ STABILITY UNDER HUMIDITY, HEAT OR COLD 

@ GENUINE SAPPHIRE STYLUS 

@ HANDY NEEDLE SET-DOWN ADJUSTMENT KNOB 


and the sensational new Tone Clarifier—Farnsworth’s de luxe 
models are easier to sell—and they stay sold! Every sale motivates 
unother sale. Each new Farnsworth owner becomes a “salesman” 
working for you—telling his friends that Farnsworth is proof of 
the fact that quality need not be expensive. 


* 
lone Clanifion HELPS YOU SELL 


TELEVISION 
RADIO 
PHONOGRAPH-RADIO 


Farnsworth Radio and Television Receivers and Transmitters + Aircraft 
Radio Equipment + Farnsworth Television Tubes » Mobile Communi- 
cations and Traffic Control Systems for Rail and Highway + The Farns- 
worth Phonograph-Radio - The Capehart - The Panamuse by Capehart 


FARNSWORTH TELEVISION & RADIO CORPORATION, FORT WAYNE 1, INDIANA 
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Dealerships 
Available 


WITH HARDER-Freez YOU OFFER 


A GREAT VALUE — A GREAT NAME! 


From every important angle HARDER-Freez is the Home Freezer 


to sell. With HARDER-Freez you offer: 


1. A Home Freezer built right by a seasoned 
manufacturer, Tyler, with years of experience 
in the food refrigeration field. 

2. Latest, up-to-the-minute features that mean 
fine appearance, dependable perform- 
ance, and easy use. 

3. A competitive price and a great value that 
mean faster selling. 

4. A growing line which now includes 12and 
24 cubic ft. Chest Models, 9 and 18 cubic ft. 
Upright Models, three commercial models 
for the sale of frozen foods and ice cream. 
5. A great name known to millions as a re- 
sult of consistent national advertising in 


See the Tyler Agent (Distributor) in your territory or write Tyler 
today for information on dealerships. But ACT NOW. Many ter- 
ritories are covered. TYLER FIXTURE CORP., NILES, MICH. 


18 cu. ft. Upright 


12 cu. ft. Chest 


such magazines as Better Homes & Gardens, 
Saturday Evening Post, Country Gentieman, 
Farm Journal and McCall's. 


6. The ECONOMICAL Home Freezer, in low 
upkeep cost as well as in low first cost. 
Thorough engineering, research and testing 
assure HARDER-Freez efficiency. 


7. Arelatively new major appliance that meets 
@ growing national demand, and results in 
better eating ; better living; food, time and 
money savings; and the elimination of much 
household drudgery and meal-planning 
headaches. Compelling appeals to both the 
man and woman of the house! 


Chest | 


HARDER - Freez Sales Coses 
(Frozen Foods—ice Cream) 


NAME 


ADDRESS 
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TYLER FIXTURE CORP., Dept. EM-12 Niles, Michigan. 
Please rush information on HARDER-Freez dealerships. 


“They tell you not to keep foods too 
long,’ she says, “but back in 1944 I 
put in many quarts of black raspber- 
ries. We finished the last quart this 
summer and it was just as good as 
when I put it in.” 

She would not recommend the use of 
a freezer to people who are without 
gardens, A little freezer, she says, 
doesn’t save anything and doesn’t hold 
enough food. She mentioned one fam- 
ily who filled a whole freezer with 
strawberries, an action which seemed 
to her_a misuse of the freezer. To her, 
as to other farm owners, a freezer is 
a vault in which only the most precious 
and necessary foods should be stored. 
If there is any room remaining it may 
be used for so-called “luxury” foods. 
The Griffiths, themselves, like ice 
cream and strawberries the year 
round, but the strawberries get frozen 
only if there is sufficient space. If the 
Griffiths did not have a garden Mrs. 
Griffith would be satisfied with a com- 
bination refrigerator-freezer. As it is 
she could use more storage space than 
her 30-foot freezer provides. “I do 
like to freeze. All I need is a whole 
room for a freezer,” she says. “If 
there’s any room in the freezer at all I 
freeze in preference to canning.” Fin- 
ally, she prefers the reach-in type over 
the chest type, in contrast to Mrs. Sine, 
who likes the chest type better. To her 
the freezer has been a tremendous aid. 
“I'd pay a lot more to own a freezer 
than this one cost,” she declares 


Backyard Gardeners 


The largest freezer in any of the 
homes visited is owned by Mrs. Verne 
A. Fogg of Ithaca. She originally be- 
came interested in a freezer through 
her husband’s activity as head of GLF’s 
farm supply department. They origi- 
nally had a GLF top-opening freezer, 
then four years ago the cooperative 


| built an experimental walk-in freezer 


in the cellar in space originally de- 
signed for a coal furnace. The freezer 
contains about 110 cubic feet of space 


| and the compressor is installed in the 


garage. While the freezer is large, the 
walk-in feature creates a good deal of 
non-usable area, a disadvantage which 
Mrs. Fogg quickly admits. The box is 
extremely well insulated, however, and 
operating costs probably do not exceed 
$1 a month. Once or twice the motor 
was turned off by prankster youngsters 
who use her yard as a path to and 
from school. Neither on those occa- 
sions, when the condition was discov- 
ered within 24 hours, nor when the 
power failed for 28 hours was there any 
appreciable heat penetration within the 
freezer. It has been a custom of the 
Foggs to provide living quarters in 
their home for married students at Cor- 
nell, There is one such couple living 
with them now, which brings the total 
eating from the freezer to four. 
Within the freezer Mrs. Fogg stores 
green beans, wax beans, lima beans, 
corn, beet and turnip greens, swiss 
chard, pumpkins, peas, asparagus. 
whitefish, chickens (up to 20 at a 
time), turkeys, pies, applesauce, brown 
bread, rolls, frankfurters, and other 


DECEMBER 1, 


meats, fruits and vegetables. 

“For the last four years we’ve had a 
large garden, about 50 by 75 feet, and 
we have raised enough vegetables to 
take care of our family,” she says. “We 
buy our fruit in large quantities— 
peaches, strawberries, raspberries, blue- 
berries, blackberries. We also buy our 
meat in large quantities and have it 
butchered at Mother Zero, but we pre- 
fer to wrap and freeze it ourselves.” 

One advantage of the freezer, she 
says, is that it eliminates frequent shop- 
ping trips. “We’re a little way from 
downtown and having a full freezer en 
ables me to plan meals in advance or to 
serve an unexpected meal without any 
planning.” 


Worth the Effort 


She prefers home frozen foods to 
commercially frozen foods. She learned 
how to freeze from the bulletins and 
from radio broadcasts. “I’ve always 
done lots of canning, anyway,” she 
says, “and I don’t can anything now 
that I can freeze. I like the flavor bet- 
ter. Freezing is hard work, but it is 
not hot work the way canning is.” 

Mrs. Fogg thought for a long mo 
ment before she could say what single 
thing she likes best about her freezer 
Her answer was, “We certainly like 
the foods better and the convenience of 
having them right here in our home. 
We've also found that vegetables are 
more popular with the youngsters . . . 
To some extent this is also true of Mr. 
Fogg.” 

Mrs. Fogg, unlike some freezer own- 
ers, is fairly well satisfied with avail- 
able wrapping materials. She heat 
seals about everything in cellophane 
and protects the cellophane with stock- 
inette. She has had her freezing fail- 
ures, however. Last year she tried to 
freeze a watermelon, “but we wouldn't 
do it again. It was kind of like sherbet 
in texture and didn’t have much 
flavor.” 

She estimates that she opens her 
freezer an average of 12 times a week, 
explaining that she often stores left- 
overs, such things as turkey dressing. 
turkey, chicken loaf and ham _ loaf. 
“Often, too,” she says, “I am working 
on something, such as brown bread. 
and it’s just as easy to make a lot. The 
freezer just makes all the difference in 
the world, because you almost never 
run out of anything. From my experi- 
ence I would say very definitely that 
there is a reason for freezers in city 
apartments from the convenience an- 
gle alone. If there are only two or 
three in the family, they can cook 
ahead. You can pick up things at the 
store that seem to be extra good at the 
time and store them until you want 
them. And there’s no question about 
the quality of frozen foods; you get a 
better diet.” 


(The reactions of other consumers will be 
combined in the second half of this article, 
to appear in the February, 1948, issue, with 
comments by Mrs. Nancy K. Masterman, re- 
search associate of the School of Nutrition, 
Cornell University, and T. J. Mclintire, o 
manufacturer's representative for the York- 
ville Paper Co., to reach conclusions about 
the freezer’s place as a utility appliance 
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| What Do Consumers Think of Freezers? 
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OU GET HELP—and plenty of it—when you do 
business with Rheem! 


Rheem helps dealers and jobbers—by delivering 
actual names of prospects for heating appliances! 


Every month Rheem national advertising reaches 
millions of people. Every ad carries a coupon or 
offer of literature. Each inquiry is answered with 
the recommendation that the prospective customer 
write his nearest Rheem dealer. 


An interested prospect is half the sale! 


That’s why Rheem helps you with national ad- 
vertising that produces results, merchandising aids 
that convince prospects at the point of sale. 


That’s why Rheem helps make it easy for you 
to buy. You can get a complete line of heating ap- 


pliances through one source, with immediate de- 


Rheem® 


MANUFACTURING COMPANY 


All Gas Appliances are Approved by the American Gas Association. All 
Electric Appliances are Approved by Underwriters’ Laboratories Inc. 
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livery on your orders... you can buy mixed carload 
lots, today’s way of distributing merchandise most 
effectively and economically. 

And that’s why Rheem offers the Dealer Floor- 
Finance Plan, to help dealers stock a complete 
line, for only a 10% cash down payment. 

In other words Rheem helps you to move 


merchandise out the front door, not just in the 
back door. 


It’s easy—and profitable—to sell behind this 


support. Mail the coupon today and find out 
more about this profitable opportunity. 


2 


RHEEM 
Dept. No. R-F15 
570 Lexington Avenue, New York 22, N. Y. 


Please tell me more about Rheem. 


ADDRESS . 


city 
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FUR 
PERFORMANCEM 


THE NEW 
INLAND HANDI-CUBE TRAY 


(Available with or without pan lifter shown) 


Handsome! Handy! Husky! 
That's the new Inland Handi- 
Cube Tray with aluminum grids. 

A light finger touch on the 
plastic pan lifter instantly frees 
the pan from the freezing com- 
partment. 

A finger-tip lift on the releasing 
lever immediately delivers any 
number of full-sized ice cubes. 


And the special mechanism is 
designed for durability as well 
as efficiency . . . gives permanent 
ice cube releasing service. 

You simply can’t beat this re- 
markable combination of good 
looks and performance. That's 
the reason the new Inland Handi- 
Cube Tray is hitting new highs 
in popularity and sales appeal. 


For full particulars and prices, write to— 
INLAND MANUFACTURING DIVISION, General Motors Corp., Dayton, Ohio 
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Across the Aisle 
From a Supermart 


eeCONTINUED FROM PAGE 50 


wondered if the faint odor of spices, 
meat and vegetables would annoy the 
propect for a new album of “Tristan 
and Isolde.” 


Theatre Ticket Agency 


As a merchant with more than 20 
years experience, Leonard Abinante 
decided to turn these seeming disad- 
vantages into advantages. To get the 
attention and good will of the people 
of Carmel, he became one of the two 
sales agencies for concert and theatre 
tickets. In a community such as Car- 
mel, where a_ locally-sponsored and 
nationally-known summer theatre is op- 
erated, and where a long season of 
concerts is a basic part of the com- 
munity’s entertainment. Abinante has 
brought himself to the attention of all 
the “moneyed” people through his co- 
operation in helping these theatre and 
music projects. His location next to 
a supermarket has been no handicap 
when his activities are held at this 
“high level”. And of course, every 
purchaser of tickets is exposed to his 
appliance, record and music displays, 
and they are buyers of many and ex- 
pensive appliances. 

He decided to make a check of floor 
traffic in the supermarket before de- 
ciding to leave the wall open between 
the two stores. \lthough he made the 
count in winter, he found that more 
than 400 people a day patronized the 
market. He knew that in summer, 
when the vacation houses were opened 
for the 6-months season, this figure 
would more than double. These were 
too many daily prospects to close off, 
so Abinante left the wall open. He 
arranges his displays so that food 
shoppers get a clear view of the whole 
Abinante store, and he uses the space 
left by the opening for special displays 
of traffic items. 


Uses Entrances 


Another step which Abinante has 
taken to put his location to advantage 
is the use of his outside entrances. On 
each side of the main street entrance 
to the supermarket, two small display 
windows have been taken over by 
Abinante by arrangement with the 
market. In one window, Abinante 
features the theatre or concert tickets 
which are currently on sale. In the 
other, he draws attention to the fact 
that the Abinante store can be reached 
through the food market. The side 
street entrance to the Abinante store 
opens onto a small balcony. By town 
regulation, his only sign must be small, 
an elaboration of the doctor’s shingle. 
But inside he has made use of the 
balcony for neat displays of radios, 
vacuums and small appliances, de- 
signed to catch the eye of the local 
people who walk by this side street 
each day to pick up their mail at the 
post office. 

With this approach to his merchan- 
dising problems, Leonard Abinante has 
turned his location across the aisle 
from a supermarket into a prosperous 
appliance and music business. E 
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See Chicago! 


SPACE 511B 


Winter Market 


(FURNITURE MART) 


JAN. 5-17 


AND 


SPACES 448, 450, 452 


Housewares Shau 


(INTERNATIONAL AMPHITHEATRE) 


JAN. 15-22 
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lronrife leads again! 


Ironers are hot and Ironrite is hottest of them all! 
Don’t miss the Ironrite announcement in Chicago. 
A great product, with a 27-year performance record, 
plus the greatest sales program in ironer history. 
We'll be looking for you! 


The IRONRITE IRONER COMPANY 


MT. CLEMENS, MICH. 
lronrite is distributed by The Coffield Washer Co., Ltd., Hamilton, Ont. 
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Old 
. but NEW NOTES that 
Am make sales ring! 


A == Modern Electric Ranges 


Dramatic, Powerful 
National Advertising 


Prestige and Profit 
Franchise for Dealers 


ie lay Christmases have seen delightful holiday dishes 
prepared on L&H Ranges, to smiles of satisfaction on the faces 
of L&H owners. This year smiles will deepen as L&H owners en- 
joy the fine performance of the new, all-automatically time con- 
trolled L&H Electric Ranges. Dealers, too, will find greater sat- 
isfactior in supplying these modern, good-will building “dream 
ranges”. Their innovations are like new notes in the fine old song 


of performance and service that has made the L&H line a prestige 
and profit leader for nearly three-quarters of a century. 


A. J. LINDEMANN & HOVERSON CO., Milwaukee 7, Wisconsin 


For 72 years, menufacturers of fine king and heating appliances. 


Also manufacturers of 
LEH Electric Water 
Heaters and L&H 
Kerogas Oil Ranges. 
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— FOR BETTER HOMES: | 
BETTER MEALS, BETTER HEALT | —] 
Give AN L&H THIS CHRISTMAS ‘ 
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Washers and Ranges Set Fall Pace; 
lroners, FM and Telesets Hit Highs 


.UMMER vacations, which took their 
S toll of appliance production through 
those hot months, were mostly a 
fond memory by September, and the 
figures for the month show that people 
really got back to work. In fact, the 
figures show that the vacation factor 
was more than accounted for in many 
lines where shipments reached new 
highs. Invigorated workers broke pre- 
vious records in ranges, washers, iron- 
ers, television receivers and FM-AM 
sets, and nudged the earlier peaks in 
refrigerators and vacuum cleaners. 

\ccording to the member companies 
of the National Electrical Manufactur- 
ers Assn., range production picked up 
speed from a July low of 66,454 to hit 
69.131 in August, then shifted into 
high for a record-breaking 103,246 in 
September, shoving June’s 99,833 units, 
a previous high, out of the limelight. 
The grand total of ranges manufac- 
tured in the first nine months of the 
yeat was 725,431. 


Refrigerators Turn on the Heat 


The same association’s members in 
the refrigeration industry showed 
proof that they were bouncing back 
from the August drop-off to 213,901. 
If the September total of 290,082 
didn’t beat the June high of 291,464, it 
could be disqualified only on a tech- 
nicality. It brought the nine-months 
total for refrigerators to 2,258,874. 


Agitated Washers 


Corrected and revised figures from 
the American Washer and Ironer 
Manufacturers’ Assn. are offered as 
evidence that household washer and 
ironer sales, continuing at the highest 
rate in history, broke through to new 
all-time records in September. In 
standard-sized washers, August’s total 
(corrected) of 279,229 gave way to an 
emphatic increase which sent the Sep- 
tember figure up to 354,094, thus 
eclipsing the June total of 314,705, 
which had stood as the record. The 
month of September last year had to 
be satisfied with a sales total of 184,- 
215 units, a far cry from this year’s 
ninth month. Sales of portable wash- 
ers with a capacity of three pounds, 
dry weight, added 41,287 units in Sep- 
tember, nearly equal to August’s 43,- 
434, but no serious threat to the 50,000 
figures of January and February. 
Nine months totals for standard-sized 
washers amounted to 2,669,788 units, 
which all by itself surpasses the 2,023,- 
981 sold all last year. 


Nine months sales totals of manufacturers’ 


associations show general increase; cleaners 


and refrigerators approach previous highs. 


By James Bolger 


Ironers were a member of the rec- 
ord-breaking elite. September’s 53,277 
units overshadowed the 52,025 reported 
for June, and were well in front of 
sales of 47,577 in August. Last year, 
September saw the sale of only 13,413 
ironers. The first three quarters of 
this year make 1946 look a little silly; 
through September 411,074 ironers 
had been sold, while it took all of last 
year to work up to the total of 124,616. 


Cleaners Near 3 Million 


When C. G. Frantz, secretary- 
treasurer of the Vacuum Cleaner 
Manufacturers’ Assn., saw that Sep- 
tember sales were right on the heels of 
previous leading months with 328,630 
units, he felt no hesitation in predict- 
ing that October would see the 3-mil- 
lion-unit mark passed for 1947 sales. 
The three-quarters total was brought 
up to 2,720,292 by the September fig- 


ures, and it looked as though Mr. 
Frantz would be in little danger of 
being called a false prophet. Septem- 
ber sales easily beat August’s 279,237, 
and were 'way over the 216,219 sold 
in September of 1946. 


Video Holds Its Own, and More 


According to member companies of 
the Radio Manufacturers’ Assn., a 
steady increase was shown by televi- 
sion set figures, although it is not so 
startling as it might appear at first. 
From 12,283 sets made in August the 
total shot up to 32,719 in September, 
but 16,991 were manufactured previ- 
ously and unreported until September. 
Still, production is obviously climbing, 
as shown by the fact that third quarter 
television set production represents a 
gain of almost 10,000 over the com- 
bined first and second quarter output 
and was more than eight times as 


“OH, OH—THERE GOES THE CRITIC FROM THE DAILY CLARION!” 
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great as the 6,476 receivers manu- 
factured in the whole of last year. Of 
the September sets 23,185 were table 
models and over 7,000 were consoles. 
The first nine months ended with a 
corrected total of 101,388 video sets 
so far in 1947, 


FM §S r Complaint Over 


FM recovered nicely from a slight 
summer setback with a rise to 90,546 
units from the August total of 72,014. 
Of these, 21,186 were table models; 
614 consoles; 289 table model radio- 
phonograph combinations, and 68,457 
radio-phonograph combination  con- 
soles. As far as receivers of all types 
are concerned, RMA member com- 
panies made 1,339,980 of them in Sep- 
tember as compared with 1,265,835 in 
August and registered the highest 
monthly record since April’s 1,759,723 
sets were produced. 


What the Others Are Doing 


Production is proceeding apace in 
other appliance lines, too. In Septem- 
ber 77,494 water heaters were pro- 
duced, bringing the nine-months total 
up to 604,998. The six companies who 
reported on roasters and broilers set 
the roaster figure at 19,765 for Sep- 
tember and 243,677 for the first three 
quarters; and for broilers, the Sep- 
tember figure was 9,590 and the nine- 
months figure was 30,138. Stokers 
haven’t been doing so well this year as 
last, but August factory sales of 9,439 
were ahead of 7,472 in July. The total 
for the first eight months of this year, 
which stands at 43,576, is far below 
the same period in 1946, which mus- 
tered 130,072 sales. 


The Picture to the North 


Canada’s refrigerator deliveries kept 
dropping, according to the Division of 
Census of Industry and Merchandis- 
ing. July’s 6,638 units were a slide 
from previous figures, and the August 
total of 5,713 was even more discourag- 
ing. Figures were above last year, 
though, with the eight-months amount, 
61,066, nearly double the same period 
of 1946. The low production trend is 
counterbalanced, as far as Canadian 
consumers are concerned, by rising 
imports from the U. S. Washing ma- 
chines increased from 14,425 in July 
to 17,799 in August; 126,881 have been 
made for the first eight months of the 
year, as compared with 78,588 in the 
same period last year. 
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IN GOOD SPIRITS are, in the usual order: Roy H. Knox, advertising manager of 
Birmingham Electric Co.; A. Clay Stewart, Kentucky Utilities Co.; and H. E. Cox, 
vice-president of Birmingham Electric Co. 


1948 Sales Plans Highlight 
Southeastern Conference 


Speakers stress need for better sales train- 
ing, market planning and public education 
to maintain electrical industry's position 


Selling pla Ie 1948 highlighted the 
annual general sales conference of t 
Southeastern KElectri | ange, held 
Oct. 30-31 t Biltmore Hotel at 
\tlanta 


Even in his opening remarks, Con 
terence hairman James F Crist, Vice 
president of the Southern Co., Atlanta, 
told his hearers that “selling is the 
thing that made the electrical industry 
great and selling is the thing that is 
going to keep it great.” From there 
out, speaker after speaker stressed the 
importance of sales planning, touching 
on new ideas and plans which the utili 
ties or manufacturing concerns they 
represented had under wav for the next 
12 months 

Ralph P. Wagner, vice-president of 
the New York Power & Light Corp., 
and chairman of the Edison Electric 
Institute commercial section, declared 
the reasons for the continuance of 


meetings and for training sales staffs 


even ma da\ Vie! sale s were al Cas 


matter, were manttold. One great rea- 
son constant attention to sales 
given by Mr. Waen is because “we 
had a 1929,” 


Phe ise of selling during the past 
few years, he declared, “has made sell 
ng a lost art. The average utility sales 
anager would starve to death if he 
al to go into selling soap or ciga- 
rette The day will come when we 

ill have to work for new loads and 
ve won't get them if we don’t have 
hard-hitting and efficient sales staffs.” 


Sales Course Popular 
Mr. Wagner, in outlining the work 
projected by the E.E.L, pointed out 
that more than 200 companies now 
vere using the E.E.I. sales training 
course and that thousands of salesmen 
and utilities personnel were using it. 


THE SERIOUS SIDE takes precedence with, left to right: Hugh G. Isley, general 
sales manager of Carolina Power & Light, Les M. Taylor, vice-president of Missis- 
sippi Power & Light Co., and vice-chairman of the General Sales Conference, and 
S. S. Bradford, promotion manager of Potomac Edison Co. 
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\ planned lighting program costing 


about $150,000 is being readied for 1948, 


Mr. Wagner said, citing the fact that 
several observers have predicted a 
revolution in lighting during the next 
few years which will be comparable to 
the changeover from old fashioned gas 
lamps to electric lighting. Other plans 
being developed by the institute, he 
said, included a highly intensified pro- 
gram for the sale of electric kitchens. 
He cited the threat of gas companies 
in this field and warned that the pro- 
motion of electric kitchens will have 
to be kept at a peak. 

In a talk concerning the transition 
from sellers’ to buyers’ market, T. J. 
Newcomb, sales manager of the West- 
inghouse electric appliance division, 
said, “Many observers go so far as to 
predict that the first part of 1948 may 
be no better than 1947—but this may 
be the greatest stabilizing influence our 
industry ever had.” 

If one assumes that the industry had 
heen producing at the rate predicted, 
Mr. Newcomb said, “it is quite pos- 
sible we would now be in an over- 
saturated market. As it is, we are in 
a healthy condition and face another 
Yet Mr. Newcomb 
lefied anyone to point to a single manu- 
acturer who hasn't griped about his 
inability to produce more. 


year ot the same 


Markets Explained 


Chere are only two kinds of market, 
Mr. Newcomb declared, a sellers’ and 
buyers’ market, both of which are allied 
vith supply and demand. <A _ buyers’ 
market is in the offing, he said, “but we 
yon't need great miracles to pull us 


out of it. A simple, frank, realistic ap 
yroach will serve much better. 

“As an insurance policy we should 

«© working on adequate wiring. The 

real limiting factor will be ‘circuit 

saturation’ 1 spite of all that has 

heen done, we still seem to be Wirt fully 

united in an approach to the public 

it \dequate wiring is the thing 

can all be selling now; it is insur- 


ince against the buyers’ market. 
“Consider that we are selling tl 
t and most powerful product in th 
It is the easiest, fast- 
est, cleanest and best product and it 
ivors no race, creed or station in life. 
lhe public will continue to want our 
product even when it is pleutiful . 
So let's face the buyers’ market, but 
wot get panicky about it... We don't 
need miracles, we only need three fun- 


hes 


world—cnergy. 


damental clements: (1) a continuance 
of the production of electrical energy 


and the products that everyone can use; 
(2) a strengthening of adequate wiring 
and (3) a strong, well-trained sales 
organization.” 

Speaking on “Appliance Marketing 
Problems,” Gerald Hulett, vice-presi- 
dent, Electromaster, Inc., declared the 
worst problem today was not market- 
ing but production and allocation. He 
said the allocation problem was com- 
parable to one in which a man tried to 
pay $400 worth of bills with a $100 
bank account. He declared he could 
see no abatement in the demand for 
major appliances in the near future. 


Margin Question Cited 


“One problem that must be solved is 
the question of margin,” said Mr. Hu- 
lett, pointing out that on most appli- 
ances, dealers and distributors — and 
perhaps manufacturers also — were 
working on less margin than before 
the war. The dollar margin probably 
is satisfactory, he said, but turnover 
goes with this dollar margin. Increased 
efficiency in production probably will 
help the manuiacturer but the dealer 
and distributor are going to have to 
have more money to do the job at their 
end, he declared 

Other problems cited by Mr. Hulett 
were budget selling after controls are 
lifted, and the cost additions that creep 
into merchandising such as taxes, ad 


vance | advertising rates, etc. 
(Continued on page 96) 


TALKING THINGS OVER are Ralph 
P. Wagner, vice-president of New York 
Power & Light Corp., and chairman of 
the Edison Electric Institute Commercial 
Section, and T. J. Newcomb, sales man- 
ager of Appliance Division of Westing- 
house Electric Corp. 


THIS HAPPY GROUP includes, left to right: John W. Talley, executive secretary, 
Southeastern Electric Exchange; Gus Jaeger, Hotpoint, McGregor Smith, president of 
the Southeastern Electric Exchange and president of Florida Power & Light Co.; 
R. S. Bell, Commonwealth & Southern Corp.; and James F. Crist, vice-president of the 
Southern Company and chairman of the General Sales Conference. 
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The phone and the plane put us next door to your plant. When 
you need custom made technical ceramics in a hurry, reach for 
your phone and see how quickly we can serve you. 

We can now handle a limited number of rush orders for die 
pressed, extruded and machined AlSiMag. 

For 46 years we have had an enviable trade reputation for 
delivering ‘‘What you want, when you want it.'’ The war im- 
proved our ability to give you what you want. But it damaged 
our reputation for ‘When you want it.”’ 

We are fighting hard to regain that reputation. Expansion has 
been continuous. We now have, we believe, the world's largest, 
best equipped and best manned plant devoted exclusively to the 
manufacture of custom made steatite ceramics. Phone, wire or 
write and see how well and how quickly we can serve you. 


46TH YEAR oF 


AMERICAN LAVA CORPORATION 


CHATTANOOGA 5, TENNESSEE 


SALES OFFICES: ST LOUIS, MO., 1123 Washington Ave., Tel: Garfield 4959 ¢ CAMBRIDGE, MASS., 38-B Brattle St., Tel: Kirkiand 4498 PHILADELPHIA, PENNA. 1649 N. Broad St., Tel: Stevenson 4-2823 


NEWARK, N. J, 671 Broad St., Tel. Mitchell 2-8159 e CHICAGO, 9 S. Clinton St., Tel: Central 1721 ¢ SAN FRANCISCO, 163 2nd. St., Tel: Douglas 2464 @ LOS ANGELES, 324 N. San Pedro St., Tel: Mutual 9076 , 
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Reversible cord... 
always out of the way, 
especially convenient 
for left handed ironers 
10,000 evyele... 
reversing connection 
tested to more than a 
million swings. 


Cast-in heating elements... ar 
practically indestructible ... 
one in toe, one in main sole... 
connected by flexible nichrome * 
bus bars. u 
fe 
0 
j 
Fully enclosed handle... 
protects fingers from burns. 
Dependable fabric dial. .. 
controls unusually accurate 
thermostat, provides proper 
temperatures for any fabric. 
Ventilated deck . . . deflects 
heat, keeps handle comfortably 
cool even after hours of ironing. 
Heavily chromed bonnet 
...extends over rear of sole 
plate to form steady end stand. 
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TipToe is a great iron . . . for selling as 
well! Even without the TipToe, the iron has 
outstanding, potent selling points! 

Its light weight amazes every woman the 
first time she lifts it... tells her right away 
that TipToe means less work, and good bye 
to backaches, stiff arms and strained wrists. 

The powerful heating elements, cast-in 
the all-aluminum base, deliver a flow of heat 
that flattens any fabric without pressure or 
re-working the same surface several times. 
The big soleplate covers more area, does 
more with less effort and less time. 

The big sculptured Bakelite handle has 
the right “feel” that men recognize in a fine 
tool, gun, or fishing rod . . . doesn’t need to 
be tightly gripped, is held comfortably and 
easily in a dozen positions ... has a Bakelite 
base underneath to shield fingers from hot 
metal or metal heat... stays cool because 
the ventilated deck dissipates heat before it 
reaches the handle! 


Awp then there’s TipToe, an exclusive 
advantage and a basic patent, a brand new 
contribution to greater utility . . . in the 
jointed soleplate that permits the toe to be 
used as a small iron on fine work—with 
four-fifths of the ironing surface slanted up 


off the fabric, removing any risk of scorching. 


Mfg. Co... . makers 
of famous locks and builders’ hardware since 1868 


Two-irons-in-one! .. . the 
hinged sole plate —flex tested 
over 2,000,000 times — permits 
the toe to be used on fine work 
while the major part of the 
ironing surface is lifted off the 
fabric ...can’t scorch or muss 
areas already ironed. 


Tip 


The only thing wrong with TipToe is that 
it must be used to be fully believed! Watch 
the women sell themselves when the iron is 
demonstrated! And if they can’t buy one 
then—watch them come back when they 
save or raise the price! And see your sales 


grow as one woman sells another! 


Wa T's more... TipToe has a six dollar 
plus profit that makes it worth selling— 
worth demonstrating its special features! 

In store after store where TipToe is sold 
properly ... it isn’t very long before it 
leads iron sales in dollar volume, produces 
a major appliance profit, earns two to three 
times as much as other appliances per square 
foot of floor space occupied! 

And TipToe stays sold—doesn’t come 
back for credit, rebate, repairs, or service! 


Women are fed up with makeshift, half- 


baked, badly made appliances—junk at high 
prices! But they still buy quality and value! 

Stock TipToe, sell it right .. . and you'll 
find the appliance business isn’t as bad as 
it’s cracked down to be! If your distributor 


ask 


hasn’t asked you to order TipToe yet 
him why he’s holding out! 

Tue Yale & Towne Manufacturing Co., 
Electric Appliance Division, Empire State 


Building, New York. 
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en THE €VERHOT LINE 


Everhot Roaster-oven Everhot Rayvector Everhot Fan and Heat 
0 Th om | beater room het | Everhot Air Flo Heater 
‘ ting ne Dua ervice ir A fa type unit. Smart 
act =beautifu styling, quick, light and 
ficient. Sells on sight. 
NE 
Everhot Timer Clock Everhot Electric Blanket Everhot Roasterette Everhot Rangette 
ne i hor ue rhe ni cooking 
appliance ili VAT ing ten \ thousand of 
ement Ila Hag cost nd item 


No carillon or chime makes sweeter music than the bell 
on the cash register. And that Happy New Year bell will 
ring through the twelve months for appliance dealers 
who stock the comprehensive—every season—Everhot 
line. Available . . . dependable . . . nationally advertised. 


THE SWARTZBAUGH MFG. COMPANY 


TOLEDO 6, OHIO - ESTABLISHED IN 1884 


PRODUCTS 


ROASTERS... HEATERS...APPLIANCES 


PAGE 96 


Southeastern Conference 


CONTINUED FROM PAGE 


Sam B. Williams, manager of cus- 
tomer relations, Sylvania Electric 
Products, Inc., in outlining the import- 
ance of a sales department to each 
utility, cited figures which he said 
showed management should be con- 
cerned with getting an adequate re- 
turn on the seven billion dollars in new 
installations planned in the next five 
years. Higher electric rates may be 
part of the answer, he said, but in gen- 
eral, the answer must be in more care- 
ful planning for the new load acquisi- 
tion. 

Most of the other speakers during 
the two-day session brought up prob- 
lems which the utilities faced in the 
present day market. A survey of the 
industry in 1926, 1946 and 1961 was 
drawn by W. J. Hermann, rate analyst, 
Commonwealth & Southern Corp.; 
David M. DeBard, vice-president, 
Stone & Webster Corp.; advised the 
utilities on “If I Were A Customer Of 
Yours”—a talk aptly illustrated with 
pertinent slides—and P. D. Brooks, 
assistant manager sales department, 
Ebasco Services, Inc., spoke on the 
commercial sales organization and its 
operation. 

The heat pump, still a topic of great 
interest, was discussed by E. R. Am- 
brose, American Gas & Electric Serv- 
ice Corp. Mr. Ambrose told his 
hearers that the heat pump had now 
moved into the commercial field, and 
outlined many aspects which engineers 
iad developed for possible use in that 
field. The agricultural angle of the 
conference was developed fully by 
Frank E. Watts, of Farm Journal. 
Said Mr. Watts, “a new era is opening 
in agriculture . . . an era of electrical 
living” which challenges the utilities 
with its demand for fulfillment. 


Other Speakers Listed 


Community development which com- 
bines agricultural and industrial fea- 
tures was discussed by Dr. Paul W. 
Chapman, dean of the college of agri- 


culture, University of Georgia, while 
E. R. Dunning, vice-president, N. W. 
Ayer & Son, New York, revealed the 
results of a national opinion survey 
conducted by his firm for the electric 
companies’ advertising program. 

Three talks wound up the final 
afternoon session of the conference. 
They were made by J. R. Poteat, Gen- 
eral Electric; S. L. Drumm, general 
sales manager, New Orleans Public 
Service, Inc.; and R. B. Roberts, gen- 
eral sales manager, Florida Power & 
Light Co. Mr. Poteat cited the ad- 
vantages of electric cookery over 
bottled gas, Mr. Drumm discussed the 
economic outlook for the Lower Missis- 
sippi Valley, and Mr. Roberts talked 
on selective selling under present day 
conditions. 

A talk made by W. E. Saylor, man- 
ager utility division, Nash Kelvinator 
Corp., Detroit, was notable among the 
opinions expressed. 

Said Mr. Saylor: “People stop buy- 
ing a product when the price rises to 
a point where it outweighs its value to 
them. . . . I think we would be justi- 
fied in concluding that the buying pub- 
lic feels that appliances generally are 
not over-priced. . . . It would seem 
logical to conclude that prices as they 
exist today must look very favorable 
to people generally. . . . Had there 
been any question in the public mind 
as to the fairness of the prices charged 
for these products, we would not con- 
tinue to be in a sellers’ market on many 
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of these products. . . . In spite of in- 
creased appliance prices, the percentage 
of total national income being spent 
for appliances is smaller today than 
back in 1941... . It is highly mislead- 
ing, in terms of our basic economy, to 
merely compare prices as they now 
exist with prices as they were in some 
previous period. Such comparison must 
inevitably be made in terms of relation- 
ship to basic commodity values, or true 
wealth. When this is done... we 
come up with the conclusion that even 
at today’s advanced dollar prices, elec- 
trical appliances have actually declined 
in price. In other words, the farmer 
must trade fewer of his bushels of 
wheat or his pounds of cotton, for an 
electric refrigerator than back in 1941, 
and the factory worker needs work less 
time, at his current pay scale, to buy 
a refrigerator, even at currently higher 
dollar prices.” 


Radio Station Demonstrates 
FM to Chicago Dealers 


Pickups demonstrating what FM 
radio could do were given recently to 
Chicago dealers by FM_ station 
WGNB studio theater. 

Maj. Edwin H. Armstrong, the in- 
ventor of frequency modulation, said 
that after a long battle for recognition 
FM is coasting downhill at last. 

J. N. Bailey, executive director of 
the FM Association, stated that 306 
FM stations are operating today com- 
pared with 66 a year ago; 622 have 
been authorized and 123 applications 
are pending. About 1,000 FM sta- 
tions will be on the air within a year. 
Present allocations provide for the 
possibility of setting up 3,000 to 5,000 
FM stations. This compares to about 
1,800 standard broadcasting stations 
on the 550 to 1,600 kilocycle band. 
Coast to coast FM networks, using 
either beamed rays or coaxial cables, 
are possible, Major Armstrong de- 
clared. The American Telephone 
and Telegraph Co. had advised that it 
could provide circuits for such a serv- 
ice within a year. 


Reeves-Ely Gets Whole 
Control of Waring Products 


Reeves-Ely Laboratories, Inc. a 
subsidiary of Claude Neon, Inc.» re- 
cently acquired all the outstanding 
stock of Waring Products Corp., 
formerly 50 percent owned by Reeves. 
Other subsidiaries of Reeves-Ely are 
Reeves-Hoffman Corp., Reeves Instru- 
ment Corp., Hudson American Corp., 
American Transformer Co., and the 
Winsted Hardware Mfg. Co. Waring 
Products manufactures the Waring 
Blendor and the Waring Lauron steam 
electric iron. National distribution is 
through the D. E. Sanford Co. 


Nichols Succeeds Fridaker 
As President of Ozo-Ray 


Fred A. Nichols has succeeded the 
late Albert B. Fridaker as president 
and general manager of Ozo-Ray, Inc., 
Chicago, Ill. The company manufac- 
tures machines for producing ozone in 
sufficient quantities for wide usage. 


1947—ELECTRICAL MERCHANDISING 


This 
Danc 
using 
self. 
Elect 


{ 


ELE 


: \) RING IN THE NEW YEAR 
> 
| 
= 


HOW TOINCREASE PROFITS 
SEND FOR FREE DISPLAY MATERIAL 


This simple, quickly arranged display will treble your sales and profits on Gem T 0 D A Y ! 

Dandy Electric Butter Churn. Profit per unit is big enough to deserve your best display space. Dealers 

using this display in window or store report increased sales averaging more than 300%. Prove it to your- 
| self. Mail coupon today for our package of display material sent free to dealers handling Gem Dandy 
| Electric Churn. Mail that coupon right now! 


NATIONALLY ADVERTISED 
BIG PROFITS 


Gem Dandy is the world’s largest selling electric 
churn. Our national advertising in leading farm 
magazines reaches a rural readership of 16,500,000. 


This nation-wide advertising is spearheaded by 
advertisements in FARM JOURNAL, CAPPER’S 
FARMER, THE PROGRESSIVE FARMER, 
SOUTHERN AGRICULTURIST, ELECTRICAL 
MERCHANDISING, HARDWARE AGE, HARD- 
WARE RETAILER and SOUTHERN HARD- 
WARE. Dealers who tie-in with this powerful ad- 
vertising by displaying Gem Dandy Electric Churn 
say, “It sells like hot cakes.” Remember the profit 
per unit is big enough to deserve your best display 
space. Figure it out for yourself. 


DELUXE MODEL RETAIL PRICE $1995 


Recommended Dealer’s Cost $12.49 


STANDARD MODEL RETAIL PRICE 91675 


Recommended Dealer’s Cost $11.02 


Gem Dandy Electric Churns are 
adjustable to fit crock or jar up to 
6 gals. Gem Dandy Duraglas jars, 
made especially for use with Gem 
Dandy Electric Churns, are sold 
separately. 3-gal. list $1.95. 5-gal. 
list $2.45. 


Get set for a big Gem Dandy year. Order Gem 
Dandy Electric Churns and Gem Dandy Duraglas 
Jars from your distributor today. Mail coupon direct 
to us for free display material. 


ALABAMA MANUFACTURING CO. 
Birmingham 3, Ala. . 
Visit Our Booth Number 835 
NATIONAL HOUSEWARE AND 


‘ MAJOR APPLIANCE EXHIBIT 
4 International Amphitheater 
Chicago 
‘ January 15th to 22nd 
. FREE! MAIL COUPON TODAY 
4 
ALABAMA MANUFACTURING CO., | 
. Dept. A-22, Birmingham 3, Alabama 
Gentlemen: Please ship today your free package of 
Gem Dandy display material. We will use it. 
Name 
Fill the churn 4/5ths full of 
water. Put in pieces of colored 2 O U T OF 3 Address = ware 
4 film and turn on the moter to My distributor is: 
BUY GEM DANDY 
Address_. 
WORLD’S LARGEST SELLING ELECTRIC CHURN 
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© Variety of metals, minerals 
and ores of value to industry 


© Power and irrigation projects 
® Good living conditions 
© Colorful scenic attractions 


¢ Excellent rail transportation 


* One of a series of adver- 
tisements based on in- 
dustrial opportunities in 
the states served by the 
Union Pacific Railroad. 


PR nufecturers, packers and proc- Irrigation and power are supplied by 


essors will find Nevada a storehouse of several Federal projects including 


raw materials. There are deposits of cop- famous Hoover Dam. 


ver, silver, gold, zinc, lead and uranium. 
I Nevada's healthful climate, excellent 
Mineral ores and minerals include tung- ‘ , 
educational system, and a variety of 

sten, manganese and antimony ore, mag- ‘ , 
' scenic attractions contribute to the 
nesite, gypsum, sulphur, borax and ae eS 
Pics patil advantages of living in this western area. 
vanadium. Building stone and marble 


a Each year, thousands of vacationists 
= visit gigantic Hoover Dam, beautiful 
Cattle, sheep and poultry raising are ex- . 
et ae Lake Mead and near-by picturesque 
panding agricultural pursuits and there . 
Las Vegas. 

also is some production of a variety of 

= ‘ 

grains, vegetables and fruits. Union Pacific provides top-notch freight 
and passenger transportation so essential 


g to a State’s industrial development. 


Address Industrial Department, 

Union Pacific Railroad, Omaha 

2, Nebraska, for information re- 
garding industrial sites. 


UNION PACIFIC RAILROAD 


. THE STRATEGIC MIDDLE ROUTE 
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Scheduled Meetings 


CHICAGO JANUARY MARKETS 

Merchandise and Furniture Marts, 
Chicago, Ill. 

January 5-17 


AMERICAN WASHER & IRONER 
MERS. ASSN. 

Morrison Hotel, Chicago, Ill. 

January 6 


NATL. HOUSEWARES & MAJOR 
APPLIANCE EXHIBIT 
Int. Amphitheatre, Chicago, lil. 
January 15-22 
A. W. Buddenberg, Exec. Sec’y., Lisk- 
Savory Corp., Chicago 


NATL. ELECTRICAL RETAILERS 
ASSN. 


Hotel Sheraton, Chicago, III. 
January 19-21 


LOS ANGELES WINTER MARKET 

Los Angeles Furniture Mart, Los An- 
geles, Calif. 

January 26-30 


8TH INT. HEATING AND 
VENTILATING EXPOSITION 

Grand Central Palace, New York, 
N. Y. 

February 2-6 

American Soc. of Heating and Venti- 
lating Engineers 

48TH ANNUAL CONVENTION & 

HARDWARE SHOW 

Pa. & Atlantic Seaboard Hardware 
Assn. 

Convention Hall, Philadelphia, Pa. 

February 9-12 


San Diego Show 
Sold Out Early 


Within 24 hours after space reserva- 
tions were opened for the 10th Annual 
Electrical and Home Appliance Show 
of the San Diego Bureau of Radio and 
Electrical Appliances, the show was 
completely sold out. Since then, the 
problem of Clark Chamberlain, secre- 
tary of the Bureau, has been to adjust 
the limited amount of space in the 
Federal Building of Balboa Park to 
the demands. The show is being held 
December 2 through 7. 


Lesson in Salesmanship 


REVERSE DEMONSTRATION of its 
cleaner makes it possible for the Premier 
Vacuum Cleaner Division of General 
Electric to show customers just how the 
sweeping action picks up dirt, as E. A 
Hamala (left), advertising manager of 
the division, recently explained to Miss 
Mildred G. Arnold formerly assistant ed'- 
tor of the home making department of 
the Ladies’ Home Journal at the ‘t- 
Louis Home Economics Convention. 
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SESSIONS ELECTRIC CLOCKS 


YOU COULDN'T FIND a grander last-minute gift item than 


Sessions self-starting electric clocks. 


Here are gifts of proven popularity with the prestige of 
a very famous name, and national advertising behind them. 
They combine usefulness. beauty and charm — all the virtues 
of glorious Christmas gifts. 


In order that they can be shown to best advantage through- 
out the holiday season and afterward, too, Sessions has pre- 
pared, and offers free to dealers, a “Catnapper” display that 
will be an ornament to any counter or window. Sessions 
advertises these fine clocks in large space in such popular 
national consumer publications as The Saturday Evening 
Post, Life, Good Housekeeping. The American Magazine and 
the Christian Science Monitor Magazine — a total of almost 
15 million advertising messages to help you sell Sessions 
at Christmas! 


It’s a setup you can’t afford to miss. Make sure you 
have your “Catnapper” display and set it up early — 
tell your sales people to talk up Sessions fine clocks 
—and you'll boost volume throughout the whole 
holiday season! 


Sessions Clocks 


SELF-STARTING- ELECTRIC 


The Sessions Clock Company, Forestville, Connecticut 
In Chicago: The Merchandise Mart; In San F. ii Ww. Merchandise Mart 
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help more 
Cory Coffee Brewers 


and keep 


An electrical heating appliance is no better than its heating element — which is 
the heart of the appliance. 


NICHROME long-life HEATING ELEMENTS are the very heart of good electrical appliances! 
For 35 years they have been the standard of comparison, assuring consumers and retailers 
a lifetime of dependable trouble-free operation. The Cory Corporation, to promote consumer 
satisfaction and build sales and continuing good-will for retailers, depends on NICHROME. 
Their unique “High-Low” Coffee Brewer does double duty, by means of NICHROME heating 
elements which provide a choice of two heats—one for quick coffee brewing, one low for 
keeping it piping hot. 

Because NICHROME'S quality features and consumer benefits will help you sell more electrical 
appliances ask your manufacturing sources to use NICHROME long-life HEATING ELEMENTS 
in the appliances you purchase. Be sure to specify NICHROME for although there are other 
nickel-chromium combinations, there is only one NICHROME and it is made only by — 


Driver-Harris 


COMPANY 
HARRISON + NEW JERSEY 


BRANCHES: Chicago © Detroit © Cleveland « Los Angeles © San Francisco © Seattle 
The 8. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada 


“Trade Mark Reg. U.S. Pat. Off, 


FROM ALL POINTS of view, the new 
four 60-watt lamp package is an eye- 
catcher, say General Electric officials. 
The blue and yellow container is about 
the size of a conventional frozen food 
package, will reach dealers early next 
year. 


Press Sees New G-E 
Four-Bulb Lamp Package 


General Electric’s newest offspring, 
a four bulb lamp package, was de- 
livered to the press last month in the 
Blessed Event Room of the Stork 
Club, New York. 

Conception of the new package was 
not easy, said G-E officials, but was 
the result of an intensive 500,000-lamp 
preference survey conducted in five 
medium sized communities. Early de- 
signs submitted included one that 
“looked like a truncated pyramid.” 
The new blue and yellow carton, con- 
tains two smaller wrappers, each of 
which holds two bulbs. According to 
G-E, the package will make it easier 
for consumers to buy, carry and store 
lamps. It is claimed that the package 
will make space savings ranging from 
10 to 25 percent for shippers, ware- 
housers, wholesalers, and lamp mer- 
chants. 

The four-bulb package was decided 
on after tests of containers holding 
irom three to six lamps. It is ex- 
pected, says G-E, that the package will 
lend itself particularly well to self- 
service sales because the average 
serve-self shopper shows a marked 
preference for a unit of sale not 
greater than four lamps. 

W. H. Robinson, Jr., manager of 
advertising for the G-E Lamp De- 
partment, said that the 60-watt package 
would be in the hands of dealers and 
wholesalers by January. A 100-watt 
package and a 40-watt package will 
follow. 


Palley Mfg. Expands 
Production Facilities 


Construction of a one-story addition 
to the Palley Mfg. Co. plant in Pitts- 
burgh, Pa., was commenced recently 
in a move to expand the manufactur- 
ing and warehousing facilities of the 
steel kitchen producing firm. 

According to J. Lewis Palley, presi- 
dent, original plans were to move the 
entire factory out of town, but in line 
with the city’s current programs to 
attract new industries and retain its 
old ones, Mr. Palley, who is president 
of the Smaller Manufacturers Council, 
a Chamber of Commerce affiliate, de- 
cided to remain. 
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gest KNOWN, MOST ADVERTISED BRAND 


GREATEST CONSUMEp DEMAND 


ON FEATURES, 
REPUTATION 


; NEW PHILCO FOOT CONTROL The Most Powertul 


ed A sensational feature to demonstrate—just step on it to tune in pro- 


ot grams and change stations. No need to take your hands from the wheel Selling Advanta ges in the 


or your eyes from the road. Optional equipment. Profitable sell-up. 


f 
: Auto Radio Busi 
Ufo Kadio business 
att 
rill 
... YOURS FROM PHILCO, THE LEADER 
It’s smooth-selling a// the way—when you promote the 
new 1948 feature-packed Philco Auto Radios. Spectacular 
selling features and values at every price level! Custom- 
“ styled installations for all modern cars! DeLuxe and 
tly popular-price models; automatic and manual tuning; with 
= and without separate speakers! In addition, with Philco 


you have no service problems. The famous nationwide 
esi- Philco Auto Radio service organization provides quick 
_ NEW PHILCO ELECTRONIC TUNING nearby installation and maintenance service by factory- 


trained experts. It leaves you free to concentrate on SALES 


Ma Adds a new fascination to push-button tuning, as you hear and see ‘ded b ful Phil Seuia 4 ener 

the stations click by. War-developed invention gives the most accu- ~ 
cil, rate, positive station indexing ever achieved. Fool-proof; jam-proof. Campaigns tO help Sting Huyers your spore. Asx your 
de- Philco Distributor about the sizzling new local coopera- 


tive advertising plans for Philco Auto Radios—just out! 
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C HECK the features empha- 

sized here, and you'll see why 
Signal Kitchen Vent Fans are 
popular with the trade and cus- 
tomers alike .. . features that all 
point to more sales . . . a quality 
product popularly priced to actu- 
ally meet the demand for a 
kitchen necessity . . . an item 
needed the year ‘round. 


Beside the features shown here, 
opening and closing of the door 
with the handle starts and stops 
the motor—and opens and closes 
the shutters. 


Find out more about Signal 
Kitchen Vent Fans. Write for 
catalog information now! 


CAN BE INSTALLED 
SIGNAL ELECTRIC MFG. CO. 


1 Offices in all principal cities 
MENOMINEE, MICHIGAN 
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MOBILE SURVEYS for television installations in the Cincinnati area are conducted 


by General Electric Supply Corp. for dealers with this new truck. Left to right: 
Fred Bauer, Carl Evans, Alfred Hull, Chris Karaponda, C. D. Logan (manager of 
the product service division), and Robert Riebling. 


N.Y. Edison Allows 20% Down, 
36 Months for Essential Items 


Other Appliances at 
25% Down, 18 Months 


First of the electric utilities to an- 
nounce eased credit terms since the 
relaxation of Regulation W was New 
York’s Consolidated Edison Co., which 
last month declared that henceforth 
“high necessity” appliances can be ob- 
tained with a down payment of 20 per- 
cent with 36 months to pay and that 
other appliances will be sold on a 25 
percent down and 18 months to pay 
basis. 

E. F. Jeffe, vice-president in charge 
of sales, said that the new credit 
schedule would be used by the utility's 
cooperating appliance dealers in co- 
operation with 21 banks and one fi- 
nance company. 

The only appliances which may be 
bought on a 20 percent down payment 
with 36 months to pay are refriger- 
ators, ranges, washing machines and 
ironers. Dishwashers, unit air con- 
ditioners, vacuum cleaners, sewing 
machines, radios, radio-phonographs, 
and all other appliances require 25 
percent down and payment within 18 
months, 


Television a Separate Group 


Under the plan, television sets are 
a group by themselves. Purchasers 
must make a 25 percent down payment, 
plus all installation charges, and are 
expected to pay the balance within 18 
months. 

In addition to these restrictions the 
utility declared that in order to obtain 
the terms the unpaid balance on any 
item after the down payment must 
total at least $35. A minimum financing 
charge of $4 is imposed on any time- 
purchased item and a minimum 
monthly balance of $5 must be re- 
turned. 

Said Mr. Jeffe, “We don’t intend to 
enter into any competition on credit 
terms. We want to make it easy for 
the consumer to buy, but we also want 
to keep our dealers on a sound footing. 
A substantial down payment is one 
certain way of assuring that low-in- 
come families will not over-extend 
their standard of living.” He added 
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that he thought the offered terms are 
“lenient enough” in view of the present 
high volume of business. He cautioned 
consumers against accepting easier 
terms without careful investigation 
into the product offered. Some dealers, 
he said, might attempt to use low terms 
as a means to get rid of over-priced 
or off-brand merchandise. 

He explained that, with the excep- 
tion of necessity appliances and some 
brands of pop-up toasters and mixers, 
appliances are now “free of backlogs.” 


Freshn’d Aire Salesmen 
See New 600 Humidifier 


The 32 members of the Freshn’'d 
Aire Co. sales force who met recently 
for a three-day national sales meeting 
in Chicago heard officials present the 
company’s newest product, the model 
600 humidifier and discuss 1948 promo- 
tion plans for the product and the 
firm’s electric air circulators. J. W. 
Alsdorf, president, introduced the 
humidifier. H. Hartmann, assistant 
general manager, stressed that all com- 
pany men must be familiar with the 
details of the humidifier and N. H. 
Schlegel, director of advertising and 
sales promotion, detailed plans for sales 
promotion and advertising. He said 
that the theme “better health” was 
being carried out in all direct mail, 
trade paper and consumer advertising. 
D. B. Huggard, sales manager, out- 
lined the sales strategy. 


Clawson Named President of 
Porcelain Enamel Institute 


C. D. Clawson, president of Ferro 
Enamel Corp., was named president of 
the Porcelain Enamel Institute at the 
organization’s recent 16th annual meet- 
ing in Cleveland, succeeding Richard 
H. Turk, vice-president of Pemco 
Corp. 

Before joining Ferro Enamel in 
1930. Mr. Clawson was associated with 
A-B Stoves, Inc., Republic Metalware, 
and Chicago Vitreous Enamel Prod- 
uct Co. 
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TO MY FAVORITE HELPERS... 
ALL YOU WONDERFUL 


Manning Bowman DEALERS!” 


With deliveries of famous Manning-Bowman quality 


appliances now better than before the war (though still 
slightly behind current record-breaking orders) ...this 


Christmas promises a brighter opportunity than ever 
I PI 


for dealers who feature The Line That’s Always In Demand! 


Manning, Bowman & Co., Meriden, Conn. 
In Canada: Manning, Bowman & Co., (Canada) Ltd., Oakville, Ont.y 
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inner shell 


broiler reflector 


; anti-splash guard light reflector 
knobs & control 
deep well cooker handles 
heat 


SOD 


reflectors — 


broiler pan 
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The high heat reflectivity of 
aluminum reflectors beneath the 
electric heating elements throws 
more of the heat up against the 
kettle bottoms, makes each kilo- 
watt of electricity do more cook- 
ing. These aluminum reflectors 
are easy to keep clean and bright. 

Aluminum oven liners and oven 
shells for table-top broilers are 
attractive and easy to keep clean. 
Throw more light into the oven 
for food inspection during cooking. 

Deep well cookers are readily 
made as one-piece stampings of 
aluminum . . . usually Alcoa 
Aluminum. There are no seams 
to catch and hold spilled food 
... cleaning is easy. 

For waffle irons, hot plates, 
sandwich makers, and other kitch- 
en equipment, the light weight of 
aluminum gives greater port- 
ability, means less dead weight 
to carry from kitchen to porch 
or picnic table. 

You'll find many aluminum 
parts . . . usually made from 
Alcoa Aluminum .. . on the kitch- 
en equipment in your store. Tell 
your prospects where aluminum 
is used . . . it’s a whale of a sales 
point. ALUMINUM COMPANY OF 
America, 1860 Gulf Building, 
Pittsburgh 19, Pennsylvania. 
Sales offices in leading cities. 


MORE PEOPLE WANTMORE ALUMINUM FOR MORE USES THAN EVER 


Committee Plans Drive 
for Dryer Facilities 


The next five years of activity jp 
residential building will largely de. 
termine market opportunities fo, 
twenty years to come in various ap. 
pliance and household equipment fields, 
says the new Dryer Committee of the 
American Washer and Ironer Mfrs. 
Assn. If the committee has its way, 


MAKE WAY FOR DRYERS, says the 
Dryer Committee of the American 
Washer and lroner Mfrs.’ Assn., which 
met for the first time in Chicago. Stand- 
ing is Howell G. Evans, vice-president, 
Hamilton Mfg. Co., chairman; seated, 
left, Edward C. Doll, executive vice-presi- 
dent, Lovell Mfg. Co.; right, P. Eduard 
Geldhof, vice-president, Nineteen Hun- 
dred Corp. 


proper provision for installing auto- 
matic household washing dryers will 
be made in houses to be erected from 
now on. To get it, the committee will 
conduct a special program for the in- 
formation of architects and editors. 
The committee’s first meeting was held 
recently in Chicago, with Howell G. 
Evans, vice-president of the Hamilton 
Mfg. Co., as chairman: working with 
him are Edward C. Doll, executive 
vice-president, Lovell Mfg. Co., and 
P. Eduard Geldhof, vice-president, 
Nineteen Hundred Corp. 


Consumer Debt 
At High Point 


Consumer time buying rose to rec- 
ord high in August according to a re- 
port of the Federal Reserve Board. 
Topping a July high, the month of 
August had an increase of $155,000,000, 
bringing the total outstanding at that 
time to $11,216,000,000. Nearly all of 
the 1 percent gain is attributed to an 
increase in installment indebtedness, 
despite the fact that credit controls 
would not be lifted until November. 
Purchase of such items as automobiles, 
refrigerators and washing machines 
contributed much to the rise. 

Loans repayable in installments in- 
creased 2 percent in August, and the 
end of the month these totalled $3,029,- 
000,000, an advance of 48 percent over 
a year ago. While automobile insta!l- 
ments outstanding rose 5 percent, other 
installment sale credit outstanding 1n- 
creased nearly 3 percent, to a total of 
$1,201,000,000 or $471,000,000 above 
last year. 

Charge accounts, formerly largest 
single item of consumer credit, dropped 
to second place, with credit outstand- 
ing at the end of August of $2,76!,- 
000,000, 14 percent higher than a year 
ago. 
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hardware and fittings 
handles 
ALCOA 


REG. U.S. PAT. OFF. d 


*According to Importiol Authentic Survey 


ADVERTISING AND SALES PROMOTION MATS, 
of ‘CAMPAIGNS OF COOKERS” DISPLAY CARDS, WINDOW 
AND PRESSURE COOKERS STREAMERS, TOP-O-COOKER 
WILL HIT A “NEW HIGH” BETWEEN DISPLAYS, PAMPHLETS ETC.! 
NOW AND THE END OF THE YEAR — WRITE: Advertising Department 


29 . — WORLD'S LARGEST MANUFACTURER OF PRESSURE COOKERS AND CANNERS 
ver BRANCH WIS., LOS ANGELES, 
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BIG IN VALUE 
BIG IN PERFORMANCE 
BIG IN SALES APPEAL 


The famous Thermador Portables 
can make this Your biggest year in 
heater sales! Your customers know 
that Thermador stands for quality, 
for longer service, for efficient opera- 
tion... for the solution to every port- 
able heating problem in homes or 
commercial buildings. You'll find that 
ThermadorPortables mean more prof- 
its and new friends...write for full 
information Topbay! 


Radiant warmth for every cold corner; provides 
instant electric heat, conserves space, is ex- 
tremely light and portable. Features economical 
operation of 1320 watts at 120 volts A.C. 


LIST PRICE 1995 


fine Govt. Tox) 


HERMADOR 


A portable electric heater that pro- 
vides forced-air warmth in winter, 
cooling circulation in summer. Com- 
pact...safe... beautifully designed 
++-Operates economically. Available 
in either 1320 watts or 1650 watts. 


=a LIST PRICE 1475 


(Inc. Govt. Tax) 


SEVEN LEAGUES AHEAD 


THERMADOR | 


ELECTRICAL MANUFACTURING CO.- LOS ANGELES 22, CALIF. 
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Florida Power Campaign Opens 
$16 Million Oil Heating Market 


Oil Space Heaters Answer 
To Electricity Shortage 


Highly satisfactory results were evi- 
dent during the second month of the 
Florida Power & Light Co.’s aggres- 
sive campaign to meet what is esti- 
mated as a $16,000,000 market in oil 
house heating equipment, according to 
company officials, 

The campaign, launched at the end 
of July, is a continuation of promotion 
begun by the company back in 1940 
when surveys revealed mounting bur- 
dens on load facilities due to the in- 
creased demand for electrical heating. 
The promotion was dropped during 
the war years but today’s demand, 
higher than ever, caused the company 
to adopt the oil space heater sales 
campaign as an answer to the problem 
until the company’s $85,000,000 con- 
struction program is completed or gets 
more strongly under way. 


Problem Answered . . . 


“In recommending oil heaters to our 
customers,” says J. H. Keele, assistant 
general sales manager, “we feel like 
we are furnishing the answer to the 
problem in the best way possible for 
house heating comfort. On the aver- 
age, there are 77 chilly days each year 
in South Florida—in North Florida, 
the average is much higher. If every 
home were equipped with an adequate 
electric heating system, the Florida 
Power & Light Co. would have a 
demand for electricity for space heat- 
ing alone which would be almost seven 
and one-half times the company’s peak 
load from all customer demands other 
than heating. The necessary construc- 
tion to supply this load would inevi- 
tably result in higher rates. 


... By Oil 


“That’s why we carefully studied 
the problem and realized that some 
answer other than electricity must be 
found for space heating in this area. 
Additional careful study showed us the 
answer was oil.” 

During the latter part of July and 
the first part of August, the company 
set up a series of sales conferences in 
Miami, West Palm Beach, Bradenton 
and Daytona Beach which attracted 
more than 800 dealers, architects and 
builders. Oil house heating exposi- 
tions held in key cities and open to the 
general public, displayed all the latest 
models of such equipment, about 60 in 
number, representing 33 different 
brands, and the attendance on those 
expositions drew thousands of specta- 
tors. 


Requests Are Heavy 


“The actual number of oil heaters 
sold at the expositions exceeded 150, 
but requests for cost estimates and 
other information, during the exhibit 
and immediately after, ran into the 
thousands,” says Mr. Keele. “A total 
of 123 car loads of oil house heaters— 
about 15,000—have been ordered since 
the sales conferences were held. Pro- 
motional material furnished by the 
Florida Power & Light Co. to whole- 
salers and retailers who attended the 
conferences, include plan and customer 
presentation books, window displays, 
counter displays, schedules of news- 
paper and radio advertising and mar- 
ket analyses. Considerably more mate- 
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rial was requested than we were able 
to furnish. 

Newspaper advertising for the cam- 
paign to date has consisted of a series 
of large ads appearing in 84 news- 
papers with a combined circulation of 
almost 450,000 readers. Radio plugs 
were used five times a week over 15 
radio stations, a total of 525 announce- 
ments which reached an estimated 
audience of one million listeners. Two 
hundred thousand printed leaflets were 
used as bill stuffers and were mailed 
to residential and commercial cus- 
tomers of the company. Bus cards 
numbering 450 were placed in the 
vehicles of seven transportation com- 
panies in principal cities of Florida. 
Window display cards were posted in 
28 company show windows, and a 
booklet titled The Bus That Came to 
Breakfast, explaining the whys and 
wherefores of the campaign, was 
mailed to approximately 25,000 Flor- 
ida Power & Light employees and 
key personnel of the territory. 


Inadequate Heating Noted 


“Of the 231,482 homes in Florida 
Power & Light Co. territory, about 
70 percent have inadequate and make- 
shift heating or no heating at all,” 
Mr. Keele points out. “So there's 
a definite market for some $16,000,000 
worth of heating installations in homes 
alone. We are aiding the dealers to tap 
this market with all kinds of sales sug- 
gestions, in addition to the actual helps 
we've provided. We also suggest good 
places where they may dig for pros- 
pects, and in many other ways we are 
going all out to help them sell oil 
house heating.” 

In the opinion of company officials, 
the campaign will be sustained for sev- 
eral years in order to reach the long 
range objectives established. 


Rosemary Seal Heads 
Western Mart Publicity 


New director of publicity for the 
Western Merchandise Mart, San 
Francisco, with its two full floors of 


ROSEMARY SEAL 


appliance displays, is Miss Rosemary 
Seal, formerly in charge of the San 
Francisco news bureau of Fairchild 
publications. Frank Runyan, presi- 
dent of the Mart, made the announce- 
ment following the resignation of 
Frank K. Cannon, who has left to 
enter the insurance business. 
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Rural electrical dealers know 
this. Asked what rural magazine 7 
would be most effective, from an F: 

advertising standpoint, in help- 
ing them sell their prospects _ 


they gave 4 
Country Gentleman a 66% lead q 
Advertisers know this. They in- 
vest more advertising dollars in og 
Country Gentleman than in any 
other farm magazine. 
art 


i 


No. 1 with FARMERS - | RURAL DEALERS - ADVERTISERS 
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SANI-WAY has 


its dealers. Y 


all the garbage down the drain.” 
SHOW that SANI-WAY pulverizes it 
and swishes it, in liquid form, into “ag. 


the sewer in a matter of seconds. ABR 


This new demonstrator is the golden magnet for your store . . . the key to every 
} former-customer home in your territory . . . the opener-upper of a vast, untouched, 
99 per cent new market... SANI-WAY is the large-profit, large-unit-sales item that 
produces no trade-in-hang-overs. Every sale is clean and with full-profit. Every 
home, old or new or still a blueprint, is a prospect . . . and SANI-WAY provides the 
dramatic sales-cinching demonstration, right in your store or your customer’s home. 


Don't delay your profits, 


THOMAS W. BERGER, INC. 
write NOW for details. 


6 East Fourth Street, Cincinnati 2, Ohio 


Gentlemen: Rush me details on the SANI-WAY 
Portable Demonstrator. 


Visit our permanent display, Space 
1454. Merchandise Mart, Chicago 

and Space 17/91, Furniture Mart 
during the January Market 


Name 


Address 


City, Zone, State 


Wallace Warns of 
Unsound Credit Risks 


A warning to retailers against un- 
restricted extension of credit after 
lifting of government controls on Noy. 
1 was sounded by Harold A. Wallace, 
executive vice-president of the Associ- 
ated Credit Bureaus of America at a 
meeting recently in Milwaukee. Mr. 
Wallace cautioned those present that 
many companies without thought for 
the responsibilities they owe their cus- 
tomers and themselves are planning on 
overburdening Mr. and Mrs. America 
with debt on expiration of controls. 

“Credit is a means of doing more 
business profitably only if there is 
careful consideration of a customer’s 
credit capacity,” Mr. Wallace stressed. 
“This calls for close cooperation be- 
tween business firms and community 
credit bureaus. Unless business realizes 
its credit responsibility it is inviting 
government regulation.” 


Must Protect Buyers 


It is only natural, he pointed out, 
that people should seek to satisfy their 
desires by purchasing wanted things 
on credit if not able to pay cash, but 
credit managers must ascertain that 
customers are not placed in a position 
where they will be unable to work 
themselves out of needless debt. 

The “eyeball method” of judging a 
man’s credit rating was ridiculed. 
Actually the man with a greasy face 
and a dinner pail under his arm often 
has a better rating than a man driving 
a big car, Mr. Wallace said, and actual 
ratings can be determined only by 
working with organized credit bureaus. 

Attention was called to the many 
“Credit Conveniently Arranged” signs 
appearing in retail stores, and in many 
of these places there is too much eager- 
ness to grant credit without thorough 
investigation. 


Watch Inventories, 
Meyer Tells Buyers 


Warning that “we are in more of 
a price boom than a production boom,” 
George L. Meyer Jr., vice-president 
of Stewart-Warner Corp., cautioned 
members attending the recent District 
Three Conference of the National 
Association of Purchasing Agents at 
Milwaukee Auditorium to watch their 
inventories and buy cautiously. 

“My advice is to buy what you need 
—for delivery when you need it. Don’t 
overbuy and don’t hoard,” Meyer, a 
former vice-president of the Associa- 
tion, said. The continuing increase 
in food prices with resultant general 
price and wage increases, but without 
increased production is an unhealthy 
condition, he pointed out. 

While anticipating a decline in 
prices and stating “the healthiest con- 
dition which could occur would be an 
exceedingly heavy crop in 1948 and 
lower prices,” Meyer expressed doubt 
there would be a recession in 1948. 

The current slackening of consumer 
demand, in spite of higher incomes, 
could become extremely serious were 
it not for a number of “cushions” 
which should make it possible for 
business to absorb a price break and 
continue operations in a better bal- 
anced economy, he said. 

The coming price breaks—when 
they come—will widen the market to 
include more of the two-thirds of 
American families in the lower in- 
come groups which have many unful- 
filled demands for goods, he said. 
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3-WAY STEAM ACTION 
works when ironing back- 
ward! Forward! Sideways! 
it’s Silex big-selling 
exclusive feature. 


INSTANTLY CHANGES 
from “steam” iron to “dry” 
iron. Just flip the switch. 
it's Silex 2-irons-in-one. 


FRESHENS VELVET! 
Furs! Felt Hats! Veiling! 
Silex special ‘vapor stream” 
jet is another fast-selling 
exclusive feature. 


SPEEDS UP FLATWORK— 
Quick-irons linens, cottons / 
and sheets at high temper- 
ature without scorching. 


AUTOMATIC HEAT CONTROL 
keeps heat even—protects 
fabrics. Steam safeguards 
melting and sticking of fibers. 


BETTER LOOKING h 
streamlined design, , 
smooth finish with be- ff 
veled soleplate to slip 
under buttons. 

AMAZINGLY LIGHT— 

Easy to handle, lift, work. 
* Weighs only 4% Ibs. 


TESTED —ACCEPTED— 


Carries both Underwriters 

Approval and the Good 

q Housekeeping Seal. No steam 
@ iron but Silex has these 

endorsements to help it sell. 


and. look at this National Christmas Advertising ( 


Big dramatic full-page ads in the December issue of GOOD HOUSEKEEPING and the 
December Ist issue of Lire will sell the one-and-only, two-in-one Silex steam iron—to 

a combined audience of 34,500,000 readers. Pointing out that Silex is the steam iron—fast, 
efficient, beautiful, practical, combining every advantage for speedy, easy ironing. 

We tell... and you sell! Feature this famous iron now. 


TRADEMARK MES Pat 
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See the Gibsons at the 
Janvary Market in Chicago 
Space 537-538-B 


llome Freezer. Its upright 
construction assures down- 
right convenience. Five 
roomy, wall-to-wall shelves 
provide ample storage space 
for even the largest family. 


REFRIGERATOR 


WITH THE GIBSON 
UPS-A-DAISY RANGE! 


Gibson Refrigerator 
Embodied in the Gibson 
refrigerator is a team of fea- 
tures designed to please the 
lady of the house and pro- 
mote your sales. 
Locker is a big, family size 
compartment for storing 
frozen foods for weeks on 
Gibson Home Freezer end. And for meats, fruits 
No more diving and stoop- 
ing for frozen food packages ulGs Into its Frelrigerator 
with the improved Gibson ‘he Fresh’ner Locker. 


Ups-A-Daisy is the cooking ad- 
vantage that gives you the sales 
advantage. And only the Gibson 
Kookall Automatic Electric 
Range has it! A range innovation 
designed and pioneered by Gibson, 
Ups-A-Daisy provides four sur- 
face units or three surface units 
and a Deepwell Kookall. Also 
featured in the popular Gibson 
range is a waist-high broiler, two 
complete ovens, concealed oven 
vent and efficient automatic oper- 
ation. Promote these Gibson fea- 
tures vigorously, and you'll get 
the range on profits. 


Freez'r 


COMPANY 


Greenville, Michigan 


THE SHORT LINE FOR | | 
PROFITS 
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COPYRIGHT 1947, GIBSON REFRIGERATOR CO. 


ADJUDGED the best annual report in 
the household appliance industry, the 
Hoover Co's. effort won the award here 
presented by Weston Smith (right) of 
Financial World, to Charles Harrison, 
controller of Hoover. 


Texas State Fair 
Spotlights Appliances 


Twice as many electrical appliances 
as last year took the spotlight at the 
Texas State Fair held in Dallas re- 
cently. Southwest distributors shot 
the works, with 44 exhibitors display- 
ing their wares to carry out the theme 
of the exhibit, “Electrical Living in 
the Home of Tomorrow.” 

The electrical show was so large 
that Texas Power & Light’s electri- 
fied farm exhibit had to be shown in 
another building. This utility and 
Dallas Power and Light worked to- 
gether in interesting the other partici- 
pants in the show, and _ together 
handled the arrangements for 15,000 
sq. ft. of display space in the General 
Exhibits Building. Sixty percent of 
the 100,000 daily visitors to the two- 
week fair entered this building, ac- 
cording to officials. 

No appliances were included in the 
utility exhibits, which were institu- 
tional in nature, the idea being to 
avoid competing with the dealers 
while at the same time building up 
dealer sales. 

Features of the show were com- 
plete electric kitchens, the Sears & 
Roebuck wire recorder combination, 
and the new Certified Lamp Manu- 
facturers (CLM) portable table and 
floor lamps, introduced for the first 
time in the Southwest. The emphasis 
on the fact that electricity is cheaper 
in Dallas than before the war was 
highly advertised throughout the ex- 
position, in an effort to broaden the 
sales possibilities for appliances. 


Norge Starts Series of 
Sales Training Meetings 


The second in a series of regional 
sales training meetings, being con- 
ducted to provide the company’s dis- 
tributors with the latest product in- 
formation, has been launched by the 
Norge division of Borg-Warner Corp., 
according to a recent announcement by 
M. G. O’Harra, vice-president and 
director of sales. 

Salesmen from all distributorships 
except those in the western region will 
attend the meetings conducted by 
W. S. Law, manager of refrigeration 
sales, and H. J. Holbrook, maaager of 
electric range and water heater sales. 
W. M. Davis and E. N. Guild, product 
sales managers, recently completed a 
similar presentation. 
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*They're buying MODERN ART. 


Drop in on any Cosmopolitan home. What do you 


find? Vivacious, imaginative, emotional people who 


. possess the spending temperament— the sort of 
é people who try more new things and buy more 
. often. You'll fine modern art on their walls and a 
1 galaxy of modern appliances throughout the house. 
By advertising in Cosmopolitan, you arouse the 
f buying instincts of 8,150,000 Cosmopolitan- 
reading Joneses who have the superb taste to prefer 


Cosmopolitan’s finer fiction. 9 out of 10 live in 
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..and MODERN APPLIANCES 


urban centers where volume appliance sales are 
made. In every community, they’re the pacesetters 
whose preferences are mirrored in the purchases 
of others around them. 
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Step up your daily profits by Rostagliag 
Cory products up front! Build Cory 
counter displays! Feature Cory merchan- 
dise for gifts in your newspaper ads! 
; Use Cory to attract custom: 


PULLING 
THEM TO YOUR 


mas shopping time—Cory means cash to 
you! Bring customers ia with a Christ-— 
mes “Call for Cory!” 


\ < 


FEATURE 
CORY 
FOR 
CHRISTMAS! 


Dispiwy and 
there high-vicket 
Cory gift tems 


cow! 


conte full-page ad featuring 
these CORY gift items to 26,000,G00 readers. .. 


CORY CORPORATIO 


eed Olupley Offices: Chtempge + Mew Vouk Lee Angetes 
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ApartmentVideoAntenna 
Solves Landlord'sProblem 


Apartment house owners who have 
hitherto denied television sets to their 
tenants on the grounds that numerous 
antennas would present an unsightly 
appearance on the roof no longer have 
grounds for complaint, the Radio Mfrs. 
Assn. declared recently with the issu- 
ance of a booklet titled “Apartment 
House Television Antenna.” 

“The growing demand for television 
and the need for special antennas to 
insure good reception have been bring- 
ing headaches to many an apartment 
house owner,” says the booklet, point- 
ing out that smart landlords who ex- 
pect to keep tenants during the coming 
“lean years” will provide for television 
reception. 


RMA’‘s Solution 


RMA’s proffered solution to the 
antenna problem “has been found in a 
distribution system which uses an an- 
tenna or combination of antennas, an 
amplifier, cables, and an outlet box 
for each apartment. The antennas are 
mounted on the rooftop and are ori- 
ented or ‘sited’ at the time of installa- 
tion so as to give the best reception 
for each station in the vicinity.” 

The cost of installation, says the 
booklet, is largely determined by the 
cost of the cable installation. The 
report was prepared by a special sub- 
committee of the RMA Engineering 
Department’s Committee on Television 
Receivers. 


General Time Opens Chicago 
Sales and Service Office 


A consolidated sales and service 
office has been opened by General Time 
Instruments Corp. of New York for 
its divisions and subsidiaries at 111 N. 
Canal St., Chicago, expanding facil- 
ities curtailed by the war. Complete 
sales and service staffs will be main- 
tained for Westclox clocks and 
watches, Seth Thomas clocks, Strom- 
berg Time Corp. time recording in- 
struments, and Haydon Mfg. Co. small 
motors and timing devices. Adminis- 
trative personnel are: Westclox, 
Thomas F. Monks; Seth Thomas 
Clocks, G. Spencer Brown; Strom- 
berg Time Corp., H. S. Armstrong 
and Sanford H. Cundall; and Haydon 
Mig. Co., A. D. Nelson. 


Still Life with Stillman 


SHOWPIECE at the Brussels Interna- 
tional Exposition was the Orley Super 
Seven home freezer here posing in travel 
garb with Charles W. Stillman, executive 
vice-president of Orley Freezers, Inc. 


The machine was exhibited in Brussels by 
J. Capel & Cie. 
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‘TAKES ITS PLACE 
_ ALONGSIDE THE 


Keeping Our Promise to Bring Like the News-Making Presteline Electric Ranges, 
3 Presteline Dealers the most com- the new Presteline Electric Water Heaters represent 
) petitive and featureful line of home dramatic advances in both engineering and per- 
appliances in the field—we proudly formance. Features include the magnesium anodic 
present the brand-new line of ProtectOrod* that prevents corrosion...Chromalox 
Presteline Electric Water Heaters. elements to assure longer life, quick recovery, higher 
Model illustrated is the 45-gallon efficiency... Fiberglas insulation...choice of models 
table-top type—the largest gallon- with capacities from 10 to 100 gallons 
age for its size—24 x 24x 36— to fit the needs of all your customers. Ea] 
designed to harmonize beautifully See your Presteline dis-. eee 
with the modern kitchen. tributor for all the facts! La 


Products of 

PRESSED STEEL CAR COMPANY, INC. 

Since 1898 Makers of Fine Steel Products 


PRESSED STEEL CAR COMPANY, INC., Domestic Appliance Division 


HOME APPLIANCES 666 Lake Shore Drive, Chicago 11, Illinois “hog. U. S. Pat. OFF. Applied For 
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Trademark Registered U.S. Pat. Of. 


HOSKINS MANUFACTURING COMPANY e 


The roaster lid comes off and the room is filled with a fragrant promise 
of good things to eat... a turkey or a complete meal automatically done 
to electrical perfection thanks to durable, dependable CHROMEL heat- 
ing element wire. 

CHROMEL, you know, is the Nickel-Chromium resistor wire that first 
made electrical heating practical. It provides clean, odorless heat quickly, 
conveniently, economically . . . and it lasts for a long, long time... 
often up to twenty years or more on some household appliances. 

That's why you'll find CHROMEL resistor wire used exclusively in so 
many of the top-line electrical heating devices . . . ranges, roasters, 
heaters, toasters. Through many years of consistent use, manufacturers 
of such products have found that, when they’re made with CHROMEL, 
they're made to sell... and stay sold . . . to satisfied customers. 


Detroit 8, Michigan 


G-E Proves Electric Range 
Efficiency No Hot Air 


Electric cooking is cool, economical 
and fast in comparison with other 
cooking methods says the General 
Electric Co., which recently conducted 
tests to prove it. 

P. M. Augenstein, commercial engi- 
neer of G-E’s range division, told the 
recent Newspaper Editors Food Con- 
ference all about it in New Orleans. 

He said that tests were conducted 
in a standard 12 by 15 foot kitchen 
“floated” inside a much larger room 
in which temperatures could be arbi- 
trarily raised or lowered. The tests 
were made to determine the compara- 
tive efficiency of a low-cost electric 
range and a low-cost flame-type range. 

Menus prepared, first on one range, 
then on the other, were supplied by 
the U.S. Bureau of Home Nutrition 
as typical of complete meals eaten by a 
Georgia farm family of two adults and 
two children. 

Mr. Augenstein told the editors that 
the cost of electricity was figured in 
the tests at 3.5 cents per kw.-hr. and 
the cost of the flame-type fuel at 9.5 
cents a pound—higher than most rates 
for both services. Over a period of a 
month, he said, electric cooking saves 
$1.15. The electric range consumed 
140.8 kw.-hrs. at a total cost of $4.93 
while the other range used 532.28 cubic 
feet of gas at a cost of $6.08. Tem- 
perature rise in the kitchen during 
cooking was 16 degrees less when the 
electric range was being used, al- 
though only one B.t.u. was required 
from the electric fuel for every 2.756 
B.t.u.’s. required from the gas in pre- 
paring the meals. 

Time tests showed that to cook a 
complete week’s meals for the hypo- 
thetical Georgia family with the flame- 
type range required 15 hours, 46 min- 
utes and 53 seconds. The same meals 
were cooked electrically in 15 hours, 16 
minutes and 55 seconds. 


Commercial Credit Sets 
New Time Payment Terms 


Selling merchandise rather than 
credit terms will be the guiding policy 
of the Commercial Credit Corp’s. deci- 
sions on credit, Howard L. Wynegar, 
president of the Baltimore concern, de- 
clared recently in announcing liberal- 
ized terms, effective November 1 with 
the removal of Regulation W. 

All home appliances except radios 
require a minimum down payment of 
20 percent and a maximum of 36 
months for payment, Mr. Wynegar 
said. Terms on radios, radio-phono- 
graphs and other audio-video equip- 
ment are 20 percent down and payment 
in 24 months. 


Coleman Co. Wins “Oscar” 
For Best Annual Report 


The 1946 annual report of the Cole- 
man Co. Inc., was judged the best of 
the household equipment industry in 
the final considerations of the inde- 
pendent board of judges in the Finan- 
cial World’s Annual Report Survey. 
The bronze “Oscar of Industry” trophy 
was formally presented at the annual 
report awards banquet, Oct. 10. In this 
industrial classification the Iron Fire- 
man Mfg. Co. was runner-up for the 
“Best of Industry” award, while Ser- 
vel, Inc., was judged third. 
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Made to SELL... with. 
ade to oo WIT 
... the Original Nickel-Chromium Heating Element Wire 
NICKEL CHROMIUM 
WIRE 


239" 


~ 


DULUTH 


FOB. 
DULUTH 


Coolers 


Flavor Saver 
REFRIGERATORS AND FREEZERS 


When you want a man to 
“sell his head off” for you 


sive him something he 


LIKES SELL! 


@ That is what we at Coolerator try to do... give your men an electric 
refrigerator they LIKE TO SELL. 

COOLERATOR is priced right . . . no “‘gadgets” or “‘tinsel’’ to 
bump the price up. 

COOLERATOR hits right on the button the things a woman wants 
in an Electric Refrigerator . . . a strong, good looking cabinet, trouble- 
free . . . with lots of convenient storage space. 

We know, because we went direct to women, asked what THEY 
expected in post-war refrigerators . . . then had the Coolerator models 
built by expert engineers to these “specifications.” 

Perhaps most important of all to your men is the fact that COOL- 
ERATOR means fine refrigeration to their average prospects. In an 
actual test, 8 out of 10 women instantly identified COOLERATOR as 
a manufacturer of refrigerators. 

And finally, the Coolerator Dealer or Distributor knows he is being 
backed by strong, consistent advertising in the magazines millions of 
his prospect families read each month. 

Individually, there are probably many other reasons why our Deal- 
ers and Distributors are happy with us. But, get one of our Dealers 
talking about Coolerator and he usually comes up with these six points: 


“It’s a GOOD refrigerator . . . priced right. Both men 
and women like it. I don’t have to ‘SELL’ them Cool- 
erator because they already know and respect the name 
... My company backs me to the limit ....and I MAKE 
MONEY with Coolerator.”’ 


President, The Coolerator Company 


For full information on Coolerator 
franchise, write me personally. 


The Coolerator Company, Dept. EM-127, Duluth 1, Minnesota 
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NEW NATIONAL ADVERTISING 
CAMPAIGN BEGINS IN THIS IS- 

aati SUE FOLLOWED BY FULL PAGE 
ADS EVERY MONTH IN LEAD- 
ING NATIONAL MAGAZINES 
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are too great for a Pilot fire and too 
mild for a Booster fire; in Therma- 
flow model the flow of warm air is 
delivered uninterrupted in quantity 
needed to suit temperature demands ; 
heating capacity is 60.000 btus at 
bonnet; operation on Commercial 
Grade No. 1 fuel oil or any other 
type fuel oil with gravity not lower 
than 36; features include large radia- 
tor surface; long flue travel; mech- 
anical draft with individual thermo- 


CLARKE Floor Polisher 
Clarke Sanding Machine Co., Muskegon 
Mich. 


Device: Clarke low-priced floor pol- 
isher for household use. 

Selling Features: Incorporates fea- 
tures of heavier Clarke commercial 
floor polishing equipment; weighs 
only 11% Ibs; compact; housed in 
die-cast aluminum; 110-volt a.c.- 


. static control which results in correct in. 
amount of combustion air for Pilot at 1750 rpm; Clarke double V-belt 
G-E CLOCKS light, Coasting fire and Booster fire; ed drive. 
General Electric Co., Bridgeport, Conn. ——— bel valve with — Electrical Merchandising, Dec. 1, 1947. ay 
J i : 3-stage oil delivery control; Stain- ETTE Freeze 
Model: Geneva and Morning Star. less steel with Bonderized casings MARQU J 
Selling Device: Geneva available in with baked enamel finish. Marquette Appliances Inc., 307 East 
mahogany or blond birch case with Electrical Merchandising, Dec. 1, 1947. Hennepin, M polis 14, Minn. 
brass base; mahogany model has Device: New Utility top freezer. 
ivory dial, bronze numerals and cen- v Selli 
ter motif, gold hands and bezel. features: ‘partm 


Blond birch model has mahogany 
dial, light bronze numerals and cen- 
ter motif, gold hands and bezels. 
48 in. high, 73 in. wide, 24 in. deep. 

Morning Star, alarm clock, has 
translucent ivory plastic face which 
lights up for easy reading of dial 
and serves as handy night-light; 
ivory plastic case, mahogany hands, 


red alarm set-hand. eon 
Electrical Merchandising, Vec. 1, 1947. = se 


HOLLIWOOD Waffier 


Finders Mfg. Co., 3669 S. Michigan Ave., 
Chicago 15, Ill. 


Device: Holliwood family size waffler. 
Selling Features: Individually con- 
trolled heating unit—once baking 
surfaces have attained desired tem- 
perature the heat control will main- 
tain it constantly until re-regulated 
or shut off; last waffle baked same 
length of time as first will come out 


the same golden brown, light or 
v dark, as individual heat control is 
set when turned on; divided into 8- 
PERFECTION Furnace waffle sections on its 114x64 in. 
Perfection Stove Co., 7609 Platt Ave., baking surface. 
Cleveland 4, O. Electrical Merchandising, Dec. 1, 1947. 
Device: Superfex Model 74 “Therma- 
flow” furnace for small homes. v 


Selling Features: Features Pilot, 
Coasting and Booster fires; Pilot 
and Booster fires constitute equiva- 
lent of one ordinary “on and off” 
furnace; Coasting fire provides po- 
tentialities of a second furnace, main- 
taining steady flow of heat in degree 
needed when temperature demands 


SESSIONS Alarm Clock 
The Sessions Clock Co., Forestville, Conn. 


Model: Sessions self-starting alarm 
clock. 

Selling Features: Slow speed “melody” 
bell alarm, body of which is built into 
and becomes part of body of clock; 
clapper operates directly off rotor 
without use of gear trains, 

Electrical Merchandising, Dec. 1, 1947. 
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cu. ft. home freezer has Utility Top 
which is counterbalanced for quick, 
easy access to frozen foods; full 
length hinge and clamp-roller type 
handle gives positive, airtight seal; 
white Dulux finish with black lin- 
oleum Utility top; black recessed 
base panel; chrome plated name- 
plate and trim; designed for fast 
ireezing as well as storage. 


Electrical Merchandising, Dec. 1, 1947. 


KALAMAZOO Oil Furnace 


Kalamazoo Stove & Furnace Co., 
Kalamazoo, 6, Mich. 


Device: New pint-size oil furnace to 


heat a 4- to 7-room house. 


Selling Features: Special design of 


flue gas and air circulating passages 
gives large heating capacity in small 
area; complete heating unit mounted 
above blower so that heat is 
scrubbed from bottom as well as 
sides; automatic humidifier that 
requires minimum of attention once 
installation is made (in combination 
with air filter) provides clean, moist 
circulating air throughout the win- 
ter; Minneapolis Honeywell con- 
trols, room thermostat automatic 
draft stabilizer, and oil filter make 
furnace operation completely auto- 
matic; heating capacity can be in- 
creased for additional rooms by in- 
stalling new nozzle in pressure 
atomizing gun type burner; steel 
body; major controls and blower 
motor accessible through front 
panel for servicing. 


Electrical Merchandising, Dec. 1, 1947. 


K-M Toaster 


Knapp-Monarch Co., Bent & Potomac 
Sts., St. Louis, 16, Mo. 


Device: K-M Pop-Up toaster. 

Selling Features: 2-slice automatic 
pop-up, produces 7-shades of toast; 
silent, fast; removable crumb tray; 
chrome finish. 


Electrical Merchandising, Dec. 1, 1947. 


KOCH Refrigerator 


Koch Refrigerators, No. Kansas City 16, 
iss. 


Device: 25-cu.ft. stainless steel reach- 
in refrigerator, No. 4725. 

Selling Features: Available with or 
without 21 Ib. ice maker; icemaker 
freezes 216 cubes at a time; or by 
removing some of the trays and a 
shelf provides storage space for 
frozen foods; stainless steel inside 
and out; 8 shelves are furnished— 
4 behind each door, each shelf inde- 
pendently adjustable on 4 in. cen- 
ters; automatic interior light. 

Electrical Merchandising, Dec. 1, 1947. 
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*: CIRCULAIR — 


, ‘ The pick of the field 


~ 


Wher you pick the CIRCULAIR Line for’48 you'll cash in on all the fast- 


selling features of the Pioneer Floor Model Air Circulator — dramatized by 


our dynamic new ‘Stay Daisy-Fresh” cooperative advertising campaign: 


’ EFFICIENT — roomwide circulation many times as effective as con- 
ry ventional fans, yet no drafts or blasts, no buzzing 


’ * VERSATILE — easy to move — dozens of uses — dissipates smoke — 


serves in winter, too, circulating warm air 


BEAUTIFUL — styled in modern simplicity with eye-appealing finishes 


to harmonize with any room or office 
STURDY 


Don’t be late for '48-—write us today for complete information. 


=— all steel construction for long life — safe, economical, 
troublefree operation 


2CULAIR 


The ~ Successor to the “Fan” 


KISCO COMPANY, INC. « 3734 CHOUTEAU AVE. ¢ ST. LOUIS 10, MO. 
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EVERHOT Fan-and-Heater 
The Swartzbaugh Mfg. Co., Toledo 6, O. 
Device: No. 915 

heater. 

Selling Features: 


Everhot fan-and- 


As a heater alone 


circulates 80.7 cfm heated air; flick 
of lever to “cold” turns heater to 
efficient, noiseless fan; 9-louvre, 


polished aluminum grille; 4-bladed 
tan, 6 in. diam.; induction type mo- 
tor, 115 volts, ac. ; retractable handle ; 
3-position switch-off, cold and hot : 
weighs 6 Ibs. blue finished stcel and 
aluminum with polished aluminum 
trim, 


Electrical Merchandising, Dec. 1, 1947. 
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VAC-MASTER Coffee Maker 


Remington Electric Co., Chicago, Ill. 

Device: No. V-808 Vac-Master elec- 
tric coffee maker. 

Selling Features: 6-to-8-cup model, 
110-116 volts, 500 watts; complete 
with plastic handles, covers and a 
patented strainer. 


L:lectrical Merchandising, Dec. 1, 1947. 


DEEPFREEZE Freezers 


Deepfreeze Div., Motor Products Corp., 
North Chicago, Ill. 
Models: C-5, B-5 and B-16 home 
freezers. 
Selling Features: C-5 Deluxe model 
has a 4.8 cu. ft. capacity; holds over 
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NEW PRODUCTS . 


168 Ibs. food; temperature control; 
counter-balanced locking lid; in- 
terior light; 3 food baskets; metal 
iood storage dividers. 

B-5, same capacity as C-5; 1-piece 
all steel cabinet; Bonderized finish; 
chromium trim; counter-balanced 
lid; equipped with metal dividers ; 
temperature control permits tem- 
perature from 10 to 0 degs. F. for 
freezing or storage. 

B-16, has 16 cu. ft. capacity, 
adaptable to farm use; holds more 
than 560 lbs. food; counter-balanced 
lid; metal food storage dividers; 
temperature control; carton storage 
compartment. 


Electrical Merchandising, Dec. 1, 1947. 


v 
Wired PLUGMOLD 


The Wiremold Co., Hartford 10, Conn. 


Device: No. 1900 
prewired Plugmold. 

Selling Features: Available in 3- and 
6-ft. lengths with outlets wired in 
position on either 6- or 18-in. cen- 
ters; small size, dimensions 9/16 
in. deep 13/16 in. wide; convenience 
outlets may be added or relocated to 
suit particular needs; furnished com- 
plete, ready to install in unit and 
standard packages, each length be- 
ing furnished with a connector block 
at one end and a No. 1910B blank 
end fitting on other end; covered 
coupling and sufficient No. 6, 14 in. 
flat head wood screws also furnished 
—no tools other than screw driver 
required. 

Electrical Merchandising, Dec. 1, 1947. 


ready-to-install, 


ROYAL CHEF Mix Maid 


Poulsen & Nardon, Inc., 2665 Leonis Bivd., 
Los Angeles 11, Calif. 


Device: Royal Chef Mix-Maid mixer. 

Selling Features: WHand-type mixer 
whips, beats and cream, eggnogs, 
cocktails, light batters; spiral mixer 
minimizes splashing; streamlined; 
radiant aluminum finish; 110-115 
volts, a.c., 40 watts. 

Electrical Merchandising, Dec. 1, 1947. 
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Now 
for Action! 


If you are one of the thousands of dealers who 
have read and commented on our recent mes- 
sages, you will have observed that we have 
dealt in facts—and we haven’t minced words 
in doing so. 

Very likely you, too, believe that the time 
has come for an energetic, practical, resultful 
plan-of-action—and that your manufacturer 
ought to be taking the lead in providing such 
a plan. 

That’s what we believe—and we're doing 
something about it! We'd be happy to welcome 
you at the shows, where we can tell you about 
it. Won’t you come and see us? 


See Us At The... 


Home Furnishing & Furniture Market 
January 5-17th 
1476 Merchandise Mart 


Learn All About eee 
American KITCHENS DEALER 
TRAINING 
American KITCHENS SELLING TOOLS 
American KITCHENS SPECIALIZED 
PROMOTIONS 


American KITCHENS INTENSIVE 
ADVERTISING 


te STEER 
AMERICAN CENTRAL 
Division— 

Avco Manufacturing Corp. 
CONNERSVILLE, IND. 


Housewares & Major Appliance Exhibit 
January 15-22nd 
1476 Merchandise Mart 


Builders Show 
February 22-28th 
Booth 125—Stevens Hotel 
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Heavy rolling is light work to Andy Biumetti 


Supervising heavy rolling of special resist- 
ance alloys to extremely close tolerances 
on size and electrical resistance and re- 
taining the physical properties of the 
metal, is not easy for anyone. 


One sure way to get the right type— in the 
exact dimensions required—is to have a 
man on the job who has had experience 
in the work. This exacting task comes 
easy to Andy because he has specialized 


WILBUR B. DRIVER CO. 


150 RIVERSIDE AVENUE, NEWARK 4, NEW JERSEY 


in it for some 30 years. His is the kind of 
skill that goes into all WILBUR B. 
DRIVER CO. products for electrical 
appliances, electric furnaces, radio and 
other phases of electrical and mechanical 
manufacturing. 


If you have a problem that needs particu- 
lar handling, why not call on our engi- 
neers. Perhaps they can make it light 
work for you, too. 
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KEHM Free Aire Heater 


The Kehm Corp., 135 So. La Salle St., 
Chicago 3, Ill. 


Device: Kehm Free Aire oil-burning 
space heater, model KFO-70. 

Selling Features: 1/4 h.p. motor; re- 
movable and adjustable discharge 
grille; removable panel for cold air 
return; ball flame mechanical draft; 
vaporizing oil burner with motor 
blower aml! constant level valve; 
7/10 gal. per hr. capacity; propeller 

type fan gives any speed up ot 600 
cfm: available for manual or with 
electric head and thermostat; 70,000 
btu output. 

Electrical Meri handising, Dec. 1, 1947. 


S-N Ventilating Fans 


Scott-Newcomb Inc., 1442 S. Boyle Ave., 
S#. Louis, Mo. 


Device: Witchen and bathroom venti- 
lating fans. 

Selling Features: For use in apart- 
ments and homes; made in 8, 10, 
12 in. sizes; arranged for wall, ceil- 
ing, window, or glass block installa- 
tion; baked white enamel finish; 
induction type motor; no radio in- 
terference ; fan door opening turns 
ian on, adjustment arranged for 
different wall thicknesses; 110 volts 
50 or 60 cycles, a.c. 

Electrical Merchandising, Dec. 1, 1947. 


G-E Infra-Red Heat Lamp 


Model: PL4A1 portable infrared lamp. 

Selling Features: Lamp has reflector 
which is self-contained in bulb which 
provides proper concentration of heat 
rays; bulb is protected by wire grill; 
can be mounted to wall er fastened 
to bed or chair with spring clip; 
baked-on brown lacquer finish; Tex- 
tolite base. 


Electrical Merchandising, Dec. 1, 1947. 


1947—ELECTRICAL MERCHANDISING 


i 
q 
te 
z= shy 
v 
7% 
TOPH* 
TO? 


NESCO CHEF AUTOMATIC ELECTRIC RANGE 


America’s first low cost, large capacity, automatic 
electric range for farm, small town, and rural homes 
—summer cottages — temporary housing — apart- 
ments. Oven is the famous Nesco Roaster. 
3-speed surface units. Large storage compartment. 


THE FAMOUS 


name! 


NESCO TWO-WAY-ACTION 
= ELECTRIC HEATER 
== = = The Nesco Two-Way-Action Electric 
— Heater is smart in appearance and ef- 
os: ficient in performance. Combines radi- 
== ant heat from the front with circulating 
heat from the top. Aluminum construc- 
== ss tion — weighs just 334 Ibs. 
FOUR NESCO ELECTRIC CASSEROLES 
Nesco casseroles are in four models — 
== = mw — ss" 6 qt. and 2 4 qt. sizes with either ther- 
= mostat or Hi-Lo heat control. Pictured 
> Vie eee is the 6-qt. model 7015 with thermostat. 
4 


ESCO 


Electrical Line 


The line that sells easier, earns greater profits, 
satisfies more customers! 


age looking at the most com- 
plete line of electrical products 
in Nesco history—a line now includ- 
ing eleven fine models which fit an 
even wider range of needs and purses. 

Each of them is the answer to a 
large, profitable, waiting market. Each 


is abundant in practical, exclusive 
features developed and perfected by 
Nesco engineers. And each bears the 
famous Nesco name which skilled 
craftsmanship and consistent national 
advertising have made synonymous 
with top quality and sound value. 


NATIONAL ENAMELING AND STAMPING COMPANY 


EXECUTIVE OFFICES: 270 NORTH 12th STREET, MILWAUKEE 1, WISCONSIN 


Sales Offices: Merchandise Mart, Chicago * 200 Fifth Avenue Bidg., New York * Candler Bidg., Atlanta 
Ambassador Bidg., St. Lovis * Western Merchandise Mart, San Francisco 


TWO NESCO ELECTRIC 
BROILER-GRIDDLES 


Nesco Electric Broilers in two 
models. No. 3012 (pictured 
here) fits models 106 and 109 
roasters. No. 3013 fits model 
105 roaster and the Nesco Chef. 


ELECTRICAL 
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THREE NESCO ELECTRIC ROASTERS 


Pictured is the fully automatic model 109, America’s 
only roaster with a built-in time clock and insulated 
cover. Other models are 106 which has thermostat with 
signal light and cover-lift knob, and 105 which has 
thermostat with signal light. All models are fully in- 
sulated with glass wool to save current and help keep 
kitchen cool. 
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*K The total, to most American businessmen, 


looks very much like this: 


COMPARATIVE AUDIENCES 
OF 3 LEADING WEEKLY MAGAZINES 


Magazine CSMA #9 (1947) 
LIFE 26,000,000 
Post 13,750,000 
Collier's 11,100,000 
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total you get? 
LIFE 


Plan your LIFE Promotions in advance with this list of products 
which will be advertised in LIFE. 


Get your share of the sales that LIFE makes in your town every week. 
Use this list which appears here every month for your ordering and your tie-in plans. 


MAJOR APPLIANCES 
Dec. 1 Hoover Cleaner—page, color 
Sunbeam Appliances—page, color 
Westinghouse Appliances—page, color 
Lewyt Vacuum Cleaner—page 
Dec. 8 Bendix Washer—page, color 
Kalamazoo Stove—page, color 
Norge Appliances—page, color 
Westinghouse Appliances—page, color 
Gill Electric page 
Dec. 15 G-E Vacuum Cleaner—page 
Dec. 22 Kelvinator Moist-Master Refrigerator— 
page, color 


SMALLER APPLIANCES 
AND HOUSEWARES 

Dec. 1 Club Aluminum Cookware—page, color 
G-E Lamps—page, color 
Pyrex Oven Ware—page, color 
Silex Steam Iron—page 
Bruce Floor Products—)4 page 
Electromode Heater—! page 
G-E Toaster—!4 page 
Toastwell Toaster—¥4 page 
Petty Glasses—70 lines 
Detecto Scales—S6 lines 
Genie Can Opener—28 lines 
Home Ties Twine—14 lines 

Dec. 8 Ekco Flint Knives—page, color 
Sunbeam Shavemaster—!/, page, color 
Juice King—'4 page 
Casco Heating Pads—4 page 
Detecto Scales—56 lines 
Robeson Cutlery—42 lines 


Dec. 15 Remington Rand Electric Shaver—page, c. 


Schick Shaver—page, color 
Toastmaster Products—page, color 
Orchard Crystal—page 
Westinghouse Lamps—page 

G-E Toaster—'4 page 

Bruce Floor Products—¥4 page 


HOME FURNISHINGS 
Dec. 1 Lane Hope Chests—spread, color 

Englander Mattress—page, color 

G-E Automatic Blanket—page, color 


Simmons Beautyrest Mattress—page, c. 
Dec. 8 Cannon Towels—page, color 

Pepperell Sheets & Blankets—page, color 

Simmons Electronic Blanket—page, color 


Dec. 15 Nashua Blankets—page, color 


Simmons Hide-A-Bed—page, color 


Dec. 29 Cannon Towels—page, color 


JEWELRY, CLOCKS AND WATCHES 
Dec. 1 Gruen Watches—spread, color 
Bulova Watches—page, color 
Elgin Compacts—page, color 
Elgin Watches—page, color 
Ingraham Sentinel Clocks—page, color 
Telechron Telalarm Jr.—page, color 
Dorsons Jewelry—! page, color 
Swank Jewelry & Accessories—l) page, c. 
Keepsake Diamond Rings—4 page 
Westclox—Yy page 
Girard-Perregaux Watches—Y¥4 page 
Harvel Watches—4 page 
Krementz Jewelry—4 page 
Kelton “Dayton” page 
Dec. 8 Waltham Watches—spread, color 
G-E Clocks—page, color 
Hamilton Watches—page, color 
Jacques Kreisler Men’s Jewelry—page, c. 
Swank Jewelry & Accessories—page, ¢ 
Art-carved Rings by Wood—page 
Gotham Watches—YA page 
Girard-Perregaux Watches—\4 page 
D. Lisner Pearls—Y4 page 
New Haven Clocks & Watches—¥4 page 
Omega Watches—)4 page 
Rensie Watches—4 page 


Dec. 15 Bulova Watches—spread, color 


Bretton Watch Bands—page, color 
Kiddie Kraft Jewelry—14 page, color 
Wadsworth Powder Cases—Y4 page 


Dec. 22 De Beers Diamonds—page, color 


Swank Jewelry & Accessories—V page, c. 


RADIOS AND INSTRUMENTS 
Dec. 1 RCA Victor Instruments—page, color 
Capehart-Farnsworth Radio-Phonograph 
—page 


LIFE, 9 Rockefeller Plaza, New York 20, N. Ya ” 


NOW 26 MILLION AMERICANS READ 
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Dec. 8 G-E Radios—page, color 

Stromberg-Carlson Radios—page, color 
Philco Radios—page 
Lester Piano—Y) page 

Dec. 15 Philco Radios—spread, color 
RCA Victor Instruments—page, color 
G-E Radios—page 
RCA (Institutional)—page 
Philco Radios—Y page 

Dec. 22 Philco Radios—page 

Dec. 29 RCA (Institutional) —page 


RECORDS 


Dec. 1 Columbia Records—spread, color 
Decca Records—page, color 
Audience Records—l% page 

Dec. 8 MGM Records—page, color 
Columbia Records—page 
Victor Records—page 


CAMERA SUPPLIES 
Dec. 1 Revere Camera—page, color 
Whittaker Camera—page, color 
Bell & Howell Camera—page 
G-E Exposure page 
Federal Camera—¥4 page 
Dec. 8 Eastman Kodak—page, color 
Federal Camera—¥ page 


SPORTING GOODS AND TOYS 
Dec. 1 American Flyer Trains—page, color 
Crown & Headlight Overalls—Y4 page 
Rollfast Bicycles—¥4 page 
Crosby Derby Game—42 lines 
Dec. 8 Flexible Flyer Sleds—¥ page 
Camillus Cutlery—70 lines 
Rollfast Roller Skates—56 lines 
Rogers Indian Motorcycle—42 lines 


NOTE: 

1. Many of these LIFE advertisers have ordered 
sales helps from LIFE merchandising. Ask your 
suppliers about ADVERTISED IN LIFE mer- 
chandising aids! 

2. Because of last-minute changes, some of the 


ads may appear in issues different from those listed 
above. 


LIFE 
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MARQUETTE 


HOME FREEZER & 


Another Addition to the Marquette line! 


An ideal apartment size Marquette Home Freezer for those who 
cannot enjoy the spaciousness of larger models. This 4 cu. ft. 
Marquette Home Freezer has a capacity of 150 Ibs. of frozen foods. 
Smart Utility Top is counterbalanced for quick, easy access to 
Frozen Foods. Full length hinge and clamp-roller type handle assure 
positive, air tight seal. 

Attractive in appearance...gleaming white Dulux finish with 
contrasting black linoleum Utility Top, black recessed base panel 
and chrome plated name plate and trim. Standard twin door 
models in Eight and Sixteen cubic foot capacity. 


All Marquette Home Freezers are designed for Fast Freezing as 
well as Storage! 


SELL MARQUETTE’S COMPLETE LINE 


Marquette Home and Self-Serve Freezers are designed to Attract 

.Priced to Sell and Engineered for Efficiency. Beautifully Styled 
Marquette Freezers are Heavily Insulated and Hermetically Sealed. 
Marquette Self-Serve models have crystal clear Plexiglass sliding 
doors for displaying merchandise. Available in Eight and Sixteen 
cubic foot capacity. Frozen Food model adjusts from —10° to 10°. 
Beverage Cooler model provides dry storage at 32° to 52°. 


Marquette is making Immediate Deliveries. Set yourself for a 


profitable Marquette Dealership. ..go Forward with Marquette. . . 
Write or wire today! 


MARQUETTE APPLIANCES, Inc. 
MINNEAPOLIS 14, MINNESOTA 
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NEW PRODUCTS 


HYTRON Sun Lamp 


Hytron Radio & Electronics Corp., 
76 Lafayette St., Salem, Mass. 


Device: Hytron sunlamp bulb. 


Selling Features: Completely self-con- 
tained; fits any lamp socket; pro- 
vides direct radiation of ultraviolet 
energy producing tan and Vitamin 
D; no auxiliary equipment needed; 
reflector is built into bulb, where it 
is permanently sealed against dust, 
dirt or corrosion; bulb of special 
glass which automatically filters out 
very short ultraviolet wave lengths 
that might be harmful to skin. 

Electrical Merchandising, Dec. 1, 1947 


BROWNIE-LITE Flashlight 


Brownie Mfg. Co., 195 William St., 
New York 7, N. Y. 


Device: Brownie-Lite flashlight halt 
size of all other pocket lights—2 
in. long and 4 in. diam.; available in 
sterling silver or jewelers metal; 
comes engraved, polished plain or 
ornamented; may be had _ with 
chains, key rings, name tags or other 
attachments. 


Electrical Merchandising, Dec. 1, 1947. 
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LAZY-LITE Lamp 


Hungerford Plastics Corp., 
Murray Hill, N. J. 


Device: Lazy-Lite bedside lamp. 

Selling Features: Turns on and off by 
tilting translucent plastic shade with- 
out chain, button or other switch; 
7-watt bulb in each end either of 
which can be used; shade tilted 
toward left turns one light on, shade 
returning automatically to horizon- 
tal position, tilted toward left lights 
other light; to turn either light off 
shade is tilted toward light; made 
entirely of plastic except for metal 
parts in concealed switch. 

Electrical Merchandising, Dec. 1, 1947. 
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PATHFINDER Light 


Cannon Electric Development Co-, 3209 
Humboldt St., Los Angeles, 31, Calif. 


Device: Pathfinder pathway light. 

Selling Features: Designed for use 
along paths, walks, driveways, 
porches and other places where 
illumination is required for safety, 
convenience and decoration; com- 
plete assembly consists of heat, 
riser conduit and a canopy base 
with outlet box having 7-in. spike; 
cylindrical in shape; 3x3 in. unit 
consists of an aluminum cap, lens 
socket and yoke section; crystal 
polystyrene lens of prisms is stand- 
ard, combinations may be made also 
with amber, green, red and blue; 
for low (12-16V) voltage or stand- 
ard 110-115 volts. 

Electrical Merchandising, Dec. 1, 1947. 


v 
STAR GLOW Bed Lamp 


Electro Mtg. Co., 2000 W. Fulton St., 
Chicago, Ill. 


Device: Star Glo fluorescent bed lamp. 


Selling Features: Streamlined; ivory 
or walnut plastic; cool and glare- 


less; rubber protected hooks will 
not mar furniture; a. only; 
X-watt lamp. 

Electrical Merchandising, Dec. 1, 1947. 
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VIRAGON Air Sanitizer 


Viragon Mfg. Co., 112 W. 18th St., 
Kansas City, Mo. 


Device: Viragon air sanitizer deodor- 
izes and germicidally purifies air. 

Selling Features: Combines an ultra- 
violet ray Sylvania electronic tube 
and a built-in sanitizer; ozone-pro- 
ducing sanitizer acts upon air iron- 
ized by the germicidal tube creates 
the desired results without harm or 
irritation; operates on 110-120 volts 
60 cycles a.c.; available on a tall, 
sturdy stand or out-of-reach wall 
bracket; requires only 25 watts. 


Electrical Merchandising, Dec. 1, 1947. 
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PACKARD 
SUNLIGHT MOTORS 
for 
compressors 
washing machines 


power-driven Reserve starting torque. Large bronze journals. 
bench tools 


ironers Heavy insulation. Careful manufacturing and 
milk separators 
milking machines 


inspection. These are some of the qualities that 


Qc Sines assure long life and satisfactory performance 
stokers in Packard Sunlight motors. 
oll burners 
water pumps 
ventilators 
and many other 
applications 


ELECTRICAL MERCHANDISING—DECEMBER 1, 1947 PAGE 125 


; 
| 
Packard Electric Division, General Motors Corporation, Warren, Ohio 
DEPENDABLE APPLIANCE MOTORS FOR THIRTY-ONE YEARS 


“The Dealers’ Choice . 


330 WEST 42nd STREET NEW YORK 18, N. Y. 


> 
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Battlewagons carry sixteen inch guns as their main 
battery because they are big, pack a whale of a wallop 
and do a thoroughly convincing job. You can do an 
equally convincing job in your dealer advertising by 
putting your product story over in a big way—with a 
whale of a wallop that will make dealers really sit up 
and take notice. 
oil The more attention compelling, the more forceful 
your advertising, the better your dealers will keep on 
their toes — solidly in line behind you — talking, dem- 
onstrating and selling your product all the time. Keep 
up a steady fire of new ideas, stress the superior, exclu- 
Put Your Product sive and other important features of your product through 
Story across in... “MERCH” — the most effective single force for dealer 
influence in the appliance and radio industry. 
af Bug Way “MERCH” spreads used every month in the year 
pack the double barreled wallop you need to success- 
thru ** MERCH 9 to fully meet the competition created by a buyers’ market 
in which products are judged and bought on merit and 
: APPLIANCE & RADIO STORES no longer because of scarcity. Dealers, especially newly 
DEPARTMENT STORES . franchised ones, need all the help, encouragement and 


* FURNITURE STORES guidance you can give them to meet competitive claims. 
* HARDWARE STORES And dealers throughout the industry look for them in 
© MERCHANDISING UTILITIES the pages of Electrical MERCHandising. 


A McGRAW-HILL PUBLICATION “FIRST IN ITS FIELD” 
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CHROMALOX 


lriangular Units 
la 
e e 
"ent on all electric rang 


Use These 
Chromalox 


SALES AIDS 


MAT SERVICE—Ready-to-run 
newspaper ads bring range unit 
customers to your store. 


* ILLUSTRATED FOLDERS—+2z- 
folders 


Get in on the growing range modernization 
business. Sell CHROMALOX Triangulars... 
the units which have everything you want: 

1—faster turnover; 

2—extra protits; 

3—greater customer satisfaction. 
CHROMALOX Units fit all electric ranges. No 
adjustments are needed; installation is quick 


* RANGE UNIT DISPLAY—A 
Chromalox Unit, in simulated 
tange top, induces on-the-spot 
sales. 


WRITE FOR CATALOG RU-47, 
ft shows you how to quickly and 
profitably service ell electric renges, 


and easy! ev) 
Promp' Del 


EDWIN L. WIEGAND COMPANY * 


Want Extra Profits? 
CHROMALOX 
Clecliie 


REPLACEMENT 


VRITE POR DATA SHEETS 1.1025 AND 1.1026 
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ELECT APPLIANCE 


NON-ELECTRICAL PRODUCTS 


elastic moves freely within an elec- 
tronically welded hem, hermetically 
sealed in so it cannot become soiled; 
waterproof, greaseproof, stainproof, 
mildewproof and will not crack, rot, 
or become brittle; two sets available 


—in “sets of 7” for 2 to 11 in. diam. 
bottles, cups, bowls, ete.; and “sets 
of 3” for 7 to 11 diam. bowls and 
dishes. 
Electrical Merchandising, Dec. 1, 1947. 
TIME-SAVER 
Pressure Cookers 


Traubee Products, Inc., 924 Bergen St., 
Brooklyn, 16, N. Y. 


Model: No. 65, 6% qt. pressure cook- 
er and a new 4-qt. deluxe model 
No. 401. 

Selling Features: No. 65 of heavy 
drawn aluminum has _ balloon-type 
molded gasket; simple safe locking 
device; highly polished finish. 

No. 401, has bright mirror pol- 
ished finish, black trim; heavy cast 
aluminum. 

Both models equipped with 5 
safety features: pressure gauge with 
self-acting Beryllium spring action 
control; simple pressure release; 
sealing ring; additional vents in 
cover; Magicap safety plug. 

Electrical Merchandising, Dec. 1, 1947. 


SAFE-WAY Cooker 


Norris Stamping & Mfg. Co., 5215 S. 
Boyle Ave., Los Angeles, Calif., The 
C. S. Keating Associates, 222 W. 
North Bank Drive, Chicago 54, Ill., ex- 
clusive national sales representatives. 


Device: Safe-Way saucepan type pres- 
sure cooker. 

Selling Features: Full 44 qt. a 
holds 6 lb. roast; weighs only 4 
lbs. empty; floating-weight pressure 
gauge; inner-closure gasket seal, 
self-sealing—cover cannot be re- 
moved as long as pressure remains 
in pan; plastic handles; trigger ac- 
tion lock ; metal safety plug automat- 
ically exhausts pressure in event 
over-pressure is built up accidentally ; 
ll-gauge “S” metal alloy sheet 
aluminum, bottom reinforced to pre- 
vent bulging and warping. 

Electrical Merchandising, Dec. 1, 1947. 


RUBBERMAID 
Refrigerator Baskets 


Wooster Rubber Co., Wooster, Ohio 

Device: 
frigerator storage. 

Selling Features: In red or white, the 
baskets are available in 3 sizes to 
fit any refrigerator 4¥2x13¥% in. and 
7¥ax7% (2-doz. egg capacity each) 
and 714x13% (4-doz. egg size); 
easily ‘cleaned, rubber coating over 
wire frame remains undamaged in 
boiling water tests; will not scratch , 
or mar surfaces; protects eggs and 
fruit and provides full air circula- 
tion. 


Electrical Merchandising, Dec. 1, 1947. 


Egg and fruit baskets for re- \ "pacers 


tastes 


RID-0-SOOT 
Baker's Service, Malone, N. Y. 
Device: Rid-O-Soot for cleaning oil 
space heaters and oil furnaces. 


Selling Features: A powder chemical 
that can be sprinkled in the fire, close 
the door, and the work is done. 


Electrical Merchandising, Dec. 1, 1947. 
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ELECTRA-SOL 
Economics Laboratory, Inc., St. Paul, Minn. 


Device: Electra-Sol detergent for - 
in home dishwashing machines; 
liminary distribution will be 

ers. appliance dealers and department 

Selling Features: Stitchless, seamless stores, 


construction; crystal-clear; special Electrical Merchandising, Dec. 1, 1947. 
DECEMBER 1, 


PLASTICOID Bow! Covers 
Clarvan Corp., Milwaukee 1, Wis. 
Device: Clarvan Plasticoid bowl cov- 
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The acquisitive instinct of Woman's Day's more than 
3,000,000 women readers is surpassed only by their 
collective ability to buy. In ‘48, they will have at their 
disposal $10,287,000,000 with which to satisfy their 
tamilies’ appetites for 
$3,726,000,000 for Food and Drink | gel 
$1,863,000,000 for Housing, 
Appliances and Furnishings 
$1,377,000,000 for Clothing 
$ 648,000,000 for Transportation and Recreation 
291,000,000 for Drugs 
$ 243,000,000 for Personal Services 


Sh 


Further, consider that (1) Woman's Day readers 
comprise the greatest percentage of housewives and 
mothers of any women’s service magazine. 
(2) Woman's Day enjoys the greatest single 
copy sale (100°7) of any magazine in existence. 
(3) Woman's Day (without advertising inducement) 
has received more than 600,000 reader letters, 
more than 700,000 requests for instructions 
in a single year. (4) Woman's Day readers constitute 
the greatest concentration of price-conscious, 
economy-minded women in these United States. " 


Advertisers who count costs court women who count pennies. 


Found Money “I know you will be pleased to learn that Woman's Day out- 


pulled by a minimum ratio of two-to-one, and sometimes as high as three- or 
four-to-one, any other publication on the. for the 
past several years.” 


*Name of product and advertiser upon request. 


because buying is a woman’s business: 


a Womans Daw is never done selling! 
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Become the Leading Dealer 
of SPACE HEATERS 
IN YOUR COMMUNITY 
by Selling this 

Leading Line... 


SILENT SIOUX 


Yes, Silent Sioux dealers are leading space heater dealers in 
their communities. These dealers know the value of the years 
of satisfactory service behind every Silent Sioux Space Heater. 
for Silent Sioux is one of the pioneers in oil heating devices. 
They know that only the best in oil heating engineering goes 
into the production of these heaters. They know the value of the 
well-known Silent Sioux Trademark. All these factors, plus 
modern attractive heating units priced right for every need, mean 
sales leadership for Silent Sioux dealers. 


The Complete Line . . For Every Need 


Here are the Two Best-Sellers on Today's Market 


MODEL PF—3046. 
the small home or apartment. This 
heater was designed specifically to 
meet the demand and need of the larg- 
est home market of the day, the small 
home. Scientifically designed for both 


circulation and radiation, occupying 


A small heater for 


the minimum of floor space. Provides 


perfect heat distribution at low operat- 
ing cost. The perfect heater to meet the 


great demand for a small heater. 


Model PF-3046 


MODEL PF—5046. 


A circulating 
heater equipped with our famous 
Triplex Burner. The heating capac- 
ity is sufficient for a 4 to 6 room 
house, and due to the excellent cir- 
culating ability will comfortably 


heat the larger home. Beautifully 


designed and well-proportioned to 
take its place in any home. 
Model PF-5046 


Write today for a copy of our portfolio showing 
the complete Silent Sioux Line. We will send 
the name of your distributor and other infor- 
mation concerning this profitable line. 
SILENT SIOUX OIL BURNER CORPORATION, 
ORANGE CITY, IOWA. 


PIONEERS IN GOOD HEATING 


NEW RADIO PRODUCTS 


chassis and condensers; photograph 

unit beneath lid with automatic 

record changer capable of handling 
up to 12 records. 

No. 730T V2 set houses 4 services 
—television FM-AM and phono; 
features a tilt-out control unit for 
both FM and AM, record storage 
space in base; 52 sq. in. picture with 
eye witness picture synchronizer and 
automatic all-channel station selector 
switch; Victrola phonograph with 
automatic record changer and silent 
sapphire tone arm; 12 in. electro- 
dynamic speaker; mahogany or wal- 

Signal Sales Corp., 114 E. 16th St., nut cabinet in a Chippendale design 
New York, 3, N. Y. chest-on-chest cabinet. 

Device: Raphsody FM-AM table lectrical Merchandising, Dec. 1, 1947. 
radio. 

Selling Features: Alnico No. V-6% 
in. oval speaker; 6 tubes including 
rectifier; built-in loop; streamlined 
walnut brown plastic cabinet with 
polished metal grill. 

Electrical Merchandising, Dec. 1, 1947. 


SIGNAL FM-AM Table Radio 


RCA-VICTOR Phonograph 


Radio Corp. of America, RCA Victor Div., 
Camden, N. J. 


Device: Model 63E RCA Victor pho- 
nograph. 

Selling Features: “Silent Sapphire” 
pickup eliminates needle changing, 
record hiss, needle chatter; motor 
is automatically started when light- 
ly-balanced tone arm is released; 
plays both 10 and 12 in. records; 


RCA VICTOR Television Set when not in use tone arm fits snug- 


Radio Corp. of America, RCA Victor ly into recess at right concealing 
Division, Camden, N. J. volume control; molded walnut 
Models: Three new television models: plastic cabinet with golden lacquer 
| 721TS table model; 730T VI console trim. ah 
and 730T V2 console. Electrical Merchandising, Dec. 1, 1947. 
Selling Features: Table model 721TS 
has 10 in. picture tube; fits on almost 
any table; walnut or mahogany cabi- 
net; RCA Victor eye witness picture 
synchronizer; automatic all-channel 
station selector; Golden Throat ac- 
coustical system; 3-stage intermedi- 
ate frequency amplifier for video and 
2-stage intermediate frequency am- 
plifier for television FM sound sen- 
sitivity and selectivity; tuned RF 
amplifier; 19 tubes and 2 rectifiers. 
No. 730TV1 console television- 
FM-AM and phono set; walnut or 
mahogany cabinet; 52 sq. in. picture; 
RCA Victor eye witness picture syn- 
chronizer and all-channel station 
selector; 2-band radio behind large 


DETECT-O-RAY 
Photo-Electric Eye 


paneled door on right; AM range Detect-O-Ray Co., 2622 N. Halsted St., 


from 540 to 1600 kc and FM from 
88 to 108 mcs; rubber mounted 


Chicago 14, 

Device: Photo-electric eye unit. 

Selling Features: Can be used to 
“throw the switch” on door openers, 
burglar alarms; safety shut-offs ; fire 
warnings and other applications; 
light source, photo-electric cell, 
power-switch, continuous or inter- 
mittent signal switch, volume con- 
trol and invisible or visible beam 
selector are all housed in single unit 
supplied complete and ready to op- 
erate; basic unit 5 x 6% x 7 in.; re- 
flecting mirror with adjustable 
bracket requires overall space of 3 x 
23 x 14 in.; plugs into any stand- 
ard a.c. outlet. 

Electrical Merchandising, Dec. 1, 1947. 


DECEMBER |, 1947—ELECTRICAL MERCHANDISING 


APPLIANCE 
| 
| 
— 
> PAGE 130 


ns do for all these advertisers? 


Homes & Garde 
street. (That's why our 100% service to rea 
is 100% service 


of Better Homes & Gardens: 


These brands are advertised in the DECEMBER issue 
RADIOS VACUUM CLEANERS SMALL APPLIANCES (Cont.) 
Airwoy GE 


pisPOSsAt UNITS 
Handyhet 


Genero! Electric Admircl 
Apex 
HOME FREEZERS Bendix 
B ack Filter Quee” Handyhet juicit 

Deepfreez runswic Premier 

General Electric Copehart Woaner sweeper Handyhot Portable Washet 

Harderfreet GE Musaphonic Handyhot Tocste! 

Hotpoint Howeord WASHERS & IRONERS KitchenAid mixer 
International Harvester Motorola Bendix Knapp-Monarch Appliances 
Maytes Dexter NuTone Chimes 
KITCHEN UNITS Zenith Horton Proctor Appliances 
Youngstow" Kitchens bY Quam-Nichols Juicer 

Mullins ELECTRIC @ GAS RANGES Voss Rittenhouse Chimes 
LIGHTING & wiRinG cP Ges SMALL APPLIANCES Seth Thomos Clock 
Burgess Batteries Genero! Electric arvin Heater Swartzbough Roaster 
GE Lomps Moyte? Atmos Clocks Toastmaster Toaster 
Onon Power Plonts Monarch Comfield Toaster Vornadofan Portable Heatet 
——— Heat & Sun perRiGERATORS Electromode Portable Heater Wogner Carpet Sweeper 
moe-Bridges Fluorescent 4 Everho Appliances Westclox Clocks 
Lighting otpoint Everhot Electric Blanket Westinghouse Ultra-Violet 
Moe Bros- Light Fixtures Philco Fieldcrest Electric Blanket ond Infra-Red Lomp 
Serve! Fresh'nd-oire Humidifier Whirlbeot*' mixer 


Electro Bed LomP 


CIRCULATION OVER 3,000,000 


Soe 
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ELECTRICAL 


FOR A QUARTER OF A CENTURY 
THIS TRADE MARK HAS STOOD FOR 
“QUALITY AT POPULAR PRICES” 


Famous “Never-Boil” EMPIRE 
Electric PERCO-DRIP 


method of coffee-making 
extracts only the desirable 
oils to produce clear, rich 
coffee of truly distinctive 
flavor. Starts percolating in 


60 seconds. Attractive, 
modern design, polished 
seamless aluminum with EMPIRE 
cool ebonized handle, PERCO-DRIP 


scratchproof feet, patented Comer Maker 


heavy-duty direct-heat immersion element and 
insulated valveless pump. In 9-cup size at 
present. 


Smartly modern chrome finished 
EMPIRE ELECTRIC TOASTER 


offers outstanding 
convenience features. 
Handles two large 
bread slices, turns 
them by a flip of the 
door. Has large flat 
top for toast-warming. 
Extra large Nichrome 
heating element offers 
large heating area for 
uniform toasting. Durable construction, black 
enameled base, scratchproof feet, large cool 
handles. A quality toaster at popular prices. 


EMPIRE FOCAL-RAY 
ELECTRIC LANTERN 


is the favorite of sportsmen, 
farmers, motorists—all who 
need handy, dependable, 
versatile night - lighting. 
Changes from wide-spread- 
ing floodlight to a powerful 
spot at a quick turn of the 
lens head. All-position pivot 
base turns the beam in any 
desired direction. 


WARE CORPORATION 


NEW POSITIONS 


New Wilcox-Gay Sales Appointments 


G. E. MURPHY 


Wilcox-Gay 


Warren L. Hasemeier, vice-presi- 
dent in charge of sales for Wilcox- 
Gay, has announced several new ap- 
pointments in the sales division. 

G. E. Murphy, formerly serving as 
sales supervisor, has taken over the 
active management of Recordio and 
accessories. He was formerly associ- 
ated with Tung-Sol Lamp Works. 

W. C. Hynes has been appointed 
head sales promotion, replacing C. S. 
Blakeslee, retired to manage his own 
advertising agency. Mr. Hynes was 
formerly director of the firm’s educa- 
tional division and earlier was a school 
administrator in Michigan. 

F. T. Lang, president of his own 
distributing company for several years, 
has joined the company as manager of 
the new Coin-Recordio division. 


W. J. SULLIVAN 


W. G. Gram, new manager of the 
Recordio Disc sales division, has been 


DECEMBER |, 


F. T. LANG 


with the company for many years. 
W. J. Sullivan, who will head up the 
export division, has been with Wilcox- 
Gay since 1945 in the contract test 
division for government transmitters. 


National Pressure Cooker Co. 


Robert S. Lord has been appointed 
advertising manager of National Pres- 


ROBERT S. LORD 


sure Cooker Co., according to L. E. 
Phillips, president. He was formerly 
an account executive with St. Claire 
Advertising Agency, Detroit. 


Farnsworth Television & 
Radio Corp. 


E. E. Ferrey has been named di- 
rector of public relations for the Farns- 
worth Television & Radio Corp., ac- 
cording to a recent announcement by 
E. A. Nicholas, president. Mr. Ferrey 
succeeds Paul J. Boxell and was 
assistant director of the public rela- 
tions division from the time he joined 
the company in 1946 to his recent pro- 
motion. He was formerly news editor 
of radio station WHAS. 


Niagara Falls Power Co. 


Gustav F. Watters, assistant vice- 
president of Buffalo Niagara Electric 
Corp., was elected a director and ex- 
ecutive vice-president of the Niagara 
Falls Power Co., recently, according 
to A. T. O'Neill, president of the 
former concern. 
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One of a series of messages to help you increase your understanding of business paper advertising, and its effect on your business. 


How much longer 
can your company afford to 
“refuse business tactfully”? 


: ET’S FACE IT — the honeymoon is about over. It But now the time has come when we must apply 
was fun while it lasted, but it won’t pay the the same philosophy to the manufacture of a sale. 
rent. Not now. That means—more mechanization! 
After an absence of seven years, the spectre of a Confronted with a buyers’ market, how much will 
buyers’ market is once more rearing its head, and it cost your company to produce one unit of sale? A 
its expression plainly reads—‘‘I’m going to be hard prohibitive sum, if you’re going to depend entirely 
to get.” on personal contact. You’d have to hire a tremendous 
This doesn’t 2 anybody who haun't forgotten force of salesmen to cover the field. even then, much 
; ; ; of their valuable time would be spent on ‘‘missionary 
how to sell. But there are quite a few of us in American ‘ob f 
business who could use a quick refresher course. 
(We’ve had a long “‘vacation.’’) Mechanized selling is simply another name for 
isten iv ising. Li - 
When it comes to production, our output is up wane t and — . advertising Like the aps 
S ; chine on the production line, it is a multiplier of 
almost 100 per cent. We’ve acquired a lot of new , ; 
2 men’s efforts, for it enables them to produce (and 
techniques on the assembly line, because it was obvi- 
ous that if there were to be any profits left —after y a 
< increased labor costs, high-priced materials, and And when it goes to work in the business press, it 
re taxes—we'd have to trim every last ounce of fat off becomes the most efficient machine at your disposal 
the manufacturing cost per unit. for manufacturing sales at a profit! 
Just how efficiently does business paper advertising work? If you'd like to 
see some examples, we'll be glad to send you a recent ABP folder on actual 
results. Also, if you'd like reprints of this advertisement (or the entire series) 
. to show to others in your organization, you may have them for the asking. 
c- 
by - 
ey 
as BUs 
a- 
ELECTRICAL MERCHANDISING | 
“ <a is one of the 129 members of The Associated Business Papers, 
whose chief purpose is to maintain the highest standards of editorial ; 
helpfulness—for the benefit of reader and advertiser alike. 
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x- 
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People who like to read about “‘what goes on up 
front in an airliner” also like to read about widgets. 


A widget is a product having a distinguishing and 
unique feature. 


Like, for example, a wateh with a novel mechanism, 
an ironer that makes scorching impossible, or a 
clock that automatically turns on the radio in the 
morning. 


If you manufacture a widget, you undoubtedly 
give it just a little more than the usual amount of 
explanation in an advertisement if the public is not 
only to grasp what it is but go out and buy it. 


Every body—meaning the 140,000,000 people who 
make up this country—can’t take factual explana- 
tion. It bores them. Which is bad for manufacturers 
of widgets. 


But there are, in this country, one million factually 
minded souls who practically live on such informa- 
tion—and who, because they do, always know 
what theyre talking about and are able to spread 


People who wonder how blind folks learn to visualize 
things they can't see are also curious about widgets. 


invaluable word-of-mouth advertising to the less 
factually minded. About the widget you manu- 

facture. 


These one million factually minded souls read 
SCIENCE Illustrated, in one way or another, 
month after month. Roughly a half million actually 
lay out 25 cents for it. The others manage to snitch 
it and read it in devious ways. 


If you manufacture a widget, SCIENCE Illustrated 
can be the “best bet” on your advertising schedule 
—because it assembles for you monthly the curious, 
the factually minded, the hungry-for-information. 


Pick up the current SCIENCE I/Ilustrated on your 
way home tonight. See for yourself (1) why more 
people read it with every issue and (2) why, if you 
make a widget, SCIENCE Illustrated offers you a 
natural place to talk about it! 
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(Sovfoto) 
If you'd like to know more about this widget for utilizing 


solar energy, see page 51, November Science Illustrated. 


3K THESE ARE “widgets” 


Products Having A Distinguishing And lL nique Feature) 


RADIOS... that utilize new electronic developments 


ELECTRIC HEATERS ... that also serve as fans 
in the summertime 


REFRIGERATORS . . . with something the 
others don’t have 


FOUNTAIN PENS ... that merely write on paper 
LIGHT BULBS... that give out healthful sun-rays, 
as well as light 
AUTOMOBILES ... with automatic transmissions 
TIRES ... with important scientific improvements 
KITCHEN RANGES ... with new safety devices 
GLASS... that lets in the sun but keeps out the cold 


VACUUM CLEANERS ... that clean everything 
from the cat to the car 


WASHING MACHINES .... with revolutionary 
labor-saving features 


(Sorry if we've omitted your special “widget” —but vou get the idea!) 


A QUICK SUMMARY OF FACTS 
TOTAL CIRCULATION: 190.000 HOME-OWNERS: 58% 


GUARANTEED: 100.000 
READERS PER FAMILY: 2.6 


1,000,000 plus 
NEWSSTAND: 35% 


A MeGraw-Hill Publication 


Scien 


* Ulustrated 


CIRCULATION—SOON OVER 500,000! 


READERSHIP BY SEX: 
624 men—38Y women 
TOTAL MONTHLY AUDIENCE: COLLEGE EDUCATED: 52% 
LIFE INSURANCE OWNERS: 919% 
(Against a national average of 50%) 


On Sale Now At All 
Newsstands 25¢ 
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You'll be 
Guest of 
Honor, 


Mr. Buyer 


Yes, the January National Exhibit 
of Housewares and Major Appli- 

ances is designed expressly for you—to show you the entire 
industry on parade. From every standpoint—in terms of sheer physical 
size (120,000 square feet of exhibit space) down to such details as provid- 
ing satisfactory transportation to and 
from hotels and acres of free parking 
space—the exhibit is being planned to 
make your attendance as pleasant as it 
will be profitable. Make your plans now 
to be on hand. 


INTERNATIONAL AMPHITHEATRE. 
CHICAGO 
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NEW Positions | 


Frigidaire Division, 
General Motors Corp. 


R. H. Lawrence has been named 
credit manager of both the Frigidaire 
Division of General Motors and the 
Frigidaire Sales Corp., according to 
D. K. Banker, divisional comptroller. 
Mr. Lawrence has been with the com- 
pany for 21 years. 


A. J. Lindemann & 
Hoverson Co. 


Miss Marry I. Underhill has been 
appointed home economist for the A. J. 
Lindemann & Hoverson Co., Milwau- 
kee. She has taught home economics 
in high schools and has been in utility 
home service work for several years. 


St. Charles Mfg. Co. 


R. F. Ekman has gone from the 
position of acting sales manager to 
that of sales manager of St. Charles 
Mfg. Co., St. Charles, IIl., succeeding 


Philip Mosher. Mr. Ekman has been 
with the firm for nine years, and as 
assistant sales manager developed its 
present four-day dealer training pro- 
gram. 


Stewart Warner Corp. 


Appointment of Key W. Ryan as 
supervisor of sales and service for the 
South Wind heater was recently an- 
nounced by S. E. Heymann, sales 
manager for the South Wind division 
of Stewart Warner Corp. Mr. Ryan 
joined the company in January of this 
year. Prior to war-time Army service 
he was with the U. S. Engineer De- 
partment at Galveston, Texas. 

Representing the radio division of 
the Stewart-Warner Corp. in the 
southeast is new regional manager 
Richard M. Peterson, according to 
Floyd D. Masters, sales manager. 
Mr. Peterson was most recently as- 
sistant advertising manager of the 
division and earlier was associated 
with Popular Chemistry publications 
as advertising manager and was a 
member of the sales staff in the ap- 
pliance division of A. C. McClurg & 
Co., Chicago. 
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Radio Corp. of America 


Major General George L. Van Deu- 
sen has been elected president and 
a director of RCA Institutes, Inc., 
according to David Sarnoff, president 
of RCA. General Van Deusen com- 
manded the Eastern Signal Corps 
Training Center during the war. He 
succeeds Major General Harry C. 
Ingles, now president of RCA Com- 
munications, Inc. 

H. F. Bersche has been appointed 
manager of the renewal sales force 


H. F, BERSCHE 


for the company’s tube department. He 
was formerly western field representa- 
tive for the renewal sales section. 

Two appointments in the equipment 
sales organization of the tube depart- 
ment have been announced by L. S. 
Thees, equipment sales manager. 

G. R. Ribers has been named man- 
ager of the tube sales group, with re- 
sponsibility for coordinating all matters 
pertaining to the sale of tubes to 
equipment customers. 

G. H. Myers has been made manager 
of the new customer service group, 
entailing responsibility for interpret- 
ing customer requirements on tubes 
and component parts. Mr. Rivers has 
been with RCA for 17 years while Mr. 
Myers spent 17 of his 31 years in the 
tube business with RCA. 


Air King Products Co., Inc. 


The appointment of A. D. Adams as 
advertising manager of Air King 
Products Co., Inc., Brooklyn, N. Y., 
was announced recently by J. J. Clune, 
sales production manager. Mr. Adams 
was recently an account executive with 
Hickey-Murphy-St. George, Inc., an 
advertising agency. 


Automatic Radio Mfg. Co. 


New general sales manager for the 
Automatic Radio Mfg. Co., Boston, 
Mass., is Louis Silverman, district 
sales manager for the company since 
1937. In all, Mr. Silverman has been 
with the company for 16 years. His 
new duties will be focused, says presi- 
dent David Housman, upon the pro- 
motion of models developed as “firsts” 
of their kind. 


Gordon Armstrong Co., Inc. 


W. H. Propst, sales manager of Alli- 
ance Ware, Inc., Alliance, Ohio, for 
the past 13 years, has been appointed 
manager of the recently created appli- 
ance division of the Gordon Armstrong 
Co., Inc., Cleveland. Mr. Propst will 
direct the designing and marketing of 
an apartment-sized dishwasher and 
clothes washer. 
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is profitable — 
Sell *“*DETROIT” 

Float Valve equipped water 


and house heating units— 


The modern child, bathed daily, knows 


ly nothing of the discomforts of the old time 
Saturday bath in the washtub by the kitchen stove. It was 


never warm enough—there was never enough warm water. 


Modern parents insist on a warm bathroom and plenty of 


hot water for their children and themselves. 


Modern comfort standards demand modern heating devices 
“Detroit” CRC-239-W 
Float Valve For Water 
Heaters. Power element auto- 
matically regulates oil flow to bur- 
ner to keep water hot. Easily oper- 
ated adjustment enables user to 
regulate water temperature. “Fails 
safe” in case of damaged element. 
No electrical wiring needed. 


—devices that are clean, reliable and provide steady, even 
heat. It’s profitable to sell this kind of comfort. People want 


it and will buy it. 


“Detroit” Float Valve equipped space heaters, water heat- 
ers, furnaces, and ranges provide this profitable comfort. 
“Detroit” Float Valves are well known for their reliability. 
Temperature compensated, they maintain constant oil flow 
at any given setting, regardless of oil temperature. They’re 


simple, durable, easy to clean and service. 2828 


“Detroit” CRC -239 
Manual Float Valve 
For Space Heaters. 
Has a wide reputation for 
providing dependable con- 
trol on all types of space 
heater applications. 


Canadian Representatives — RAILWAY AND ENGINEERING SPECIALTIES LIMITED, MONTREAL, TORONTO, WINNIPEG 


“Detroit” Heating and Refrigeratton Controls © Engine Safety Controls @ Safety Float Valves and Oil Burner 
Accessories © “Detroit Expansion Valves and Refrigeration Accessories ©¢ Stati 
Lubricators 
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NEW POSITIONS | 
Ma 
cee 
Hotpoint, Inc. Webster-Chicago 
George W. Scott has been elected S. T. Seaman, previously with the 
vice-president and secretary of Hot- company, has been appointed advertis 
ing manager by Webster-Chicago, 5610 
W. Bloomingdale Ave., Chicago. New 
supervisor of phonograph needle sales 
is John W. Walt, formerly sales pro- 
motion manager of the appliance divi 
sion of the Chicago branch of West 
inghouse Electric Supply Co. 
Norge Division, 
EQUIPMENT. Borg: Warner Corp 
Paul N. Berner has been named 
| © manager of home laundry equipment 
* Beautiful to look at | ie 
* Economical to own GEORGE W. SCOTT * 
* Completely satisfactory as 
point, Inc., having heen secretary and > 
treasurer since 1933. Walter R. Grant, 
Wayne Thermatic who succeeds him as treasurer, was 
Oil Burners, famous 
over 26 years for [* 
quality and fuel Ay 
economy. 
tio 
And Wayne Alone Wayne Thermo- — Dj 
White Oil, Gas and its 
Offers All These Coal Winter AirCon- Vv 
] Wayne Wholesaler-Dealer ditionersandGravity PAUL N. BERNER 
Partnership Plan. Furnaces made sales «, 
2 Franchise territory. sales for the Norge Division of Borg 
: Warner Corp., it was recently an 
A complete, diversified line 
4 3 undes oe tomer Wayne Hot Water and nounced by M. G. O'Harra, vice-presi 
i A sales program that helps Steam Heating Boilers, dent and director of sales. Mr. Berner. 
you sell. 4 former sales manager of the Lovell 
Giant notional advertising oil-fired, set new recor Mig. Co., where he spent 12 years 
5 program. economy standards. WALTER 8. GRANT succeeds R. H. Pizor, now eastern 
regional manager. 
6 Display material. formerly with Locke Insulator Co., a ‘ 
Wayne Gas Conver- — G-E affiliate. Mr. Scott started with \ 
7 Prepared ad mats. sion Burners use 1 the company in 1911. 
8 top quality products. manufactured, nat- \" Schaefer, Inc. 
ural, mixed or bottled , 
9 Nearby wholesaler stock Harold L. Schaefer, president of 
from which to draw. Schaefer, Inc., has announced the 
° Philco Corp. appointment of A. H. Rose as sales 
10 Substantial profit. P manager, for the past five years in the 
- i John J. Moran, with Philco Corp., refrigeration industry. Formerly he 
: | 4 Wayne Soft-Lux Soften- for 11 years, has been appointed sales was for five years general sales man- 
Wayne Shallow | ers in twin and single manager of the accessory division, ac- ager for the Moore Corp., Joliet, IIL, te 
Well Turbine Water tank models provide all 
Systems for wells the newest softener ad- 
and cisterns are | vantages. : fo 
4 
for your rich, long- i 
Wayne Deep Well Jet = 
term farm market. 
Water Systems pro- if 
Wayne Iron Filters vide antes 
portunities. 
process water 
without bermful turn Systems for Steam 
chemicals. High boiler installations pro- p 
iron content is re- vide extra business and z 
moved. profits. f 
Now is the time to get set for 1948. Investigate the advantages WAYNE JOHN J. MORAN i 
Dealers are enjoying with the complete WAYNE Line of Home Equipment. } 
WRITE TODAY FOR DETAILS OF THE WAYNE PARTNERSHIP PLAN corcing to Jame s M. Skinner. Te. gen- and for the preceding five years was 3 Cc! 
eral manager of the division. Mr. assistant general sales manager for : E 
THE HOME EQUIPMENT CO., INC. Moran joined Phileco as a salesman. City Ice and Fuel Co., Cleveland. 
Seay FORT WAYNE. INDIANA : was promoted to general sales manager Earlier he was a district manager for $ n 
of Phiico Distributors in 1944, National Cash Register Co. 
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Roberts & Mander Corp. 


W. B. Eckenhoff has been ap- 
pointed sales manager of Roberts & 
Mander Corp., Hatboro, Pa., to suc- 
ceed John H. Emery, deceased. Mr. 


WwW. B. ECKENHOFF 


ixckenhoff has been with the firm for 
wer 13 years in the sales organization, 
the last eight of which have been spent 
as assistant sales manager. H. S. 
Minster, president, makes the an- 
nouncement. 


American Central Div. 
Avco Mfg. Corp. 


Setting a precedent in public rela- 
tions is the way the American Central 
Division of Avco Mfg. Corp. describes 
its recent appointment of Miss Rose 
V. White to its executive staff as rep- 


ROSE V. WHITE 


resentative of customers. In the com- 
pany’s test kitchens she will duplicate 
conditions in customers’ kitchens and 
test all equipment before it is released 
tor sale. She will also pass on the 
need for proposed new products and 
iid in advertising composition. She 
was formerly a home demonstration 
igent in Arkansas and served in the 
Waves during the war as a lieutenant, 


Emerson Radio and 
Phonograph Corp. 


Formation of a premium division 
under the supervision of Richard A. 
‘lyman, was recently announced by 
‘ne Emerson Radio and Phonograph 
Corp. Phil Gillig, vice-president in 
—- ge of sales, said that demand for 
“merson radios as premiums and 
prizes has increased tremendously, 
necessitating the formation of the new 
division, 


THE STEEL YOU NEVER SEE 


helps bring customers back 


‘They'll come back to buy . . . when the appliances 
you sell serve them well and keep their good looks. 

Finish and trim alone can’t assure the long life 
and lasting beauty customers want. ‘These also 
depend on the quality of the metal underneath — 
the steel you never see. 

When the metal base is an Armco special- 
purpose sheet, you know it was developed espe- 
cially for this exacting use. And many of your 
customers know it, too. 

Thirty-three years of advertising in national 
magazines have made people familiar with 
“Armco.” When Armco Enameling Iron is used 


in porcelain enameled appliances, they can depend 
on a firm bond between the base metal and the 
smooth, glossy finish. Leading manufacturers use 
Armco Galvanized Painrcrip — the special paint- 
holding sheet stecl—for paint-enamel parts of 
washing machines, ironers and food freezers. 
Keeping customers sold on the appliances you 
sell will give you a sales edge in the stiffer compe- 
tition to come. You'll find that the familiar Armco 
label on an appliance is an aid to selling and 
customer satisfaction. The American Rolling Mill 
Company, 278 Curtis Street, Middletown, Ohio. 
Export: ‘The Armco International Corporation. 


\ oa 7 THE AMERICAN ROLLING MILL COMPANY 
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@ SPECIAL-PURPOSE SHEET STEELS © STAINLESS STEEL SHEETS, STRIP, BARS AND WIRE 


NATIONALLY] ADVERTISED FOR 33 YEARS 


PAGE 139 


i 
F 
4 
\V/ 
x 


YON 


KITCHEN CABINETS 


QUALITY 
TESTED 


INSTITUTE 


Because women everywhere 
show a definite preference 
for Lyon Kitchen Cabinets— 
Sales will swing into “high” 
fast when steel receipts enable us to make full use of 
our modern kitchen cabinet plant. This ‘‘packaged” 
line provides “custom-built” beauty, whether the 
kitchen is equipped complete, or a few units at a time 
—combines such appealing features as Lyon's ex- 
clusive tap-o-matic handles, streamlined rounded 


corners and beautiful finish over bonderized metal. 


new LYON IRONING TABLE 


@ Combines unusual strength and 


i ns 
rigidity with light weight. _ 
motion. 
and closes y 
Making a hit with ho 


ywhere it is displayed. 


in one eas 
usewives 


ever 


LYON METAL PRODUCTS, INCORPORATED 


1221 Monroe Avenue, Aurora, Illinois 


NEW POSITIONS 


A PARTIAL LIST OF LYON PRODUCTS 


Shelving Kitchen Cabinets Filing Cabinets Storage Cabinets 
Lockers Display Equipment Cabinet Benches 
Wood Working Benches «Hanging Cabinets Folding Chairs 
Economy Locker Racks © Welding Benches Drawing Tables 
Conveyors Tool Stands Flat Drawer Files 
Shop Boxes Service Carts Tool Trays 

Bar Racks Hopper Bins Desks 

* Bin Units © Parts Cases * Stools 


Bench Drawers 
Work Benches 
e Drawer Units 
Tool Boxes 

* Sorting Files 
elroning Tables 


PAGE 140 


Jack & Heintz Precision 
Industries, Inc. 


The board of directors of Jack & 
Heintz Precision Industries, Inc., re- 
cently elected its chairman of the 
board, Byron C. Foy, to the presidency 
of the company. William S. Jack, 
former president, was not a candidate 
for re-election. 

New general sales manager is Frank 
R. Kohnstamm, formerly associated 


F. R. KOHNSTAMM 


for 25 years with Westinghouse Elec- 
tric Corp., according to Edward R. 
Legg, vice-president in charge of sales. 
Mr. Kohnstamm was appointed man- 
ager of Westinghouse’s appliance sec- 
tion in 1922, becoming assistant sales 
manager of the merchandising division 
five years later. In 1934 he was placed 
in full charge of the lighting division in 
Cleveland. In 1937 he added the du- 


ties of managing sales of the agency 
and specialties division. He resigned 
from Westinghouse in 1942, becoming 


executive vice-president of the Vander 
Horst Corp. 


Duo-Therm Division, 
Motor Wheel Corp. 


Theo Valjean, former assistant serv- 
ice manager for the Duo-Therm Divi- 


THEO. VALJEAN 


sion of Motor Wheel Corp., has been 
named eastern district manager, suc- 
ceeding R. H. Reeder, now sales man- 
ager. He joined the firm in 1937 and 
was appointed to the post of field en- 
gineer in 1942. 
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Lewyt Corp. 


The Lewyt Corp. has announced the 
appointments of five salesmen for the 
vacuum cleaner division. They are: 
Edmund J. O’Reilly, formerly selling 
for Acousticon, Inc.; George S. Wid- 
der, formerly of Addressograph-Multi- 
graph Co.; Carl M. Randel, formerly 
with the WPB, Pennsylvania Power 
& Light, and sales manager of the 
Royal Vacuum Cleaner Division of E. 
A. Geier; Edwin S. Goodliffe, former 
eastern district manager for Eureka 
and division manager for Electrolux; 
and Donald S. Miller, formerly with 
Frigidaire and Sperry Products. 


Globe Lighting Products Co. 


The appointment of Frank E. Brown 
as merchandising manager of the 
Globe Lighting Products Co. was re- 


FRANK E. BROWN 


cently announced by I. R. Rosenblatt, 
president. Mr. Brown formerly was 
associated with General Electric 


U. S. Television Mfg. Corp. 


Shelby York has been named assist- 
ant sales manager of U. S. Television 
Mfg. Corp. by Hamilton Hoge, presi- 
dent. He was formerly a distributor 
for General Electric in northern Cali- 
fornia. He has also been sales man- 
ager of ARA records and was associ- 
ated with Reid Distributing Corp. of 
New England as sales manager. 


Other Appointments 


The appointment of A. E. Kessler 
as public relations director of the 
U. S. Television Mfg. Corp. has been 
revealed by Hamilton Hoge, president. 
Mr. Kessler formerly held a similar 
position with Viewtone Television and 
Radio Corp. 

In the Washington, D. C., area, 
Robert H. Rubin has been a company 
sales representative and James Gatling 
has been assigned a similar position 
for the Bronx borough of New York 
City. New chief engineer of the com- 
pany is Antony Wright, former man- 
ager of the television receiver engi- 
neering division of the Radio Corp. 
of America, with which company he 
served 19 years. 
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Lamb Electric Co. 


The directors of Lamb Electric Co., 
Kent, Ohio, recently elected H. C. 
McElhone vice-president in charge of 


H. C. McELHONE 


sales. Prior to joining Lamb in 1945, 
Mr. McElhone was assistant to the 
vice-president in charge of sales of 
Westinghouse. 


Edwards and Co. 


Edwards and Co., Norwalk, Conn., 
announce the appointment of two divi- 
sion managers. Thomas F. McCarthy, 
associated with the firm for 20 years, 
has been assigned the eastern division. 
He has been president of the Electrical 
Associates of New York for the past 
seven years. 


JOHN L. TAYLOR 


John L. Taylor, district manager in 
Chicago since 1936 and associated with 
the firm for 23 years, takes over as 
division manager for the central states. 


Rheem Mfg. Co. 


Edward J. Hutchings has been 
named New England district manager 
of appliance sales for Rheem Mfg. Co. 
and Vaughn G. Gooding has joined the 
company as sales representative in that 
territory, according to C. T. Miller, 
manager of eastern regional appliance 
sales. Mr. Hutchings has covered the 
northern New Jersey territory for the 
company for the past two years. Mr. 
Gooding was formerly connected with 
the Conn. Power and Light Co. 

New assistant advertising manager 
for the company is E. A. Gumpert, 
whose appointment was announced by 
Henry C. L. Johnson, advertising man- 
ager. He was formerly with Duane 
Jones Advertising Agency. 

Jules P. Soudain and James E. Nigh- 
bert have joined the southeastern re- 
gional sales staff, Earl D. Beason, 
regional manager of appliances sales, 
announced. 


are building thousands of homes ae 


these, complete with major appliances 


SMITH & HILL Park 
Ridge (IIl.) Manor 
300 homes equipped 
with 1,800 appliances. 


COLORADO 


GARRETT - BROMFIELD 
& CO., Denver (Col.) 
412 homes with 1,236 
major appliances. 


FRANK W. SHARP, 
Houston (Tex.) Oak For- 
= est 4700 homes with 


NEW YORK 


LEVITT BUILT HOMES, 
Long Island (N.Y.) 3,000 
a homes equipped with 
9,000 major appliances, 


BRADFORD HOMES, Ev- 
ansville (Ind.) 185 


homes equipped with 
786 major appliances. 


14,100. major appli- 


ances. 


These Builders are your Best Customers... 
.. they’re your best salesmen, too 


The builder is the man who does the selling—he's 
the one who decides what goes into the homes he 
builds, and he's the one who places a price tag 
on them. And when he sells homes he’s working for 
you because he sells the complete home-package, 
and that means ydbur appliances, too. 


The vast buying potential in major appliances rep- 
resented by the builder is confirmed by this state- 
ment, recently made by one of the top three ap- 
pliance manufacturers: ‘‘There is little doubt that 
the new home and remodeling market will account 
for at least 50% of the business in major home 
appliances for many years to come." 


And that means the builder will buy them. 
94% of Builders buy from Appliance Dealers 
This percentage (obtained through survey) shows the 


extent to which the builder is your best customer. 
Only 6% buy direct from manufacturers—the bal- 


THIS MESSAGE is addressed to you by the publishers of 
the building industry's leading contractor-builder maga- 
zine—PRACTICAL BUILDER—in the interest of bringing 
you and your builder customer closer together, for your 
mutual benefit, Total distribution—70,000 copies. 


PRACTICAL BUILDER 


5 SOUTH WABASH AVE. 


ance, 94%, buy from dealers. Thus, as a dealer, 
you have the finest opportunity to sell your brand of 
appliances to the builders in your community. Tell 
them about the installation advantages . . . the 
operation advantages . . . the advantages that help 
builders sell the complete home package. 


PRACTICAL BUILDER is the publication that has 
made its readers appliance-minded 
Builders didn't become appliance-minded over- 
night. For 11 years, the editors of PRACTICAL 
BUILDER have been making builders conscious of 
something more important than the four walls. 
Through the editorial influence of PRACTICAL 
BUILDER, builders are not only doing a better job for 
home buyers—they're doing a better selling job 

for YOU. 

So, get acquainted with him . . . advise him... . 
counsel him . . . because he is the one who will 
sell most appliances for you most quickly! 


ht PRACTICAL 


<BUILDER 


CHICAGO 3, ILL. 


Also publishers of BUILDING SUPPLY NEWS, the leading lumber and building material dealer trade paper. 
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Telechron Clock Switch Timers 
Give Gas Ranges 2 Extra Conveniences 


Accurate electric time . . . automatic switch tim- 
ing. These extra conveniences are top favorites 
with women. You can offer both when your gas 


ranges have Telechron clock switch timers. 


The Telechron C-52 provides completely auto- 
matic timing .. . switches on at any chosen time 
. Switches off after a selected period. It’s as 
easily set as an alarm clock. It can be adapted 
to gas ranges, electric roasters, and household 
appliances, as well as electronic and industrial 
devices. The capacity is 15 amps., 115 volts. And 
it’s built by the leading producer of electric 
timing devices with over 25 years’ experience. 


For lower priced lines, there’s the C-39. It keeps 
accurate electric time, switches gas ranges or 
electric appliances off at a preselected time. 


Telechron electric clock switch timers add extra 
selling points to your whole line. They never have 
to be wound—never run down. Precision building 
and Telechron’s exclusive sealed-in oiling system 
assure long, accurate, trouble-free service. Every 
Telechron timer is Underwriters Laboratories 
approved under re-examination service. Keep 
your next year’s models up to the minute with a 
modern electric clock timer. For details write or 
wire Industrial Sales Division, Dept. G, Telechron 
Inc., Ashland, Massachusetts. 


CK TIMERS. 
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FIFTY DEALERS from throughout Arizona attended the first annual Norge dealers’ 
meeting sponsored in Phoenix by the Standard Equipment Co. Directing the presen- 
tation of the entire Norge line were, left to right, Frank Toler, factory representative; 
Jack Walker, manager of Standard Equipment; J. M. Tenney, western sales manager 
for Norge; C. H. Allen, factory representative, and R. C. McGovern, district service 


manager. 


DISTRIBUTOR NEWS 


ALABAMA 


l’. C. Margolf, sales manager of Ice- 
berg Refrigerated Locker Systems, 
Inc., has appointed the Refrigeration 
Service Co., 1005 Third Ave. N., Birm- 
ingham, as a distributor for Iceberg 
Reirigerated Lockers. 


ARKANSAS 


To hear sales and promotion plans 
for 1948, over 300 appliance dealers 
attended the opening of the new display 
and sales rooms in the wholesale appli- 
ance division of 555, Inc., Little Rock 
distributor. John H. Allen, vice-presi- 
dent and manager of the appliance divi- 
sion, introduced approximately 50 fac- 
tory representatives and executives to 
the dealers. 


CALIFORNIA 


General Refrigeration Service Co., 
1104 N. Broadway, Santa Maria, has 
been made a distributor for Iceberg 
Refrigerated Lockers. 

Staff changes at Kinney Brothers, 
San Diego, include the appointment of 
R. E. Danielson as local manager. He 
will have charge of the new offices 
which the company has been preparing 
at 446 W. Beech St. The sales staff 
now includes Mel Stewart, Robert 
Huff and Orville Faringer. 

The J. N. Ceazan Co., Los Angeles, 
has announced that it will handle the 
distribution for Schick razors in that 
area. The company put out special 
bulletins to tie in with Schick’s open- 
ing of national advertising. 

Phil Gough, president of Gough In- 
dustries, southern California distribu- 
tors of Philco, was host to the Philco 
dealers of the Los Angeles area to an- 
nounce the company’s plans for sales 
and installation of Philco television re- 
ceivers. The meeting followed a spe- 
cial showing in Los Angeles at which 
300 dealers were given a preview and 
demonstration of the Philco large- 
screen projection television. James H. 
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Carmine, vice-president in charge of 
merchandising for Philco, was in 
charge. 


CONNECTICUT 


On the occasion of the appointment 
of Joseph H. Lederer, Inc., exclusive 
distributor of Sparton radio receivers 
in the Bridgeport area, a dinner was 
given company employees by Victor H. 
Meyers & Co., Inc., district distributors 
and merchandisers for Sparton. Vic- 
tor H. Meyers, president of the latter 
firm, was the main speaker. 


DELAWARE 


New distributor for Iceberg Re- 
frigerated Lockers in the Wilmington 
area is the Keil Motor Co., llth & 
Tatnall Sts., Wilmington. 


FLORIDA 


Dade Distributors, Inc., 136 N. E. 
First St., Miami, have announced a 
sales contest to promote the Calcinator 
automatic disposal unit. Dealers and 
dealers’ salesmen who sell 15 Calcina- 
tors can qualify for “three glorious 
days and two eventful nights in pic- 
turesque Havana, Cuba”. 

A dealer meeting has been held in 
Miami by Major Appliances, Inc., 
RCA Victor distributor in the Miami 
territory. Speakers were W. D. Row- 
lands, president and general manager 
of Major Appliances; J. M. Jones, 
regional manager of the RCA home 
instrument division; Dave Cunning- 
ham, general sales manager for Major 
Appliances, and J. F. Greenawalt, 
RCA territorial representative. 

H. A. Malcom, vice-president and 
general manager of the Chrysler Corp. 
Airtemp division, has named the Win- 
ters-Becker Corp., 300 N. E. 71st St., 
Miami, as both distributor and dealer 
in the firm’s equipment. J. H. Winters, 
president of the wholesale firm, was 
until recently eastern divisional man- 
ager for Airtemp. 
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GEORGIA 


A recent meeting in Atlanta found 
the air conditioning department of the 
General Electric Co. playing host to 
its southeastern district distributor and 
contractor representatives. G-E’s new 
remote room air conditioner was in- 
troduced, along with the refrigerator 
compressor line. Paul M. Hoover, 
Jr., manager of the southeastern dis- 
trict, conducted the meeting. 

More than 350 dealers saw the 1948 
RCA radio line at a meeting sponsored 
by the Yancey Co., Atlanta, the third 
of a series in Georgia. Among the 
speakers were B. Earle Yancey, presi- 
dent of the distributing firm. Mitchell 
Edwards, vice-president, was in charge, 
and several RCA executives attended. 


INDIANA 


New quarters being built at 1817 
E. Wayne St. will soon be occupied by 
the Fort Wayne branch of Radio 
Equipment Co., Inc., according to Ber- 
nard W. Place, local manager. Radio 
Equipment Co. has six branches which 
serve parts of Indiana, Michigan and 
western Ohio. 


MASSACHUSETTS 


New additions to the sales depart- 
ment of Northeastern Distributors, 
Inc., Boston, are Samuel Shlifer, Larry 
Lewis, Ralph Tupper and Bob Morrill, 
all as sales representatives. Brock D. 
Shiffer, formerly with Electrolux, has 
been appointed Lewyt vacuum cleaner 
specialist. 

The new 1948 line of Stewart- 
Warner radios was presented by Jo- 
seph DeMambro at a dealer meeting 
sponsored by DeMambro Distributors, 
[nc., 1111 Commonwealth Ave., Boston. 
E. R. Rutledge, district manager for 
Stewart-Warner, outlined company co- 
operation in the form of sales aids and 
dealer advertising. 


MISSOURI 


Harry Feingold, president of the Su- 
perior Distributing Co., Kansas City, 
has moved his firm from 2305 Pennsyl- 
vania Ave. to the recently leased top 
two floors of a four-story building at 
17th and Oak Sts., where it will have 
24,000 sq. ft. of space. 


NEW JERSEY 


Newly appointed exclusive distribu- 
tor for Hallicrafters Radio’s new Car- 
negie Hall series in northern New Jer- 
sey is All-State Distributors, Inc., 30 
Warren Place, Newark. 

The Audrian Refrigeration Co., 440 
Broad St., Bloomfield, has been named 
a distributor of Iceberg Refrigerated 
—_— Albert P. Claps heads the 

rm. 


NEW YORK 


The new Hallicrafters radio line was 
introduced to dealers in the Utica area 
by the Baldwin-Hall Co.. of Syracuse. 
Robert F. Baldwin and K. E. Inger- 
son, the firm’s district representatives, 
were speakers. 

B. L. Kulick, president of Fay-San 
Distributors, Inc., Buffalo, announces 
the appointment of H. Read Cooley as 
sales promotion manager. Mr. Cooley 
was formerly publicity representative 
for American Airlines in New York 
City. 

New distributor for Air King’s 
radio line is Chamrose Distributors at 
170-16 Jamaica Ave., Jamaica, Long 
Island, according to J. J. Clune, merch- 
andise manager of Air King Products 
Co., Inc. 


| ( e Adequate Frozen Storage 


Quiet Operation 


| , — e More Modern Conveniences 
| 
| e Operating Economy 


e Long-Time Satisfaction 


e Greater Value 


FIBERGLAS HELPS YOU, 2 ways: 


Helps make better refrigerators and freez- 
ers! Helps you sell them in quantity and 
at a profit! 

Fiberglas not only contributes substan- 
tially to many of those features desired 
by home-makers . . . quicker freezing, 
economical operation, longer trouble-free 
service, greater value... but it helps you 
establish and put these points across. For 
your customers know Fiberglas. Know it 
as an efficient, ageless insulation that 
stays in place—doesn’t settle. It’s a smart 
dealer who remembers this and uses it in 
his selling. 


OWENS-CORNING 


FIBERGLAS 


*Fiberglas is the trademark (Reg. U. S. Pat. Off.) for a variety of products made of or with glass fibers by Owens-Corning Fiberglas Corporation. 
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The DUCHESS is Better 


for YOU because 


1 A PROD- 


UCT OF ONE OF 
THE LARGEST MANUFACTURERS OF 
WASHING MACHINES ONLY. 


2 NO NEED TO BUY A FAMILY OF 
WEAK SISTERS 
IN ORDER TO & 


GET A GOOD WASHING MACHINE. 


3 MANUFACTURING 


ECONOMIES REFLECTED IN BETTER 
DEALER DISCOUNTS. 


4 PRODUCT EXCELLENCE IS MADE 
POSSIBLE BY CONCENTRATION ON 
ONE PRODUCT. 


Compare the Duchess feature by feature. She 

has eye-appeal, buy-appeal and price-appeal. 

She's a good partner to have in your business. 


YOU CAN’T BUY A 
BETTER WASHER 
AT ANY PRICE 


ort” 
patent 
ae 
ato’ 


APPLIANCE MANUFACTURING CO., ALLIANCE, OHIO 
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DISTRIBUTOR NEWS 


New distributor of Youngstown 
Kitchens for western New York state 
is the Kemp Equipment Co. of Buffalo, 
headed by John Kemp and with a 
kitchen division managed by Ed Kelly. 
The announcement comes from Chas. 
A. Morrow, vice-president in charge 
of merchandising for Mullins Mfg. 
Corp. 

A meeting was held recently for 
Ironrite dealers by Bickford Bros., 
distributors at 1290 Broadway, Buffalo. 
Hal Biddle, factory merchandise man- 
ager, discussed future merchandising 
plans. Charles Corcoran, general sales 
manager of Bickford Bros., told about 
promotion plans, and Paul Wolk, 
president of the firm, also spoke. 

Clifford O. E. Curtis, formerly sales 
manager and a 20-year veteran of the 
Bergman Norge Co., Inc., 94 Elm St., 
Buffalo, has been named vice-presi- 
dent of the firm. 

Western Merchandise Distributors, 
Inc., 130 S. Elmwood Ave., Buffalo, 
held a meeting for dealers recently. 
Lee Wells, vice-president of the dis- 
tributing firm, was in charge of the 
session, which showed new models of 
Crosley appliances. From the factory 
in Cincinnati came C. W. Kirby, do- 
mestic sales manager, and Stanley 
Glaser, manager of the radio division. 
New Crosley television receivers also 
were shown for the first time in the 
area. 

David Spesser has been made a mem- 
ber of the sales department of the 
Bergman-Norge Co., Inc., 94 Elm St., 
Buffalo, and Irving Block, Jr., is a 
new administrative assistant. 


OHIO 


Dwight Curtiss, formerly manager 
of the Modern Home Equipment Co., 
has been put in charge of the Toledo 
sales division of the Joseph B. Smith 
Co., which operates in Ohio, Indiana 
and Michigan. James P. Printy, sales 
manager, announced the appointment. 

Herman C. Haas is the fourth mem- 
ber of the former Crosley Radio Corp. 
to join Thomas W. Berger, Inc., na- 


HERMAN C. HAAS 


tional sales organization for several 
appliance lines. Mr. Haas is new sales 
manager of the Sani-Way division, 
which handles the Sani-Way electric 
garbage eliminator. 

The O. A. Smith Corp. has named 
Luethi & Welch, Inc., 225-229 N, 
Fourth St., Columbus, as distributors 
in Columbus, central and southern Ohio 
for Permaglas water heaters. 

Buckeye Appliance and Sports 
Equipment Co., 21 Summit St., Toledo, 
has been named distributor for low- 


temperature equipment manufactured 
by the Refrigeration Corp. of America. 


PENNSYLVANIA 


James J. Shallow has been appointed 
general sales manager and Jerry New- 
kirk television sales supervisor of 
Philco Distributors, Inc., Philadelphia, 
according to an announcement by Sol 
Schiff, general manager of the Philco 
distribution organization. Both are 
veteran Philco men. 

Harry J. Sturm & Co., Walnut St. at 
37th in Philadelphia, has been named 
a distributor for Iceberg Refrigerated 
Lockers. 

In Pittsburgh, Frank R. Morrison 
has been appointed sales manager for 
I. and M. Sufrin, Stewart-Warner dis- 
tributors. Mr. Morrison was formerly 
manager of the dealer promotion divi- 
sion of Duquesne Light Co. Also, Paul 
M. Fink is the firm’s new assistant 
sales manager. The firm has been 
appointed to handle Empire home 
ironers. 


OREGON 


Readers of the Sunday Journal, 
Portland, opened one of their recent 
issues and found that an entire 12-page 
section was devoted to the activities 
of one firm, the O. B. Stubbs Co., elec- 
trical distributors. O. B. Stubbs, the 
“dean and granddad” of the Pacific 
Coast electrical industry, is celebrat- 
ing his fiftieth year in the business. As 
a G-E executive said, Mr. Stubbs has 
“seen all the important things happen 
in this business.” Strangely enough, 
he didn’t even start in the electrical 
business until after he had established 
a hardware store in a good location. 
W. O. Fouch, an electrician, made a 
deal to share part of the store. Even 
then, the electrical end of the enter- 
prise didn’t extend beyond installing 
and repairing doorbells and electric 
sparkers to light gas lamps, until the 
Army asked him to illuminate and 
ventilate a tramp steamer which was 
going to carry horses to the Philip- 
pines in the Spanish-American War 
within the next 40 days. He accepted, 
and the fortieth day saw the boat 
steaming down the Willamette River 
to the Pacific, with his men still 
working on it. They got off at As- 
toria, the boat continued, and not an 
animal was lost on the trip. After 
this flying start, the firm had little 
trouble getting business, and new loca- 
tions had to be found at regular inter- 
vals to take care of expansion. At 
present, Stubbs is at NW Park Ave. 
and Couch St. in his fifth location, and 
doing nicely, thank you. 


SOUTH CAROLINA 


A preview of new RCA Victor home 
radios was given to 150 radio dealers 
of the Southern Radio Corp. in the 
Greenville area. The meeting was 
handled by James P. McMillan, presi- 
dent of the firm, and Perry E. Lee, 
sales representative in the territory. A 
similar session has been held in the 
Columbia territory, with Kenneth Wil- 
liams, company sales representative, 
participating. 


SOUTH DAKOTA 


Iceberg Refrigerated Lockers has 
appointed a distributor in Sioux Falls. 
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It is Gustafson & Larson Co., 1237 Wil- 
son Terminal Building, and is headed 
by Ralph Larson. 


TENNESSEE 


Two meetings for RCA Victor 
dealers were held recently by Mc- 
Gregor’s, Inc., area distributors for 
RCA. The first was for dealers from 
west Tennessee, Arkansas and Missis- 
sippi, and the second for Memphis city 
dealers. Both were held in Memphis, 
and both were presided over by E. M. 
Greeson, vice-president in charge of the 
RCA Victor radio department of Mc- 
Gregor’s. 


TEXAS 


Al Seligman of the Straus-Frank 
co. has announced his firm’s appoint- 
ment as distributor of the new Orley 
Super-Seven home freezer. 

Newly appointed distributor of Coro- 
aire heating equipment for the northern 
part of Texas is the Tempco Corp., 
4801 Lemmon Ave., Dallas. 

A. B. Covington has announced con- 
solidation of the Covington Distribut- 
ing Co. and the Procter Distributing 
Co. The combined firms will operate 
under the name of Covington Dis- 
tributing Co., with all personnel and 
merchandise from the Procter firm 
moving to Covington’s showrooms and 
warehouse at 34 N. Hamilton, Hous- 
ton. J. W. Procter, formerly of the 
Procter firm, has been named general 
manager of the new company. 


UTAH 


The S. S. Ross Co. of Salt Lake 
City, already a distributor of Sonora 
records, has been named to handle 
Sonora radios as well, in Utah and 
parts of Nevada and Idaho. Syd Ross 
is head of the firm. 


VERMONT 


The Northern Refrigeration Co. of 
Montpelier has received an appoint- 
ment as distributor of Iceberg Re- 
frigerated Lockers. The firm is lo- 
cated at 66 Winooski Ave. 


VIRGINIA 


A branch distributing agency of the 
Wyatt-Cornick Co. of Richmond, dis- 
tributors of RCA Victor radios, is to 
open on Hampton Blvd., Norfolk. 


WASHINGTON 


Seattle Radio Supply, Inc., 2117 
Second Ave., Seattle, has been ap- 
pointed a distributor for Hallicrafters 
Radio’s deluxe home sets. The firm 
will handle the radios in Washington, 
part of Idaho and part of Montana, ac- 
cording to E. O. Mickelson, secretary- 
treasurer, 


WISCONSIN 


Presteline dealers and dealer sales- 
men—240 of them—turned out in 
Milwaukee for a meeting conducted by 
the Taylor Electric Co., distributors. 
James A. Taylor, Jr., president of the 
firm, introduced A. Raysson,” general 
sales manager of Presteline. Mr. Rays- 
son was followed by Armin Friedman 
of the American Weekly and J. G. 
Howland, Presteline’s director of ad- 
vertising. Others taking part were 
Presteline’s P. H. Eckstein, assistant 
general sales manager; D. O. Klein, 
regional manager; E. W. Lyon, as- 
sistant advertising manager; Mrs. A. 
C. Ludwig, home service director, and 
W. C. Kritek, service manager. 


Which one will be 
TOMORROW’S CHAMP? 


Can you tell, just by looking at them now, which 
man will run up the highest score for the season? 

You can’t tell, either—just by looking at com- 
peting irons or ranges or radios today—which 
ones will ring up the most sales over 
the long pull. 

Personal opinion has a place in any 
business. But, in your business and 
ours, it takes a broad knowledge of the 
field— years of merchandising experi- 
ence—careful consid- 
eration of product 
performance, price, 
manufacturer’s ad- 
vertising, many other 
factors—to select the 
lines that will be most 
profitable, year in, year out. With such qualifica- 
tions, personal opinion becomes astute judgment. 

As a national distributor of leading appliances 
and radios for many years, Graybar has had 
plenty of opportunity to acquire such judgment. 
And Graybar is free to use this judgment—to 
select and recommend lines on the basis of sal- 
ability—because it has remained an independent 
self-directing corporation. At the same time, 
because of its recognized ability to “move mer- 
chandise,”’ Graybar gets energetic co-operation 
from top-flight manufacturers. 

Thus you can readily see why Graybar dealers 
have faith in the recommendations of our Mer- 
chandising Specialists. Proof that these recom- 
mendations pay in practice is the success of 
Graybar dealers throughout the nation. Mer- 
chandising Department, Graybar Electric Com- 
pany, Inc. Offices and warehouses in over 90 
principal cities. 4795 


When a product is recom- 
mended by Graybar, you 
can be sure it is (1) easy to 
sell, (2) honestly adver- 
tised, (3) backed by a war- 
ranty which protects both 
dealer and consumer. 


MAJOR APPLIANCES TRAFFIC APPLIANCES RADIOS 
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NOTE: 


Customer goodwill in these in- 
creasingly competitive times is 
one of the prime assets of every 
business. Air Express will help 
you to build a reputation with 
customers for prompt, efficient 
service by reducing shipping time 
from days to a matter of hours. 
When speed is essential, let Air 
Express solve your problem. 


right at hand | 


With Air Express cutting delivery time from any 
U.S. point to a matter of hours, it’s like lassoing 
your supply sources and keeping them within 
quick reach, 

You get the fastest possible service with Air 
Express. Special pick-up and delivery service is 
included. And since Air Express goes on every 

5 flight of the Scheduled Airlines, shipments keep 
moving—fast. If you're faced with overseas ship- 
ping problems. Air Express can save you weeks of 
delivery time. Use this speedy, inexpensive service 
regularly, 


Specify Air Express-its Good Business 


© Low rates—special pick-up and delivery in principal U.S. 
towns and cities at no extra cost. 

® Moves on all flights of all Scheduled Airlines. 

@ Air-rail between 22,000 off-airline offices. 

© Direct air service to and from scores of foreign countries. 
Just phone your local Air Express Division, Railway Ex- 

press Agency, for fast shipping action . . . Write today for 


Schedule of Domestic and International Rates. Address 
Air Express, 230 Park Avenue, New York 17, Or ask for it at 
any Airline or Railway Express Office. 


GETS THERE 


Fastest delivery —at low rates 


Memphis, Tenn. manufacturer re- 
uested fast delivery of spare parts 
34 lbs.) located in San Angelo, 

Tex. Picked up 11:50 A.M. the 

2ist, delivered same day at 5:40 
AIR EXPRESS DIVISION, P.M. 668 miles, Air Express charge 

RAILWAY EXPRESS AGENCY 7.31. Other weights, any dis- 

A SERVICE OF tance,similarly inexpensiveand fase. 


vue scneouteo AIRLINES of rue umiten states 
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EX-SALESMAN George Stoltenberg’s new appliance store in La Mesa, Calif., is his 
second location since he left the Parmlee-Dohrman Co., San Diego, to put his years 
of appliance selling experience to work for himself. He outgrew his first location 
after two years, still rents two garages for warehousing. 


CALIFORNIA 


Koy H. Misenhimer has resigned 
irom the California Electric Power 
Co., Riverside, to operate his own elec- 
trical appliance and contracting busi- 
ness at 450 West Second St., Pomona. 
With a Mr. Mellen as partner, Misen- 
himer purchased an appliance and con- 
tracting business that has been estab- 
lished for 15 years. 

The King-Holmes Appliance Co. of 
Van Nuys is now located at 14508 
Delano St. Mr. King is now sole owner 
i the firm, following the retirement of 
Mr. Holmes. 

Open house for the public was held 
Sept. 12 and 13 by the E. A. Bowen 
\ppliance Co., Studio City, to feature 
the completion of a complete General 
Electric kitchen installation. A cooking 
school was conducted through the co- 
operation of the Los Angeles Depart- 
ment of Water and Power. A demon- 
stration of frozen foods was made by 
G-E home economists Fay Newsome 
and Miss Botane. 

Elkund’s, an appliance retail concern 
in La Mesa, has been purchased by 
Lee Kehr and Ben Hurt and will be 
continued under the same name. Both 
the new owt ers have been in the elec- 

rical appliance business in nearby San 
Die go for many years. 

The interests of the H&W Electric 
Co., Pacific Beach, have been taken 
over by the Pacific Beach Radio & 
\ppliance Co. All operations are now 
being conducted from the former 
H&W store at 1561 Garnet St. 

The concern formerly known as the 
Petri Electric Shop, in Banning, now 
has two owners. The appliance end of 
the business has been sold to Norman 
J}. Jungers. Mr. Petri will conduct the 
contracting business 


FLORIDA 


The Glades Household Appliance 
Corp. has opened its new store in 
Moore Haven, under the management 
of Glenn Brower, a member of the 
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corporation. Others in the corporation 
are Thomas E. Markette and L. N 
Davis, both of Clewiston, and owners 
of the Home Appliance Co. of that 
city. The new store will handle much 
the same line as that carried by the 
parent store. 

In order to stock a larger supply of 
appliances and other merchandise, 
George Herndon, owner of the New 
Electric Co., is adding more space to 
his business at 229 Third St.. SW. 
Winter Haven. 


GEORGIA 


About 50 southeastern dealers of the 
Chrysler Corp.'s Airtemp division met 
in Atlanta recently to discuss the 
market or sales of packaged cooling 
equipment in the off-season months. 
From the home office came A. F. Ward, 
director of packaged cooling sales. 
Other officials included P. F. Knoff, 
southern division manager, and Doug- 
las Dean, Atlanta regional manager. 

Grant’s new and enlarged radio and 
appliance department has opened in the 
store at 82 Whitehall St., Atlanta. 


ILLINOIS 


Two Peoria appliance dealers, Cohen 
Furniture Co. and Loewenstein’s, are 
going along with merchants in other 
lines of business, participating in a new 
plan in the merchandise selling field, 
an executive training course for retail 
and wholesale stores being given by 
sradley University in cooperation with 
the Peoria) Association of Commerce. 
Although other cities have mercantile 
training programs, the Peoria project 
is thought to be unique in its thorough- 
ness, in that it will run 48 weeks each 
year, and the plan now outlined will 
cover four years of training. Dr. 
Donald E. Gorseline of the University 
will be the instructor for the first six 
weeks, and meanwhile will train store 
executives, experts in their particular 
fields, to teach the latter part of the 
course. Dr. Gorseline will dwell on 
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teaching leadership, how to influence 
ople, and practical economics. The 
executives will teach fundamentals of 
merchandising, store organization and 
management, planning department 
work, retail selling, and fundamentals 
f buying. 


INDIANA 


Customers might well be grateful to 
the Cannon Electric Co. of Vincennes, 
which enumerates, on the front of its 
display windows, the exact items which 
it has in stock for customers. All ap- 
pliances are handled in this way, leav- 
ing no room for doubt. 

It took L. M. Woolridge longer than 
expected to remodel his Woolridge 
\ppliance Store at Evansville, on ac- 
-ount of materials shortages, but the 
21-year-old store can now celebrate its 
majority with a complete new face- 
lifting. 


IOWA 


Its a very short hop from 509-11 
Water St., Waterloo, to 513 Water St., 
Waterloo, but apparently it’s worth 
making. Anyway, the Redmond Furni- 
ture & Appliance Store is doing it. 


KANSAS 


james E. Logwood, a former sales- 
man with Marshall’s Auto Store, 
Salina, is the new manager of the 
store. He replaces C. A. Barnes, who 
resigned to enter sales work with the 
Kiesel Appliance store, 130 N. Santa 
Fe, Salina. Both stores handle appli- 
ances 


MISSOURI 


Frank Wolter and Dominick Fasci, 
partners, have reopened their Music 
Mart, 3933 Main St., Kansas City, 
alter an extensive remodeling program. 
The firm handles appliances. 


NEW YORK 


Times Square Stores Corp., New 
York, has announced two new appoint- 
ments. Sydney R. Saul, formerly with 


SYDNEY R. SAUL 


Vim Electric Co., Inc., has been made 
sales manager in charge of the radio 
and appliance division. New buyer 


ot radios and major appliances is Al 


it’s a must for winter comfort 


The Carrier Humidifier is already keeping thousands 
of homes more livable in winter. And it’s needed in 
every home where conventional heating dries out 
the air. 

This handsome, efficient unit—smaller than a con- 
sole radio—supplies exactly the right amount of mois- 
ture for comfort and health. It eliminates annoying 
rug static . . . keeps valuable furniture from loosening 
and cracking. And people can be comfortable at 
lower temperature. 


Quiet and self-regulating, the Carrier Humidifier 
pre-evaporates moisture—no spray or water droplets to 
settle on walls or furniture. Its design is the result 
of Carrier’s matchless experience and leadership in 
air conditioning. 

These outstanding sales features of the Carrier 
Humidifier mean lively, profitable sales for you this 
winter. And that paves the way for increased sales 
of air conditioning units next spring and summer. 
Carrier Corporation, Syracuse, N. Y. 


air conditioning 


Ehrlich, former] di j li- frigeration. 
y radio, major appli 
ance and floor coverings buyer at 
Michaels Bros. 
! When in Rome, do as Torio does. 
In 1930 Joseph A. Torio opened his ets tn 
| ‘rst store at 300 W. Dominick St. in 
E Xome. Now the J. A. Torio Furniture 


Co. has opened its new store in a three- 
Story modern building at 227 W. 
Dominick St., with a complete line of 
appliances in the basement. 


ELECTRICAL MERCHANDISING—DECEMBER |, 1947 PAGE 14? 


| 

| 
\ 
| | 
=e a 
| 
i = 
| — 
ating 


New UNAPAC with cover 
removed, showing Oil Safe- 
ty Control, Electric ‘‘Auto- 
Heat'’ Top, and wiring 
for complete furnace con- 
trol, including AUTO-AIR 
Draft Control 


Here is a combination that really 

modernizes control operations on New A-P AUTO-AIR Unit, 
naces. Modern, streamlined, com- all burner positions. 

pact, easy to install at less cost, 

this A-P Control Unit greatly improves both the appearance 
ond control accuracy of every appliance. 

The new A-P AUTO-AIR Shutter unit, for mounting on stan- 
dard booster fan, ‘meters’ air to match the oil input for effec- 
tive booster draft control regardless of varying natural draft. 

The UNAPAC provides for “modulating” booster draft con- 
trol through the AUTO-AIR Unit, and for Thermostatic Temper- 
ature Control, “Magic Pilot’’ Oil Control, Limit Control, Blower 
Control, and Summer Air Circulation — in one compact unit. 
Assures greater customer satisfaction. 


Be sure your new Vaporizing Oil Burning Appliances give 
you the sales advantages of the new UNAPAC and AUTO-AIR 
Unit. Write for complete details. 


AUTOMATIC PRODUCS COMPANY 


2400 NORTH THIRTY-SECOND STREET 
MILWAUKEE 10, WISCONSIN 


DEPENDABLE 
On Controls 


DESIGNED TO ELIMINATE SERVICING 
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DEALER DOINGS 


NORTH CAROLINA 


A new opening in Greensboro is that 
of the Guilford Appliance Co., suc- 
cessors to the Starr Electric Co.’s Re- 
tail Dept. The firm at 255 N. Greene 
St. will keep the same personnel, add- 
ing the services of a new assistant 
manager, John C. Jossey. The man- 
ager is R. B. Carter. 

The 13-year-old Johnson-Lambe Co., 
dealers in appliances among other 
things, has reopened in new quarters 
at 118 S. Salisbury St., Raleigh. The 
firm is owned by Rochelle (Red) 
Johnson and F. L. Lambe. 


NORTH DAKOTA 


Devils Lake has a new appliance 
outlet. The Home Appliance Co. has 
opened a display room and office for 
the sale of electrical and other home 
appliances there. 


OKLAHOMA 


A veteran in the hardware business 
in Tulsa, V. B. Chism, has joined 
Davis’, 14 E. Third St., in that city. 
He will be assistant manager of the 
appliance, sporting goods and toy store. 

The Mayo Furniture Co. of Tulsa 
has expanded to include a department 
devoted to Hotpoint appliances in the 
northwest corner of the ground floor. 
C. C. Baker is department manager. 


OREGON 


The Nehalem Electric and Radio 
Shop, owned by Steve Keenan, has 
a new 30x60 ft. building in Nehalem. 


TENNESSEE 


Haire’s, home improvement and ap- 
pliance business at 1106 Union, Mem- 
phis, has been purchased by Charlie 
Berlin and L. B. Campbell. The firm 
handles heating equipment and general 
appliances. 


TEXAS 


The second Dutton-Ross Appliance 
store has been opened in Greenville to 
follow the one established at 2906 Lee 
St. in 1942. This one is located at 
2316 Lee St. Owners George W. Dut- 


NEW SILENT SALESMAN is being 
offered to Durabilt iron retailers by the 
Winsted Hardware Mfg. Co., Winsted, 
Conn. Four-color display, designed to 
hold either automatic or conventional 
iron. 
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TROUT BY WOLFE, Freezer by Norge, 
both exhibited by Thomas Home Supply, 
Englewod, Calif. The Thomas firm used 
this tie-in of an outstanding trout with 
the Norge freezer to attract the eye of 
sportsmen to the advantage of a freezer. 
A pane of glass keeps the cold in the 
freezer. 


ton and Sam S. Ross have a five- 
county Frigidaire agency, along with 
the other lines they handle. 

J. E. Johnson and B. J. Bexley 
have held the formal opening of the 
J & B Appliance Co. at its new loca- 
tion, 10 W. Ave. A in Temple. The 
new store has been designed to em- 
phasize display. 


UTAH 


Tommy Dorsey was a tired man by 
the time he got out of the Reliable 
Furniture Co. in Ogden during a re- 
cent trip there. During a special pro- 
motion effort for the company’s record 
and radio departments, he had to sign 
his autograph more than 1000 times. 


WASHINGTON 


Two new stores were opened in 
Seattle during the same week by Len- 
nart J. Lindberg of the Lindberg Elec- 
tric Co. His new store at 4620 Leary 
Way had just opened when Mr. Lind- 
berg announced the purchase of the 
Broadway Electric Co., 228 Broadway 
North. 

As the Belleview Radion & Appliance 
Co., Belleview celebrated its first an- 
niversary, the owners announced the 
opening of another store to serve the 
Mercer Island shopping center. 


WISCONSIN 


As part of an expansion plan, the 
Kees Appliance Co., featuring a com- 
plete line of appliances, will open a 
branch establishment at the corner of 
E. Johnson and North Sts. 
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LEAGUE 
ACTIVITIES 


Hill, NEWA Official, Talks 
To Kansas City Housewares Club 


“Merchandising Housewares and 
Appliances in 1947” was the title of an 
address presented before nearly 100 
persons attending a recent meeting of 
the Kansas City Housewares Club by 
Robert T. Hill, director of the Na- 
tional Electrical Wholesalers Assn. 

Enthusiasm for vocational aptitude 
tests in the selection of salesmen was 
expressed by Mr. Hill who also em- 
phasized the need for a far reaching 
sales training program to familiarize 
salesmen with merchandising problems. 


Nebraska-lowa Council Stages 
2nd Annual Conference, Exhibit 


Speakers at the recent 2nd Annual 
Conference and Trade Exhibit of the 
Nebraska-Iowa_ Electrical Council, 
Inc., held October 20th in Omaha, 
Neb., included George F. Taubeneck, 
editor of Air Conditioning and Re- 
frigeration News, Charles H. Goddard, 
general manager of Sylvania Electric 
Products, Inc., William J. Neal, 
deputy administrator of REA, and 
N. J. MacDonald, vice-president of 
Thomas & Betts Co. 

The Council is currently conducting 
a campaign to help member dealers 
sell lamp bulbs, emphasizing the fact 
that 25 percent of all lamp sockets in 
the area are empty. The Council is 
offering advertising support in the 
form of newspaper ads. 


Refrigeration Engineers 
Form Chapter in Tulsa 


George H. Koehne, chief engineer 
for the Tulsa Cold Storage Co., was 
elected president of the newly organ- 
ized Tulsa chapter of the National 
Assn. of Practical Refrigeration Engi- 
neers at a recent charter banquet in 
Tulsa, Okla. Other officers include: 
Paul Kissinger, first vice-president; T. 
C. Cannon, second vice-president; 
Gene Sumner, _ secretary-treasurer; 
and William H. Moore, sergeant-at- 
arms. 


IDENTIFICATION SIGN, non-fluores- 
cent lighting arrangement preventing 
Static interference when placed on in- 
struments, is being distributed to Re- 
cordio dealers. Lucite panel and bake- 
lite base. 


Can you imagine a more efficient use of kitchen space the 
than the compact arrangement shown below? Two 


Morton PANTRYETTES and a Morton Base refi 7. uger, ator 


Cabinet are grouped with a modern refrigerator 
to form a Storage Center . . . kitchen beauty combined groupmg 
with every work-saving advantage. These are . 

sales-building Morton features. he 

When you sell Morton Work Centers, you make extra 

sales and build repeat business. When 

a customer buys a Morton Cabinet Sink, 

she cannot be satisfied until she buys the 

PANTRYETTES and Base Cabinet needed 

for a complete Cleaning Center. The 

same is true when she buys a range; she’ll 

want a complete Cooking Center. When 

you have sold one Work Center, you have 

made acustomer for the other twoas rapidly 


: ’ Fluorescent Totalite in bottom of PAN- 
_as her budget permits. Morton s step-by-step plan TRYETTES provides complete lighting 
for kitchen modernization simplifies Work Center selling. for work surfaces and cabinet interiors. 
a sliding glass doors and Contour Front 
esign. 


ral 


Work 
Centers 
Centers 


. 


Chicago 44, Illinois 
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Flavor-Saver Dual Burners gvoranteed for life 


Veri-Clean Completely Removable Broiler 


One Piece Porcelain Enamel Front Frame 


| | Porcelain Enamel Finish inside and Out | 


Range To Keep Clear 


EVERY 


SALES FEATURE 
FOR EVERY SELLING 
ADVANTAGE 


America’s Easie 


The Ultramatic CALORIC has all the- features your customers 
want in the range they plan to buy... all the features you want 
for more sales. The fast, modern Ultramatic CALORIC is 
built to give carefree service for a lifetime of virtually auto- 
) matic cooking. There is no finer range to own—no easier 
range to sell than the new Ultramatic CALORIC. 
If you sell fine gas ranges write for full information to: 
Caloric Stove Corporation, Widener Building, Philadelphia 7, Pa. 
All CALORIC L.P. Gas Models Have Specially Engineered Burners, Guaranteed for Life. 


147,000,000 SELLING MESSAGES to 3 out of 4 POTENTIAL CUSTOMERS 
12 Months a Year CALORIC’s Nationwide Advertising is 
Building a Big Market for the Ultramatic CALORIC through 


LADIES’ HOME JOURNAL BETTER HOMES & GARDENS 
WOMAN'S HOME COMPANION SMALL HOMES GUIDE 
GOOD HOUSEKEEPING McCALL'S 


L.P. Gas Range Advertising 


SUCCESSFUL FARMING HOUSEHOLD FARM JOURNAL 
COUNTRY GENTLEMAN PROGRESSIVE FARMER 


Behind this continuous advertising campaign is a complete dealer 
merchandising plan and an aggressive promotional program. 


AMERICAN HOME 


U. PAT. OFF. 


THE GAS RANGE YOUR CUSTOMERS WANT 
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In the Women's Magazines 


Ladies Home Journal 


A kitchen with a chaise longue, a 
table in a bay window where most 
meals can be eaten, gay colors, a place 
for a washing machine and a picture 
window overlooking the landscaped 
garden, are all a part of the kitchen 
described by Gladys Taber in Ladies 
Home Journal's November article 
entitled, “I Want a Lazy Kitchen.” 


McCall's 


In “The Washer That Does Away 
with Washday,” Elizabeth Sweeney 
tells her readers the advantages of 
an automatic washer in the kitchen— 
no fuss, no muss, but washes, rinses, 
and wrings clothes while the lady-of- 
the-house is free for other work. 
Eleanor Cook posed for the 4-color 
picture. 

“A Kitchen to Live In” is a place 
to cook, sew, wash, iron, entertain, 
eat, play, garden and enjoy, says Mary 
Davis Gillies in McCall’s, November. 
The kitchen described was designed 
by Architect Carl Koch and his wife 
for their own home. 

Scattered throughout the book there 
are also some descriptions of appliances 
suitable for Christmas gifts this year 

-a roaster, heating pad, two irons, 
a waffle iron, toaster, waffle baker, 
and a corn popper. 


Woman’s Home Companion 


“Freeze Yourself Some Spare Time,” 
advises Elizabeth Beveridge in No- 
vember Companion. “With a freezer 
in the house cooking and baking sprees 
can be indulged in with the assurance 
that surplus good can be stored away 
for future use weeks ahead,” she says. 
Such economies as buying ice cream 
by the gallon, making up a dozen sand- 
wiches at a time for lunch box meals 
are some of the suggestions given in 
this article. 


Good Housekeeping 


‘Too many kitchens with up-to-date 
refrigerator and range have old-type, 
inefficient sinks,” says Truman L. 
Henderson in November Good House- 
keeping. He suggests rearranging 
other equipment in the kitchen for 
greater convenience whenever a new 
piece of equipment is bought. Conveni- 
ent shelf and cabinet arrangements are 
also suggested in this two-page article 
entitled, “Kitchen Relief.” 


House Beautiful 


The difference between a good and 
a bad kitchen can be found in the way 
cabinets are planned and equipped for 
use, says Charlotte Eaton Conway 
in her November article “What's Be- 
yond Closed Doors.” The kitchen 
described was designed and built by 
Mutschler Bros. Co. 

“Little Space, Big Dividends” tells 
how to get a washer, laundry tray, 
built-in ironing board and water heater 
in a space 6 ft x 9 ft 7 in. with the 
added handicap of three doors. 

“Your Child and His Radio” dis- 
cusses the attitude parents should take 
toward the radio-listening habits of 
their offspring. 

\nother short Lut serviceable sug- 
gestion contained in the fractional 
ieatures of November House Beautiful 
is the description of a storage cabinet 
where extra light bulbs can be stored 
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to save a scramble when a replacement 
is needed in a hurry. 


Parents 


“Good Lighting Makes Home Work 
Easier” by Mary E. Webber, General 
Electric’s home lighting specialist, 
shows right and wrong lighting for 
children who are studying. 


American Home 


Four pages in color are devoted to 
lighting in the November American 
Home—“The Light Side of the Amer- 
ican Home,” by William W. Atkin in 
the first spread; and “The Recipe 
Calls for Lighting,” by Myrtle Fahs- 
bender of Westinghouse. Mr. Atkin’s 
article describes and illustrates latest 
recommendations for living room light- 
ing made by Sylvania and General 
Electric Co.; and Miss Fahsbender 
rounds out the lighting picture with 
her story on the use of fluorescents 
in the various rooms in the house. 

The G-E kitchen-laundry installed 
at R. Cooper, Jr., Inc., Chicago, Ill. 
is reported on by Edith Ramsay in 
November American Home, under the 
title “The Best Kitchen is Planned.” 

Basic Data section, also by Miss 
Ramsay is devoted to the ironer— 
“Now That You Won an Ironer Use 
It!” 

And the second part of Kenneth B. 
Heggen’s article “Don’t Torture Your 
Appliances!” tells all the dont’s for 
roasters, mixers, ranges, hotplates 
radios, waffle irons, heating pads and 
percolators. 


Farm Journal 


“It takes a litte time to learn the 
tricks in handling an ironer,” says a 
Pennsylvania farm woman in Farm 
Journal for November, in an article 
entitled “She’s a Whiz at Her Ironer,” 
“but once they are mastered the ironer 
is a real woman-saver.” 

“Their Freezers Make Money” tells 
how two farm families put their 
freezers to work as part of the farm 
business. 


Successful Farming 


“The story of the Spangles family 
who have a farm near Orland, Indiana 
appears in November Successful Farm- 
ing, in an interesting article entitled, 
“We Have Plenty of Hired Help—at 
50-cents a Day.” 


Family Circle 


Grace White illustrates with pic- 
tures and captions the features to be 
found in electric ranges in her article 
entitled, “What’s New In Electric 
Ranges,” November Family Circle. 


What's New In Home Economics 


“Hot Water, Then—and Now—” is 
the title of the equipment section of 
November, What's New. It features 
the various types of water heaters 
available; teaching methods in house- 
hold management classes and equip- 
ment classes; and lists the advantages 
of hot water in the kitchen and laundry. 


Forecast 


Hotpoint Institute, now headed by 
Selma Andrews, is the site of Fore- 
cast’s Visit to Famous Test Kitchens 
reported in their November issue. 
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REMA Expects 20,000 at 
5th Refrigeration Show 


The long-term headaches of com- 
ponent and material shortages will not 
be in evidence when the Refrigeration 
Equipment Mfrs. Assn. opens its Fifth 
All-Industry Refrigeration and Air 
Conditioning Exposition in Cleveland 
on January 26. 

For four days some 200 manufac- 
turers will cover 75,000 square feet of 
floor space in the Cleveland Audito- 
rium with enough of their products to 
make shortages look like a bad dream. 
Among the more than 5,000 pieces of 
equipment expected to be on display: 
home freezing units, commercial freez- 
ing storing, transporting, and retailing 
units, bottle coolers, farm milk cool- 
ers, soda fountain coolers, walk-in 
coolers, refrigerators, home and office 
packaged air conditioners, drinking 
water coolers and thousands of parts, 
accessories and materials covering the 
entire field. 

According to show officials the exhi- 
bition will attract close to 20,000 visi- 
tors. 

Exhibition halls will be open accord- 
ing to the following schedule: open to 
entire industry from 2 to 10 p.m. on 
Jan. 26, from noon to 6 p.m. on Jan. 
28, and from 10 a.m. to 4 p.m. on Jan. 
29; open exclusively to refrigeration 
contractors, dealers and service engi- 
neers from noon to 6 p.m. on Jan. 27; 
open to wholesalers only from 10 a.m. 
to 2 p.m. on Jan. 26. 


RMA Studies Plan for 
Authorizing Servicemen 


Out of New York City’s recently 
proposed ordinance to license radio 
servicemen and technicians as a remedy 
for alleged malpractices has come an 
effort on the part of the Radio Manu- 
facturers Assn. to develop a plan 
to provide improved servicing of radio 
sets through “authorized” servicemen 
of the radio trade. 

As a result of protests by the RMA, 
the New York ordinance, proposed by 
City Councilman Stanley M. Isaacs, 
may be tentatively delayed pending 
RMA industry action, designed to 
stabilize and improve radio service and 
prevent over-charges to the public 
through the designation of “author- 
ized” servicemen by radio dealers and 
distributors. 

The proposal for authorized service- 
men will be outlined by the RMA 
service committee to the association’s 
board of directors at the January 
meeting. 


Whiting Holds Chicago 
Regional Sales Meeting 


Some 75 dealers from Chicago and 
the surrounding area met at the Crae- 
mere Hotel recently for the first Chi- 
cago regional sales conference under 
the auspices of Wakem and Whipple, 
Inc., Chicago distributors. Howard 
Roberts, Whiting vice-president an- 
nounced the newspaper ad program 
scheduled for Chicago during the com- 
ing year. “The entire food freezer 
industry,” he said, “has sifted down to 
a point where major manufacturers, 
producing quality freezers at a fair 
price are looking forward to a large 
future volume. The food freezer is no 
longer a novelty. It is now an accepted 
appliance. . .” 


CHAMPION 
Contributions include: 


1. The finest lamps that forty-seven years 
of concentrated experience in quality 
lamp manufacture can produce, so that 
Planned Lighting asing Champion Lamps 
will measure up to the user’s highest ex- 
pectations. 


2. Champion's national advertising fea- 
turing and endorsing Planned Lighting 
and urging lighting users to buy from their 
regular supply houses. 


3. Trained lighting experts in the field to 
furnish prompt, dependable cooperation 
on lamp and lighting problems. 


4. The New Champion Light Rule, a 
simplified lighting calculator that is a 
wonderful aid to Planned Lighting. Be sure 
you're equipped with this effective selling 
tool. 


If you have not as yet received your Champion Light Rule, one will be 
mailed to you with our compliments if you will address DepartmentN ,on 
your company letterhead. 


CHAMPION LAMP 


Lynn, Massachusetts 


DIVISION OF CONSOLIDATEO ELecTRIC tame CO. 
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It's a “white-collar” job to carry 
heavy appliances with the Easload 
Appliance Truck. Easload does the 
work—you guide. Just slide the 
Easload under the appliance, and 
the 


weight is on the rubber-tired bal- 


you're off to the races. All 


anced wheels which slide back at 
a touch of the foot pedal when the 


load is picked up. 


And for second floor deliveries, or 
for putting the load in and out of 
the delivery truck, merely slide the 


Fasload on its smooth and sturdy Immediate 


tubular frame. 


COLSON 


Calif 


SUPPLY 


Delwery 


$48.50 f.0.b. Los Angeles, 
Capacity 800 Ibs. 


EQUIPMENT & 


CO. 


1317 WILLOW STREET —— LOS ANGELES 13, CALIFORNIA 


STREAMLINED BEAUTY! 


< PERFORMANCE-TESTED FOR 
CUSTOMER SATISFACTION 


HOME FREEZERS 


BEN-HUR 


Model 2127 


12.5 cw. ft. 
Capacity, 


about 625 Ibs. 


PRECISION-BUILT FOR LEADERSHIP AMONG TODAY’S FINEST FREEZERS 


Write for Technical Details and Sales Advantages 


CHOICE TERRITORIES ARE STILL OPEN 
FOR DISTRIBUTORS AND DEALERS 


HEALTHFUL LIVING THROUGH FROZEN FOODS 


DEPT. E.M., 634 EAST KEEFE AVENUE, MILWAUKEE 12, WISCONSIN 
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MR. COHEN and a distributor's representative sell a set to a 
the other end of the Locust St. basement salon. 


young customer, at 


Home Television Demonstration 


possibilities, the Cohen brothers signed 
up quickly for RCA-Victor, Philco, 
General Electric and Stewart-Warner 
television sets, and immediately began 
demonstrating in the store windows. 
When it became apparent that video 
sets were not showing to best advan- 
tage among washing machines, com- 
mercial refrigeration, etc., Frank 
Cohen spent $1,000 to remodel a former 
basement stockroom into a two-section, 
television display room, complete with 
modern hangings, pastel furniture, 
sound-proof walls, etc. Sales began to 
pile up almost immediately. After a 
few months, when the opportunity came 
along to take over a small shop near 
the second National Radio Labora- 
tories store in South St. Louis, a 
15x12 ft. shop was remodeled at a 
cost of around $2,000 into an exclusive 
“television display room” only 30 steps 
from the main store, but likewise 
soundproof, comfortable and free from 
any distraction from the standpoint of 
television demonstration. 


Home Demonstration 


Almost from the outset, the brothers 
Cohen realized that the best way to 
“crack” the St. Louis retail television 
market would be some method of home 
demonstration, similar to those which 
had been used with radios, major ap- 
pliances, etc. Like all other dealers, 
however, the company was unable to 
find any means of installing antennas 
for home demonstration, without going 
to such costly lengths that to lose the 
sale would represent a serious loss. 
“However, we had a real asset in 
our radio service shop, and personnel,” 
Frank Cohen pointed out. “Our radio 
service shops are so_ well-equipped 
that we get most of the tough work 
from other dealers in the city, and 
handle more complex radio repair 
work than the usual dealer comes 
across. Therefore, beginning early last 
spring, we went to work on the prob- 
lem of designing a temporary antenna 
which could be installed in the home 
for home demonstration, at minimum 
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expense, or preferably, at no expense 
whatsoever.” 

The solution to this problem has 
been developed in the form of a folded- 
dipole antenna, which consists of a 541 
inch long wooden slat, on which is 
glued a length of 300-ohm, twin-lead, 
flat transmission line. This antenna, 
measured to the length which matches 
the St. Louis television broadcasting 
frequency and properly connected, 
proved the perfect answer to home 
demonstration. Merely laid on the 
floor behind the television set and 
wired up to the set, it has proven suf- 
ficiently effective to give a clear, un- 
distorted picture in most cases, with 
absolutely no other expense than its 
initial cost. The salesman makes his 
demonstration with this temporary 
setup only, 

Immediately after the folded-dipole 
antenna proved itself successful in 
July, the Cohen brothers planned an 
extensive home demonstration pro- 
gram. Four-column, 12-inch newspa- 
per ads were run on two succeeding 
Sundays in three leading St. Louis pa- 
pers, headed “Now! Television demon- 
stration in your home free.” Copy of- 
fered the RCA Victor “eye witness” 
set from $251.80 to $808.70, with a cut 
of the set in action, and an invitation 
for the customer to call. 


300 Sales Made 


From that one ad, National Radio 
Laboratories have sold almost 300 tele- 
vision sets—sales piling up at such a 
rate that the company has discontinued 
newspaper advertising until a free flow 
of delivery is possible. “We got calls 
out in the country, everywhere in the 
city, etc., and decided that any more 
advertising would do more harm than 
good,” Frank Cohen indicated. “How- 
ever, we did put up a permanent sign 
lines the free home demonstration pol- 
lines the freehome demonstration pol- 
icy, and encourages homeowners to call 
in.” 

Home demonstration policy is sim- 
ple. There are seven salesmen on duty 
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to make these demonstrations. As soon 
as any customer calls in, National 
Radio Laboratories investigates by 
checking the City Directory to get an 
idea of the occupation of the owner, 
and then, if it is felt that the prospect 
is in a position to pay for a set, an ap- 
pointment is made. Going on call, the 
salesman takes only the smallest televi- 
sion set in his automobile, the simple 
antenna, and arrives at an appointed 
time. Prior to arrival, however, he tele- 
phones the prospect, and suggests that 
the latter invite in several of his freinds 
to witness the demonstration. “We 
found that most people are co-operative 
in this way,” Mr. Cohn said, “Since 
television is still a novelty which quite 
a few people have not seen. We take 
the names and addresses of every cus- 
tomer who signifies that he is actually 
receptive toward purchase, and thus 
make every demonstration show extra 
benefits.” 

Holding most home demonstrations 
around 8:00 o’clock in the evening, 
National Radio Laboratories has hung 
up the incredible sales record of selling 
eig'it out of every ten sets which have 
been demonstrated. The only “turn- 
downs” have come either because the 
owner could not actually afford to 
make the purchase, or because a poor 
video program was being presented, ac- 
cording to the brothers. “If we catch a 
Mickey Mouse, or some type of unin- 
teresting news program, we have a 
lot harder time to get the name on the 
dotted line,” Mr. Cohen said. 

“We haven’t found it necessary to 
sift prospects a great deal. The nature 
of the invitation is such that we expect 
the customer to be in a buying mood if 
he invites a demonstration. Therefore, 
we feel that we can afford to make 
home demonstrations in almost every 
instance.” 


Tapping Farm Market 


Success without price selling, and 
the steady stream of prospects which 
have poured into the basement televi- 
sion showroom on Locust street, have 
encouraged National Radio Labora- 
tories to tap the rich farm market. 
After a bit of research into rural and 
semi-rural buying areas within a 100 
miles radius of St. Louis, taken dur- 
ing September, Mr. Cohen is highly 
enthusiastic about this market. There- 
fore, the company began in September 


to make television retailing a wide- 
spread operation, covering cities as 
distant as 100 miles from St. Louis, in 
a huge circle which has been worked 
out on the basis of television broadcast 
tests. “We have found this the most 
lucrative field possible,” Mr, Cohen 
said. “There are literally thousands of 
well-to-do farmers who have no way 
of entertaining their families at home 
during the evening, and who are liter- 
ally begging us to come out and dem- 
onstrate a set. Therefore, we have 
developed a three-man test-crew, utiliz- 
ing a different type of antenna (La- 
pointe plasko-mold) whose job is to 
visit each town in the 100 mile area, 
take tests and determine whether or not 
we can deliver the goods.” 


Tests Are Worth the Trouble 


The three-man test-crew, all expert 
radio mechanics with television train- 
ing, and paid straight salaries, have 
visited scores of towns in the 100 mile 
area, including Duquoin, IIl., Spring- 
field, Ill., Hannibal, Mo., Centralia, 
Mo., Sandoval, Mo., Vandalia, IIl., 
Jacksonville, Ill., Sullivan, Mo., Owens- 
ville, Mo., and as far south as Cape 
Girardeau, more than 150 miles from 
the city. “Running tests is a compara- 
tively expensive proposition,” Mr. 
Cohen said. “However, the prospects 
have more than justified it. For exam- 
ple, we found that no dealer so far has 
tapped Chester, Ill., which was popu- 
larly supposed to be out of the range 
of current television broadcasting fa- 
cilities. However, we sent the test- 
crew in there, and finding that recep- 
tion was good, we ran one ad, and sold 
eleven sets in three days, most of them 
$808 models.” 

Largely the same sales volume has 
shown itself possible in all outlying 
cities. Eleven more television sets 
were sold in Centralia, Ill., and a south- 
ern Missouri business man purchased 
an $808 model over the telephone, after 
merely hearing that the test run had 
been successful. Standard practice is 
for the test-crew to spend four or five 
days thoroughly checking antenna re- 
ception, after which an ad is run, and 
salesmen hotfoot out to the prospect 
with the offer of any one of eleven dif- 
ferent models in television sets. 

As fast as television reception tests 
prove that a country area is practicable, 

(Continued on next page) 


HARRY COHEN, older brother, in the Arsenal Street appliance store. This 
appliance store, modern and well stocked, was nevertheless not the proper atmosphere 
for television, the brothers decided, and therefore a third, all-television store, was 
taken over, and remodeled at a cost of $2,000. 
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WELL WORTH the research it took to 


find the best design. 


WELL WORTH the care and expense it 


took to produce it. 


WELL WORTH the rigid testing period 


that proved its safety and efficiency. 
The immediate success of the TOP LINE MODEL 1300 is com- 


plete justification of all the effort, care, and expense that went 
into the production of this revolutionary electric heater. 


Modern as tomorrow, the 1300 is a sensational success wherever 
it is displayed. It's a HEATING success—AND IT'S A SALES 


SUCCESS! All you have to do is show it and plug it in. IT 
SELLS ITSELF! 


Write for catalog sheets and price sheets today. 
Address: Dept. E. 


OP LINE 


TRADE-MARK REG. U.S. PAT. OFF. 


HOME APPLIANCES 


TENNESSEE VALLEY 
MARKETERS, INC. - 


117 NINTH AVE., NO., NASHVILLE 3, TENNESSEE 


+ Pioneers in Electrical Appliance Manufacture we 
in the Tennessee Valley 
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No. 89 
Drill 


No. 209 7 


Drill Stand 


Less Oru 


$1295 


strate. 


Write for Circulars 


“Stripped for action” without 
excess bulk, weight or meaningless 
i extras, SpeedWay Blue Line Tools 

¥ are lighter, handier and lower priced than 

' other tools of equal performance on everyday 
work. Each is a completely engineered tool 

| with its specially wound motor. Each has the 
correct speed for its capacity and operation 
Each is built to give years of service 
Back in production, the 
improved SpeedWay 
Bench Grinder has 3 
times the power of the 
prewar model, a new I-piece 
aluminum case with cast-in 
wheel guards and tool rests. 
Ask your dealer to demon- Pe 


SPEEDWAY MANUFACTURING CO. 


1827 S. 52nd AVENUE e CICERO, ! uw 


THIS IS THE ONE 
THEY'RE BUYING! 


MODEL A-5 


Automatic 
ELECTRIC WATER HEATER 


for Trailers, Service Station Wash Rooms, 
Doctors’ and Dentists’ Offices, Lunchrooms, 
Barber and Beauty Shops. 


Small . . . but amazingly efficient. The 
ideal unit for use where piping hot water 
is needed in modest quantities and where 
space is at a premium. 


Built like a vacuum bottle . . . heavy gal- 
vanized steel inner and outer tanks .. . 2” 
rock wool insulation . . . handsome white 
Dulux enamel finish. Fully automatic... 
easily connected to water pipes. Plugs 
into any 110-120 electrical outlet. Can be 
installed in vertical or horizontal position. 
Maintains water at 170°. 


Here's a profitable specialty in big de- 
mand. If your jobber can’t supply you, 
send us his name. 


ODERN EQUIPM 


eR 


546 Grant Place Chicago 14, 


@5 gallon capacity. 


®@ Entire tank heated to 170° in 
1 hour. 


® Gives you 12 to 15 gallons of 
usable hot water when tem- 
pered with cold. 


® Automatic thermostat keeps 
water always hot for instant 
use. 

@ Only 14" x 22" high. 


@ 1 year guarantee. 


345-00 


DEALERS— 
JOBBERS 
Write for 

catalog and 

discounts 


COMP 
Hlinois 


Home Television Demonstration 


the Cohen brothers place pins in the 
territory map to show where it works 
well. Therefore, when farmers, stock 
growers, ranchers, ets., call in and re- 
quest a demonstration, it is merely a 
matter of glancing at the map to find 
out whether the video will operate. 
While due to shortages in supplies, dis- 
tances involved, and a desperate lack 
of personnel, some calls are turned 
down, National Radio L :boratories fig- 
ures it will get around to every pros- 
pect within 30 days after the first call. 


Little Competition 


“The retail market has not been 
scratched,” Mr. Cohen said. “We have 
had very little competition in St. Louis, 
possibly because our portable antenna 
is exclusive with us, and find the rural 
market is even greater. Eventually, we 
will probably plan circuit demonstra- 


CONTINUED FROM PRECEDING PAGE 


tion tours, but right now, it is merely 
a matter of a salesman hopping in his 
car and following up direct requests— 
even as far as 100 miles away.” 
Surprisingly, prior to February »t 
1947, neither of the Cohen brothers had 
more than a rudimentary knowledge oi 
television, Brother William took a cor- 
respondence course in radio way back 
in the’30’s when the brothers first be- 
gan to handle radio service work, but 
other than that, neither had pictured 
himself as a successful video dealer 
However, good merchandising meth). 
ods, setting up the separate television 
store, the television display rooms in 
the basement of the Locust avenue 
store, combined with use of the split- 
dipole antenna have gotten this Sr. 
Louis dealer off to a profitable “early 
start” in the television selling race in 
his area. End 


Union Electric’s “Telequizzicals” 


are sent a letter entitling them to pick 
up their prize from their electrical ap- 
pliance dealer. 

Usually four or five calls are made 
during the course of each week’s pro- 
gram. Two or three of the calls are 
made to private homes containing sets. 
Then during each program two calls 
are made to electrical appliance dealers 
in the district. In order to stimulate in- 
terest in the television shows and to al- 
low as many people as possible to par- 
ticipate, Union Electric sponsoring 
“Telequizzical” parties in two appli- 
ance stores at different points in the 
broadcasting range of the TV station. 
These dealers are assured of a call 
from the studio on the night their party 
is sponsored. While other dealers hold 
weekly parties, only two are assured 
of one of their audience participating 
in the show. 


Typical Party 


Typical of the type of parties held 
was a recent show at Ray’s Appliance 
Store, St. Louis, Missouri. A few days 
in advance of the night scheduled for 
his party, A. G, Beiser, owner of Ray’s, 
was furnished with invitations to be 
sent to people who might be interested 
in television in their homes. The in- 
vitation system was worked out because 
of the limited capacity of most stores. 
Then shortly before the start of the 
show, Mr. Beiser placed slips of paper 
containing party attendants’ names in 
a box. The person who had her name 
drawn from the box was appointed 
Ray’s contestant for the evening. By 
chance Ray’s contestant was a well- 
known St. Louis amatuer golfer, Miss 
Betty Jane Haemerle, who answered 
her charades correctly and was 
awarded with an electric roaster of her 
choice. 

Summarizing the results of the pro- 
motion, Mr. Beiser pointed out that 
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CONTINUED FROM PAGE 41 


not only did the party interest people 
in the practicability of television, but 
also was the source of leads for sale ot 
appliances. Contacts made through the 
invitations alone produced the sale ot 
an electric freezer and a console com- 
bination radio. 

Previous to the start of parties in 
the various dealerships, Union Elec- 
tric held a sample party in the assem- 
bly room of the Union Electric build- 
ing. Dealers were instructed on how 
the parties should be run and _ intro- 
duced to the various helps which the 
utility furnished to help make the par- 
ties a success. In addition to the in- 
vitations which were mentioned prev- 
iously, Union Electric also furnishes 
each sponsored dealer with a portable 
stage complete with curtain, which can 
be set up in the dealer’s show room in 
a few minutes. End 


“HERE’S A RADIO DESIGNED TO FIT INTO 
CHRISTMAS STOCKINGS!” 
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REFRIGERATORS 
DISHWASHERS 
ELECTRIC RANGES 
GAS RANGES 


AUTOMATIC HOME 
LAUNDRIES 


If you are a manufacturer 
of one of these products 
and seek sales leadership 
in the Tri-State area 
around Philadelphia 
(Eastern Pennsylvania, 
Southern New Jersey, and 
Delaware), it will be to 
your very definite advan- 
tage to reply to this 
advertisement. 


The advertiser is the largest 
Distributor in his field in 
America. The products he 
now distributes are sold 
through similar channels 
by a hard-hitting, aggres- 
sive, experienced sales 
staff. 


The Company has been 
well established in the 
Philadelphia Market for 
more than forty years and 
enjoys an enviable record 
for effective merchandising 
and sound management. 


All present suppliers 
of this Distributor 
have been informed 
of this advertisement. 


Kindly address replies 
fo— 


L.LL-EVERLING INC. 
verlising 


1700 Walnut Street 
Philadelphia 3, Penna. 


DEPARTMENT 
STORES 


Apfelbaum Named Merchandise 
Manager for Stern & Co. Stores 


Louis Apfelbaum has been appointed 
merchandise manager for Stern & Co. 
stores, Philadelphia, it was announced 
recently by Herman W. Stegal, gen- 
eral manager. Mr. Apfelbaum, who 
will have charge of all appliances, 
radios, sporting goods, auto accessories 
and rugs, was formerly with Frank & 
Seder. He succeeds John Miles. 


Frisk Is Electric Center 
Manager for Goldwater's 


Walter L. Frisk has been appointed 
manager of the Electric Center, the 
appliance division of Goldwater's de- 
partment store, Phoenix, Arizona. Mr. 
Frisk was most recently connected 
with United Rexall Drug Store and 
earlier was head of the aviation de- 
partment of Pure Oil Co. 


Cohen Bros. Appoint Phillips 
Manager of New Appliance Dept. 


J. C. Phillips has been named man- 
ager of the new major appliance de- 
partment established by Cohen Bros. 
department store, Jacksonville, Fla. 
He was formerly retail stores super- 
visor for National Stores Corp., Nash- 
ville, Tenn. 


Famous-Bar Records 
Run by Miss Kesner 


Recently named to head the phono- 
graph record department of the Fa- 
mous-Barr Co. in St. Louis was Miss 
Melba Kesner, former record buyer for 
Dynamic Electronics, New York. 


Thompson Named Appiiance 
Buyer at Gilchrist’s 


Merrill K. Thompson has succeeded 
Daniel V. O’Brien as major appliances, 
radios and records at the Gilchrist Co., 
Boston. He was formerly sales man- 
ager for United Distributors and 
earlier was associated with the R. H. 
White Co. as merchandise manager for 
appliances. 


Wiggin Joins Spiegel as 
Electrical Line Consultant 


Parker E. Wiggin has joined the 
headquarters staff of Spiegel, Inc., 
Chicago, nation-wide mail order and 
retail merchants, as consultant on me- 
chanical and electrical lines. His 
headquarters will be in Chicago. He 
was with Sears, Roebuck & Co. for 
15 years and at the time of his de- 
parture from that organization was 
merchandise supervisor of radios and 
musical instruments. 


Liebman Loses Solomon, 
Major Appliance Buyer 


Edward Solomon, major appliance 
and housewares and breakfast room 
furniture buyer for Joseph B. Liebman 
& Co., Philadelphia, has resigned to 
form his own organization, Wholesale 
Distributors Outlet. Charles Shearer, 
warehouse and service superintendent 
for Liebman, has added Mr. Solomon’s 
duties to his own. 
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71 YEARS OF WASHER MANUFACTURING EXPERIENCE 


and only Voss have 
the ELECTRO-SAFE 
@ 
extractor | 


OSs 


Time TESTED voss BROS. MFG. co. 
Ss DAVENPORT, IOWA 


A ‘BEAR’ FOR PROTECTION 


c 


Encased in Webb Slingabouts, refrigerators, ranges and all major appli- 


"ances are as protected as the ‘polar’ in his furry coat. Thickly-padded, 


flannel-lined and easy to slip on, these rugged canvas jackets completely 

_ protect mirror finishes from stains, dents, scratches — damage by jolts, jars 
— and the effects of weather extremes. Convenient web sling facilitates 
handling on and off trucks, through narrow doorways and halls. No messy 
unpacking. Keep damage claims at zero with safe, sure Slingabout pro- 
tection. Approved by leading major appliance manufacturers. 


| WEBB MANUFACTURING CO., 2918 N. 4th St., Phila.33,Pa. | 
| Send Slingabout prices for model + | 
5s E N D make Refrigerator 
| Name [ 
Check lange 
TODAY Address Appliance Washer 
| Other 
1 City. State __ \ (Please Specify) 
| 
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MODEL 4D 
MODEL 5D 


Model 4D above is a 4 cu. ft. table 
top kitchen freezer and Model 5D is a 
5 cu. ft. apartment table top electric 
refrigerator. Either may be built into 
a modern kitchen scheme. They are 
35 inches high allowing a 1” linoleum 
top to extend over the refrigerator or 
they may be used “as is” in kitchens, 
apartments, under bars, rumpus rooms, 
etc. Model 4D freezer also may be 


All models in production. 
Hermetic nationally c 


Fan cooled 


used as an ice cube maker. 
condenser requires no rear ventilation. 


Model 13.5-D is the popular 1342 
cu. ft. 4 compartment upright freezer, 
exclusive in design, efficient and trouble 
free in operation. Other LOCKERATOR 
models manufactured: Freezer chests, 
domestic ice refrigerators, upright 
freezers. Special refrigerators are man- 
ufactured on large contracts. 


Total Present production 150 per day. 


units—five-year gquar- 


antee—only recognized dealers and distributors—Restricted terri- 


tories. Inquiries welcomed. 


MANUFACTURING PANY, 
Mason City, lowa 


Continuous refrigerator production since 1939 


PROPELLER 
FANS 


BLOWERS 


DIVISIONS: 
GAFFERS & SATTLER 
OCCIDENTAL STOVE CO. 
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Plan ahead for 


summer profits with.. < 


UTILITY 
VENTILATING 


and COOLING 
APPLIANCES 


Ventilating and cooling appliance ratings 
derived from tests made in accordance 
with ASHVE code. 


Get the Utility 
profit story. Write today. 


UTILIT 


BLOWER TYPE 


EVAPORATIVE 
AIR 
COOLERS 


FAN TYPE 


DEPARTMENT 
STORES 


Kobacker’s Names Schwarz 
Radio and Appliance Buyer 


C. E. Schwarz, former manager of 
the appliance department at LaSalle 
and Koch and more recently a major 
in the Army Signal Corps, has been 
appointed manager of the appliance 
and radio department at Tiedke’s, 
Toledo unit of Kobacker’s. Mr. 
Schwarz will also control the appli- 
ance operation in the Boston Store, 
Columbus, and the Canton, Ohio, 
units of Kobacker’s. 


Wathen Will Buy Appliances 
for Harbour-Longmire Co. 


New buyer of appliances for Har- 
bour-Longmire Co., Oklahoma City, 
Okla., is L. C. Wathen, former terri- 
torial representative of the National 
Stove Co. 


Appliances Added to Housewares 
Department by Goldblatt Bros. 


In a shifting of duties at Goldblatt 
Bros., Chicago, the appliance depart- 
ment has been added to the house- 
wares division, merchandised by Meyer 
Linkow. The radio record and music 
department has been switched to the 
control of Ed Cahen, merchandise 
manager of sporting goods, toys and 
automobile accessories. 


Dill Resigns Post 
at Eustern-Columbia 


L. G. Dill, buyer and manager of 
Eastern Columbia’s major electrical 
appliance and radio departments, re- 
signed on November 1, it was an- 
nounced recently. Future plans were 
not revealed. 


Vandervoort Promotes Evans 
To Radio Buying Position 


Robert Evans, erstwhile assistant 
buyer of radios for Scruggs, Vander- 
voort and Barney, St. Louis, has been 
promoted to radio buyer, the store an- 
nounced recently. Earl Gerwitz, buyer 
of major appliances and radios, will 
devote all his time to appliances. 


W. T. Grant Expands Radio 
and Appliance Buying Force 


The W. T. Grant Co., which re- 
cently entered the radio and appliance 
field, has announced expansion of its 
merchandising organization and pro- 
gram. W. H. Brodie, who has been 
handling central buying in the New 
York office, will devote his entire time 
to field merchandising. T. J. Coyne 
assumes additional duties as buyer of 
radios and appliances in the New York 
office. He was formerly Macy’s appli- 
ance buyer. 


Stewart's Baltimore, Names 
Jeffrey Appliance Buyer 


Craig G. Jeffrey, buyer of appli- 
ances and housewares for the Frank 
A. Empsall Co., Watertown, N. Y., 
for the past 15 years, has been ap- 
pointed buyer of major appliances for 
Stewart’s department store in Balti- 
more. 
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How to make 
your prospects 


say “YES!” 


By Percy H. Wuirinc 


Managing Director, 
Dale Carnegie Institute 


260 pages, $3.00 
Just Out 


sales techniques 


your 
against these proven do’s and don't’s of 
profitable selling. Put these five tested 
rules to work TODAY—let them point 
the way to a top-selling future for you. 
Every page of this book is crammed with 


present 


practical, ready-to-use ideas and infor- 
mation. Every chapter is packed with sure- 
fire selling practices that have worked for 
other salesmen—that can quickly be made 
to work for you. 


Here’s a handbook on salesmanship that’s 
really different 


This book has one purpose—to help you 
sell MORE, easier. It developed out of 
the Dale Carnegie Institute’s need for a 
text book on selling that told, not what to 
do but HOW TO DO IT. This book not 
only lists the qualities you need to sell 
successfully, it shows you HOW TO DE- 
VELOP those qualities. It gives you only 
a few principles to apply to your selling 
activities—and, most important, it shows 
you HOW TO APPLY THEM, quickly, 
easily, profitably. 


Concrete, specific, it shows you: 


how to gain favorable attention 

how to arouse a prospect's interest 

how to build a sales talk 

how to test your sales talk 

how to “close” with a customer 

how to answer your prospect’s objections 
how to convince your prospect 

how to make the prospect want to buy 


. and many others. Filled with case 
studies, examples, and anecdotes, the book 
shows you how some of the country’s most 
successful salesmen tested this proven 
formula—at a profit! 


10 DAYS’ FREE EXAMINATION 
SEND NO MONEY 


McGRAW-HILL BOOK CO., 330 W. 42 St., NYC 18 
Send me Whiting’s FIVE GREAT RULES OF SELL- 
ING for 10 days’ examination on approval. In 10 days 
I will send $3.00, plus few cents postage, or return 
hook postpaid. (Postage paid on cash orders—same 
return priviege.) 


Company 


For Canadian price, write McGraw-Hill Co. of 
Canada, Ltd., 12 Richmond Street E., Toronto 1 
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The ACTION Display-Way 
“ol Boost Your Sales! 


TURNS 
THREE 
TIMES A 
MINUTE 
Carries up 
to 200 Ibs. 
Coy ac more interest in yuur displays 

them with ROTO 
does a selling job at 
cost. wr steel pened with 18” table, 
and attractive buil up fixtures are avail- 
able too. For 110 Volts A.C. Your whole- 
saler can supply you for immediate delivery. 
Why not write us TODAY for complete 
new catalog! 
GENERAL DIE AND STAMPING Coney 
262-A Mott Street © New York 12, N. Y 


Practically Sells Itself 
Y Allows More Profit per Sale 


Installs Easily & Permanent- 
ly—approved by the Under- 
writers Laboratory. 


(MINIMUM ORDER—25 UNITS) 
IMMEDIATE SHIPMENT 


MINES EQUIPMENT COMPANY 


4212 CLAYTON ave st. LOUIS 10, MO. 


1 & PAD CO.’s 


NEw en Quilt 
Pp HAV cov ERS 


CLAIM 
Eliminate DAMAGE. 


Speeds up deliveries. 
One-piece, fits over 
back guard. Water- 
proof canvas outside, 
moleskin lined. Pro- 
tects all parts. Send 
for catalog of all 
appliance covers. 


One-Piece 
Pudded Range 
and Stove Covers 


Refrigerator Cover 
Adj. 4 to 10 Cu. Ft. 


ILT & PAD CO. 


America’s d Manufacturers 


86-88 Frankli ew Haven ll, Conn. 


bulletin No. 502 showings line. 
Onder from your Yobber 
WHITE MACHINE WORKS 


FORT WAYNE, INDIANA 


Sound 


MERRY-GO-SOUND floor merchandiser, 
with space for 240 10-in. two-record al- 
bums, provides additional space for 
Merry -Go- Around phonograph and 8 
more albums and is only 3 ft. long. Tone 
Products Corp. of America. 


NEW LITERATURE 
AND SALES HELPS 


Radio Corp. of America 
RCA Victor Div. 


A new spin-wheel folder has been 
prepared by the RCA Victor Home 
instrument advertising department for 
distribution by retailers, whose names 
can be imprinted on it. The cover 
reads: “Missing something? You'd 
better take a look!” Inside is a picture 
of an RCA Victor television receiver, 
on the screen of which a variety of 
pictures, representing different types 
of television shows, appears as a wheel 
edge is turned. Domestic science in- 
struction, sports, spot news, juvenile 
shows and dramatic programs are 
among the types indicated. 

RCA Victor, in a move to eliminate 
dealer inconvenience in making hand 
and home made price display cards 
for the company’s home instruments, 
is now offering a standard, color- 
trimmed display card featuring an eye- 
catching white center block for pric- 
ing. Cards are available to dealers 
immediately through RCA _ Victor 
Home Instrument distributors. 


Radio Mfrs. Assn. 


Indicating an increasing use of 
sound systems and recording and play- 
back equipment in public and private 
schools, the Radio Mfrs. Assn. has 
announced publication of a report pre- 
pared jointly by RMA and the U. S. 
Office of Education setting forth basic 
standards which school personnel may 
use in selecting equipment suitable to 
their needs. “School Sound Recording 
and Playback Equipment,” the report 
is a sequel to “School Sound Systems” 
published a year ago. Copies are being 
provided to key school officials through 
the country, to manufacturers, and 
others interested in the development 
of sound recording techniques. 
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par. ing 
New 


Irons all 
From Shirts 
to Sheets 
Elbow 
Control 
Both 
Hands Free 


Exclusive 
Guide Springs 
Return lroned 
Clothes With- 
out Wrinkling 


Beautiful 
Design 
Light Weight 
Easy to Handle 


FULLY GUARANTEED. UNDERWRITER'S APPROVED 
A COMPLETE IRONER FOR ONLY 869.95 LIST! 
Dealers and Distributors write for prices, allocations and information 


To EMPIRE APPLIANCE COMPANY 
480 Lexington Avenue, New York 17, N. Y. (Factory: Cincinnati 2, Ohio) 


Sepco Electric Water Heaters have pioneered 
in design and construction since 1915! 
Today, 32 years of research and engineering 
advancement is paying-off for Sepco dealers 
. . . im customer satisfaction and increased 
sales, 

Utility and home-user tests prove Sepco 
Electric Water Heaters are built to give 24 


hour daily service year after year. The supply 


of clean, even-tempera- 


4 
q 


ture hot water is never 


exhausted. 


ELECTRIC 
WATER HEATERS 


AUTOMATIC ELECTRIC HEATER CO., INC. 


Offices and Factory Pottstown, Pa. 
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MODEL 4D 
MODEL 5D 


Model 4D above is a 4 cu. ft. table 
top kitchen freezer and Model SD is a 
5 cu. ft. apartment table top electric 
refrigerator. Either may be built into 
a modern kitchen scheme. They are 
35 inches high allowing a 1” linoleum 
top to extend over the refrigerator or 
they may be used “as is” in kitchens, 
apartments, under bars, rumpus rooms, 
etc. Model 4D freezer also may be 


used as an ice cube maker. Fan cooled 
condenser requires no rear ventilation. 

Model 13.5-D is the popular 1342 
cu. ft. 4 compartment upright freezer, 
exclusive in design, efficient and trouble 
free in operation. Other LOCKERATOR 
models manufactured: Freezer chests, 
domestic ice refrigerators, upright 
freezers. Special refrigerators are man- 
ufactured on large contracts. 


All models in production. Total present production 150 per day. 
Hermetic nationally accepted condensing units—five-year gquar- 


antee—only r g 


tories. Inquiries welcomed. 


st ODDARD MANUFACTURING COMPANY, 


and distributors—Restricted terri- 


Mason City, lowa 


Continuous refrigerator production since 1939 
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PROPELLER 
FANS 


BLOWERS 


Plan ahead for 


summer profits with.. | 


UTILITY 
VENTILATING 
and COOLING 
APPLIANCES 


Ventilating and cooling appliance ratings 
derived from tests made in accordance 
with ASHVE code 


Get the Utility 
profit story. Write today. 


BLOWER TYPE 


EVAPORATIVE 
AIR 
COOLERS 


FAN TYPE 


UTILITY 


DIVISIONS: 
GAFFERS & SATTLER 
OCCIDENTAL STOVE CO. 
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DEPARTMENT 
STORES 


Kobacker’s Names Schwarz 
Radio and Appliance Buyer 


C. E. Schwarz, former manager of 
the appliance department at LaSalle 
and Koch and more recently a major 
in the Army Signal Corps, has been 
appointed manager of the appliance 
and radio department at Tiedke’s, 
Toledo unit of Kobacker’s. Mr. 
Schwarz will also control the appli- 
ance operation in the Boston Store, 
Columbus, and the Canton, Ohio, 
units of Kobacker’s. 


Wathen Will Buy Appliances 
for Harbour-Longmire Co. 


New buyer of appliances for Har- 
bour-Longmire Co., Oklahoma City, 
Okla., is L. C. Wathen, former terri- 
torial representative of the National 
Stove Co. 


Appliances Added to Housewares 
Department by Goldblatt Bros. 


In a shifting of duties at Goldblatt 
3ros., Chicago, the appliance depart- 
ment has been added to the house- 
wares division, merchandised by Meyer 
Linkow. The radio record and music 
department has been switched to the 
control of Ed Cahen, merchandise 
manager of sporting goods, toys and 
automobile accessories. 


Dill Resigns Post 
at Eastern-Columbia 


L. G. Dill, buyer and manager of 
Eastern Columbia’s major electrical 
appliance and radio departments, re- 
signed on November 1, it was an- 
nounced recently. Future plans were 
not revealed. 


Vandervoort Promotes Evans 
To Radio Buying Position 


Robert Evans, erstwhile assistant 
buyer of radios for Scruggs, Vander- 
voort and Barney, St. Louis, has been 
promoted to radio buyer, the store an- 
nounced recently. Earl Gerwitz, buyer 
of major appliances and radios, will 
devote all his time to appliances. 


W. T. Grant Expands Radio 
and Appliance Buying Force 


The W. T. Grant Co., which re- 
cently entered the radio and appliance 
field, has announced expansion of its 
merchandising organization and pro- 
gram. W. H. Brodie, who has been 
handling central buying in the New 
York office, will devote his entire time 
to field merchandising. T. J. Coyne 
assumes additional duties as buyer of 
radios and appliances in the New York 
office. He was formerly Macy’s appli- 
ance buyer. 


Stewart's Baltimore, Names 
Jeffrey Appliance Buyer 


Craig G. Jeffrey, buyer of appli- 
ances and housewares for the Frank 
A. Empsall Co., Watertown, N. Y., 
for the past 15 years, has been ap- 
pointed buyer of major appliances for 
Stewart’s department store in Balti- 
more. 
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| Check 


How to make 
your prospects 
say “YES!” 


By Percy H. Wuitinc 


Managing Director, 
Dale Carnegie Institute 


260 pages, $3.00 
Just Out 


your present sales techniques 
against these proven do’s and don't’s of 
profitable selling. Put these five tested 
rules to work TODAY—let them point 
the way to a top-selling future for you. 
Every page of this book is crammed with 
practical, ready-to-use ideas and _ infor- 
mation. Every chapter is packed with sure- 
fire selling practices that have worked for 
other salesmen—that can quickly be made 
to work for you. 


Here’s a handbook on salesmanship that's 
really different 


This book has one purpose—to help you 
sell MORE, easier. It developed out of 
the Dale Carnegie Institute’s need for a 
text book on selling that told, not what to 
do but HOW TO DO IT. This book not 
only lists the qualities you need to sell 
successfully, it shows you HOW TO DE- 
VELOP those qualities. It gives you only 
a few principles to apply to your selling 
activities—and, most important, it shows 
you HOW TO APPLY THEM, quickly, 
easily, profitably. 


Concrete, specific, it shows you: 


how to gain favorable attention 

how to arouse a prospect's interest 

how to build a sales talk 

how to test your sales talk 

how to “close” with a customer 

how to answer your prospect's objections 
how to convince your prospect 

how to make the prospect want to buy 


. and many others. Filled with case 
studies, examples, and anecdotes, the book 
shows you how some of the country’s most 
successful salesmen tested this proven 
formula—at a profit! 


10 DAYS’ FREE EXAMINATION 
SEND NO MONEY 


McGRAW-HILL BOOK CO., 330 W. 42 St., NYC 18 
Send me Whiting’s FIVE GREAT RULES OF SELL- 


ING for 10 days’ examination on approval. In 10 days 
I will send $3.00, plus few cents postage, or return 
book postpaid. (Postage paid on cash orders—same 
return priviege.) 
Address 

EM-12-47 


| 


For Canadian price, write McGraw-Hill Co. of 
Canada, Litd., 12 Richmond Street E., Toronto 1 
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The ACTION Display-Way 
‘oa Boost Your Sales! 


Roto ‘Sho 


ELECTRIC 


TURNS 
THREE 
TIMES A 
MINUTE 


Carries up 
to 200 Ibs. 
more interest in displays 
activating them with 0. SHO 

does a powerful at 

All steel, supplied with 18” table, 

and attractive buil -up fixtures are avail- 
able too. For 110 Volts A.C. Your whole- 
saler can supply you for immediate delivery. 
Why not write us TODAY for complete 


new catalog! 
GENERAL DIE AND STAMPING ry ad 
262-A Mott Street © New York 12, N. 


Practically Sells Itself 
¥ Allows More Profit per Sale 


Installs Easily & Permanent- 
ly—approved by the Under- 
writers Laboratory. 


(MINIMUM ORDER—25 UNITS) 
IMMEDIATE SHIPMENT 


MINES EQUIPMENT COMPANY 


4212 CLAYTON ave st. LOUIS 10, MO. 


1 & PAD CO.’s 


NEW Haven QUERS 
Paoped ctaims 


ELIMINATE DAM 


Speeds up deliveries. 
One-piece, fits over 
back guard. Water- 
proof canvas outside, 
moleskin lined. Pro- 
tects all parts. Send 
for catalog of all 
appliance covers. 


One-Piece 
Pudded Range 
and Stove Covers) 


Refrigerator Cover : 
Adj. 4 to 10 Cu. Ft. 


America’s Largest P. 


86-88 Franklin St., 


bottetin No. 502 line. 


Onder from your Yobber 


WHITE MACHINE WORKS 


FORT WAYNE, INDIANA 


MERRY-GO-SOUND floor merchandiser, 
with space for 240 10-in. two-record al- 
bums, provides additional space for 
Merry -Go- Around phonograph and 8 
more albums and is only 3 ft. long. Tone 
Products Corp. of America. 


NEW LITERATURE 
AND SALES HELPS 


Radio Corp. of America 
RCA Victor Div. 


A new spin-wheel folder has been 
prepared by the RCA Victor Home 
instrument advertising department for 
distribution by retailers, whose names 
can be imprinted on it. The cover 
reads: “Missing something? You'd 
better take a look!” Inside is a picture 
of an RCA Victor television receiver, 
on the screen of which a variety of 
pictures, representing different types 
of television shows, appears as a wheel 
edge is turned. Domestic science in- 
struction, sports, spot news, juvenile 
shows and dramatic programs are 
among the types indicated. 

RCA Victor, in a move to eliminate 
dealer inconvenience in making hand 
and home made price display cards 
for the company’s home instruments, 
is now offering a standard, color- 
trimmed display card featuring an eye- 
catching white center block for pric- 
ing. Cards are available to dealers 
immediately through RCA _ Victor 
Home Instrument distributors. 


Radio Mfrs. Assn. 


Indicating an increasing use of 
sound systems and recording and play- 
back equipment in public and private 
schools, the Radio Mfrs. Assn. has 
announced publication of a report pre- 
pared jointly by RMA and the U. S. 
Office of Education setting forth basic 
standards which school personnel may 
use in selecting equipment suitable to 
their needs. “School Sound Recording 
and Playback Equipment,” the report 
is a sequel to “School Sound Systems” 
published a year ago. Copies are being 
provided to key school officials through 
the country, to manufacturers, and 
others interested in the development 
of sound recording techniques. 
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The 
Sparkling 
IRONER 


Irons all 
From Shirts 
to Sheets 


Elbow 
Control 
Both 
Hands Free 


Exclusive 
Guide Springs 
Return lroned 
Clothes With- 
out Wrinkling 

Beautiful 

Design 
Light Weight 
Easy to Handle 


FULLY GUARANTEED. UNDERWRITER'S APPROVED 
A COMPLETE IRONER FOR ONLY 869.95 LIST! 
Dealers and Distributors write for prices, allocations and information 


To EMPIRE APPLIANCE COMPANY 
480 Lexington Avenue, New York 17, N. Y. (Factory: Cincinnati 2, Ohio) 


Sepco Electric Water Heaters have pioneered 
in design and construction since 1915! 
Today, 32 years of research and engineering 
advancement is paying-off for Sepco dealers 
. . « im customer satisfaction and increased 
sales. 

Utility and home-user tests prove Sepco 
Electric Water Heaters are built to give 24 
hour daily service year after year. The supply 
of clean, even-tempera- 
ture hot water is never 


exhausted. 


AUTOMATIC ELECTRIC HEATER CO., INC. 


WATER HEATERS 
Offices and Factory ¢ Pottstown, Pa. 
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Your Customers will 


world of everyday, practical 


uses for this amazingly 


65 Electric Dryer... 


Drying Hands or Hair 


(Saves Towels 


Defrost Refrigerator 


v¥ In the Nursery as an Emer- 
gency Fan, Vaporizer or Body 


Dryer 


v Drying Nail Polish— 


tile,compactly portable RACE 


FIRST Portable 
Electric Dryer to 


Retail Profitably 
At Only $13.95 


Useful 65 Different Ways 
Instent Appeal to All 
Homemakers 


Beovtifully Boxed — Every 
Package Display in itself 


find a — Every home needs one. 
Supplies torrent of HOT or 
COLD air at flick of a switch. 
Plug in at any outlet. Remov- 
able base. Chrome plated. 


110-120 AC-DC current. 


versa- 


Dealer Helps supplied. WRITE 
or WIRE today for Dealer Dis 
counts and Illustrated Bulletin 


1637 Goold St., Racine, Wis. 


1637 Goold Stree! 
Racine, Wiscons'™ 


NEW LITERATURE 
AND SALES HELPS 


@ Adjustable Heat 
@ Aluminum Sides 
@ Stainless Steel Top 
@ Weighs only 11 Ibs. 


@ Large Cast- 
Aluminum Griddle 


PAGE 


SMALL SPACE 


“Dear Sirs: 

it certainly does the work of a large 
stove. | get breakfast and supper for 
eight men of a hungry hay crew on it. 
Wouldn't do without it, 
some of my friends interested too when 


hope to get 
they see its efficiency.” 


Mrs. John G. Show 
Luther, Montana 


No wonder the Gill Electric 


Stove is a big sales success! It does an 
equally good job on the farm or in a 
city apartment. 
toasts. Plugs in anywhere. 110 V. AC or 
DC models. Advertised in Life. If you 
don’t stock it, you're missing a lot of 
good business. Ask your jobber. 


Bakes, roasts, broils, 


ELECTRIC STOVE 


GILL ELECTRIC MFG. CORP. 


200 CITRUS REDLANDS, CALIFORNIA 
Electrical Products Since 1 


FEEDS 8 FARM HANDS! 


Rheem Mfg. Co. 


A new slant on direct mail adver- 
tising to stimulate heating and ap- 
pliance business is being offered by 
Rheem Mfg. Co. to jobbers and deal- 
ers. Based on a two-year study by the 
Dept. of Commerce Weather Bureau 
of the recorded average daily minimum 
temperatures of various climatological 
sections of the United States covering 
a period of 20 years, this exclusive 
three-fold mailing folder carries a 
teaser on the cover which assures its 
prompt opening by every home owner 
it reaches. This is the copy which 
does the trick: “Look inside for the 
date freezing weather will strike this 
year.” Opening the folder the reader 
finds a colorful authentic weather map 
upon which is shown the week the 
first siege of freezing weather will 
strike in each community of the United 
States. 


The Silex Co. 


Several replicas of the unique Silex 
“Merry-Go-Round” Coffee Shop, 
which attracted so much attention at 
Trade Shows and Exhibits are now 
being routed for retail promotions to 
Department Stores around the country. 
The entire base of the 3-dimensional 
display is ingeniously made in the 
shape of a giant coffee cup. The rear 
half of the cup is cut away to make 
room for the demonstrator to stand 
and serve customers on a counter built 
into the top of the cup. Above the 
huge cup-shaped base extends a shaft 
which supports a red and white striped 
parasol. The shaft is connected with 
a motor that causes the parasol to 
revolve slowly, giving motion and life 
to the entire display. It compels atten- 
tion from passers-by and a message 
invites them to enjoy a delicious cup 
of coffee made in a Silex Coffee 
Maker. Silex Coffee Shops are pre- 
sided over by experienced and specially 
trained Silex Consumer Advisers, dur- 
ing the store promotion periods rang- 
ing from one to three or four weeks. 


WARM OR HOT! Lob! Mfg. Co: offers 
this new wire basket counter display for 
their Warm-O-Hot line of electric heat- 


ing pads. 15" x 17", promising quick 
turnover. 
DECEMBER 1, 


everyday 


New 
3rd ~ 
Edition —~ 


Shows you how to handle the medium 
voltage wiring jobs most in demand today 


Practical 
Electrical Wiring 


Residential, Farm and Industrial 
Based on the 1947 National Electrical Code 
by H. P. RICHTER 


Member, International Association 
of Electrical Inspectors 


574 pages, 446 illustrations, $3.75 


COMPLETE course of instruction for 

those who want to learn more about 
electrical wiring. Designed for on-the-job 
guidance, this manual shows you how to 
do hundreds of medium-voltage wiring 
jobs in accordance with code requirements. 
It contains a minimum of mathematics— 
a maximum of tested, easy-to-follow 
methods and procedures—shows you not 
only what to do, but explains clearly why 
a job should be done in the manner shown. 
With its sound basic principles you can do 
a better job todav—prepare yourself 
for the bigger jobs of the future. 


See this valuable handbook for: 


@ easy-to-read chapters explaining basic 
electrical principles 


@ descriptions of bulbs, sockets, outlets, 
switches, fuses, fixtures 


@ wires, conduits, cables, boxes, connec- 
tors, switchboards, etc. 


@ instructions on handling and installing 
these devices 

@ simple analysis of lighting requirements 

@ step-by-step description of basic wiring 
methods 


@ practical interpretation of the code re- 
quirements for wiring for motors 


@ specific pointers on wiring homes, farm 


buildings, small factories, offices, stores, 
theatres, etc. 


10 DAYS’ FREE TRIAL 


SEND NO MONEY 
McGRAW-HILL BOOK CO., 
330 W. 42nd Street, NYC 18 
Send me Richter's PRACTICAL ELECTRICAL 
WIRING for 10 days’ examination on approval. 
In 10 days I will send $3.75, plus few cents postage, 


or return book postpaid. (We pay postage on 
cash orders.) 


Name ...... 


Address .... 
City and State 


Company 


EM-12-47 
(Por Canadian price write McGraw-Hill Co. of 
Canada Ltd., 12 Richmond Street E., Toronte 1.) 
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MODEL 
A-555 


AIR-FL 


AUTOMATIC SHUTTER 
WEATHER-SEALED 


FRONT VIEW--CLOSED 


It Leads the Field 
In Features! 


There is every reason why you 
should use AIR-FLO shutters on your 
jobs. New heavy reinforcement strip 
adds strength and long life to the 
louvers, assures quiet operation and 
perfect counterbalance, prevents rat- 
tling. Aluminum louvers open fully. 
permitting capacity fan operation. 
Deep shroud protects shutter from 
high winds. Tie-rod, brackets and 
bearings inside frame, not exposed 
to weather. Special finish resists 
corrosion. Many other features. 
Write for illustrated catalog 42-A of 
the complete AIR-FLO line. 


AIR CONDITIONING 
PRODUCTS CO. 


2340 West Lafayette Blvd. 
DETROIT 16, MICHIGAN 


HAYLO 
GAS Heater 


aks 


A HALO ON THE HAYLO agazas heater, 
is cut out to fit snugly over heater with- 
out tapes or other fastenings. Furnished 
to dealers with each dozen heaters by 
McCulloch Motors Corp. 


MINIMUM 
INVENTORY 


Only three Sets of Glass— 


ALL Parts Interchangeable 


Journal of Commerce 


To help more businessmen get their 
share of sales in the $5,000,000,000 
annual government market, the N. Y. 
Journal of Commerce has just issued a 
new 32-page booklet designed to take 
the mystery out of bidding and con- 
tract procedures. The booklet is 
titled “How to Sell to the Govern- 
ment”. Copies may be obtained from 
the Journal of Commerce, 63 Park 
Row, New York 15, N. Y., at 50¢ 
each. It is a consolidation of a series 
of detailed studies made by the busi- 
ness newspaper on the federal, state 
and municipal markets of the nation. 
It is prepared as a guide to manu- 
facturers, jobbers and dealers alike, 
and notes that more than 100,000 
different items bought each year by 
the country’s many governmental 
agencies. 


Plasti-Kote, Inc. 


Plasti-Kote, Inc., Cleveland, O., has 
completed a new window display for 
their dealers throughout the country. 
These include posters, streamers, 
backgrounds and decals, which will 
be used to create striking and attrac- 
tive window displays, pointing up the 
many uses of Plasti-Kote finished. 
They are part of the new fall pro- 
motion, which includes advertisements 
in national magazines, daily news- 
papers, along with radio promotion 
and direct mail. 


Premier Vacuum Cleaner Div., 
General Electric Co. 


A new itinerant motion display is 
now being made available to Premier 
dealers and distributors, it has been 
announced by E. A. Hamala, adver- 
tising mgr. of the Premier vacuum 
cleaner div., General Electric Co. The 
complete unit displays two upright 
floor models plus Premier’s two tank- 
type models complete with their re- 
spective cleaning tools. It shows, by 
means of motion unit and flashing 
lights the operation of the Premier 
Duplex with its Rug-Meter that 
“accurately takes the measure of the 
rug pile and automatically adjusts 
itself to it.’ Mr. Hamala said that 
the “pilot” model of this display has 
received considerable in-the-field use 
to determine its effectiveness and prac- 
ticability in advance of actual produc- 
tion in quantity. It is ideal for use 
by distributors in scheduling show- 
ings at key accounts, fairs, home 
shows, etc. A fitted, well-padded 
itinerant crate simplifies its move- 
ment from one point to another. 
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Stainless Steel 
Mixing Bow! 


Serv-it platter 
Yes, there’s a way to start 


folks right out on wonderful 
cooking results with every 
range that leaves your floor 
(and it will also make many 
new friends until ranges 
are again readily available). 
Offer your customers famous 
DeLuxe waterless cookware 
by West Bend. It cooks fast- 
er... preserves more health- 
ful food elements... and 
uses LESS fuel. There are 
many other DeLuxe acces- 
sories, too—all tops in qual- 
ity and designed for better 
and easier living. 


Four-piece DeLuxe set 
will serve 90% of all 
cooking needs. Consists 
of 2 and 3 quart sauce 
pans, 5 quart Dutch 
Oven roaster and 10” 
covered skillet. 


Coffee Urn 


Cake pan set 


There is an electrical distributor serving your territory 
with West Bend DeLuxe ware—write us for his name. 


WEST BEND 2 


“est BEND, WISCONSIN 


THE NEW 
AGA APPROVED 


TURN 
“LOOKERS” 
INTO 


“BUYERS” 


UNIT 
GAS 
HEATERS 


There’s EXTRA profits from indus- 
trial, business, or public buildings 
when you stock Palmaire heaters. 
Here are self-contained units that 
hang from the ceiling . . . leave 
valuable floor space clear —a selling 
point that always makes these heaters 
first choice with customers. 

Plan NOW to cash-in on this nationally advertised heating line for profits 
today ... and in the future. You'll be backed by a 38-year-old organization 
that offers the kind of dealer-helps that build profitable sales for you. 


Write for free literature 


Gi Dept. E. M. 3 


MANUFACTURING CORPORATION 


Phoenix, Arizona , 
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The patented socket at- 
tachment that regulates 


light intensity ... con- 
serves electricity... 


Use one card 
(6 DIM-A- 
LITES) as 
counter dis- 
play. Mount 
other units in 
floor or table 
lamps; sell 
with the 
lamps for 
extra profit! 


Mail the coupon now! 
Order 2 display cards (12 
units) of DIM-A-LITES. 
Your wholesaler will de- 
liver for only $10.11. Retail 
for $17.40. Special offer 
closes March 1, 1948. 


WIRT COMPANY 


5227 Creene Street, Philadelphia 44, Penna. 


Pleare deiiver, via wholesaler named, 
2 dispicys (12 units) of DIM-A-LITES. 
Special price until March 1, 1948, 
only $10.11. 


Name 
Address 


Wholesaler's Name 


NEW LITERATURE 
AND SALES HELPS 


Ray-O-Vac Co. 


The Ray-O-Vac Flashlight Service 
Guide, a six-panel, two-color consumer 
information folder, is now being 
offered to jobbers, dealers and the 
public by the Ray-O-Vac Co. of 
Madison, Wis. Prepared as a cus- 
tomer service feature, the guide is 
written and illustrated to be useful 
to every flashlight user. 


General Electric Co. 


A new 40-page sales training book, 
“In the Shade of a Portable Lamp,” 
has been announced by the Lamp 
Dept. of the General Electric Co., at 
Nela Park, Cleveland, O. Designed 
to acquaint department store, electri- 
cal appliance and other sales people 
with fundamental facts on portable 
lamps, including lamp types, functions, 
sizes, placement, correct bulb sizes, 
and wattages, the book is illustrated 
with interesting light cartoon-type 
artwork. It is available at 25c each 
through the District Offices. 

The General Electric Lamp Dept. 
has prepared a special sound slide- 
film “tour” which will be made avail- 
able to the lighting trade and selected 
public audiences through its sales dis- 
trict offices. In full color, and with 
a personal tour “voice-conducted” by 
Arthur Godfrey, CBS commentator, 
the 30-min. slide film entitled “A 
Picture Journey Through the General 
Electric Lighting Institute’ makes a 
thorough inspection of the Institute. 


Tone Products Corp. of 
America 


The first dealer streamer to com- 
bine phonograph and record mer- 
chandising elements has just been 
mailed to distributors by Tone Prod- 
ucts Corp of America, manufacturers 
of the Merry-Go-Sound line of mu- 
sical merchandise for children. The 
streamer, a two-color strip in red and 
black on white background, is designed 
to tell in copy and pictures Tone 
Products’ whole story in the most 
attractive, yet simultaneously compact 
form. It is 12 inches wide and 36 
inches long, suitable for window and 
interior display. 


| Ideal For Moving Appliances 


his sturdy, 
cleanly shel- 
lacked and finished 


yak wood Dolly Truck is easy rolling be- 
cause it is precision balanced. Size 18” by 
30”. Swivel casters . . 3” rubber wheels. 
Write for new illustrated catalog of complete 
covers, 


ine of appliance carrying straps 


ed 
-efrigerator trucks, and essential mate- 
vals 


ELHAY PRODUCTS CO. 


323-327 West Street, 11, Y 
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What Every Housewife 
Has Been Looking for 


“tele-heet”’ 
Only 


HAS PILOT LIGHTS 


Model 
R-46 


~~ 6 Heat—2 Burner— 
2 Rotary Switches. 
“Lo”—" Med” —"Hi”—on 
Both Burners—A.C. only 


“tele-heet” ‘sen 


List Price 
$6 


Model R-3 

3 Heat—Single 
Burner—Rotary 

Switch. | 


“Hi” A.C. only 


Pilot-Light assembly, controlled with Rotary 
Switches (Both Models) 6 foot U.L. Approved 
Rubber Plug Cord Attached. 


Jobbers-Dealers: Write for Trade Discounts. 
Manufacturers Rep: Open Territory Available 
In Reply Address Dept. EM 


by 
STANDARD-HYGRADE | 
Electric Co., Inc. _ | 


1372 - 39th STREET 


BROOKLYN 18, NEW YORK, USA. 
Phone Windsor 8-8200 


PREMIER 


ECTRIC 


HE 


of new 1947-48 
catalog and 
price list. 

SALES GUARANTEE 


Order a sample...if not 
completely satisfied 
with quality and sales 
value, send ir back! 
Money refunded ! 


@ High Profit 

@ Popular Selling Price 

@ Hot Water by the Pailful 

@ Underwriters’ Laboratories Approved 


A revolutionary, new immersion-type 
water heater! Not a gadget... finest 
quality unit. Top housing cadmium 
plated and painted red. Heating unit 
solid copper with hermetically sealed 
brass tube. Automatic contact switch 
operates only when pail is hung on 
switch arm. Retails at $16.50. Full 
dealer discount allowed. Order from 
your distributor or direct from this ad. 
Dept. EM 11. 


THE NATIONAL IDEAL CO. 


TOLEDO 4, OHIO 
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WHERE To Buy 


Parts, Services & Accessories 


UNDISPLAYED RATE: 


$1.50 per line per insertion. Minimum charge $6.00. (First line in small black face 
type.) Fractions of a line count as line. Discount of 10% if full payment is made 
im advance for 4 consecutive insertions of undisplayed ads. 


DISPLAYED RATE: 


$14.00 per inch per inserticn. Contract rate on request. (An advertising inch is 
measured vertically %” on one column. There are 4 columns—48 inches to a page.) 


EXHAUST FANS 


110 Volt, 60 Cycle, 1-phase, A.C. 


Model SME12 
Totally - enclosed, Net price 
1/30 H.P., Red- $14.25 
mond motor. Fed. Tax Ine. 
A FANCO Product 


FAN & BLOWER CORP. 


Dept. A-3 
300 Pacific St. Brooklyn 2, N.Y. 


ARMATURES and 


FIELDS REWOUND 


for VACUUM CLEANERS 
and SMALL MOTORS 


No extra charges. Our price includes 
commutators when required. Known from 
coast to coast for quality and service. 


SEND FOR FREE CATALOG 


Yes, we ship to Alaska and Hawaii. 


BELTS, BAGS, BRUSHES, ETC., 
FOR ALL VACUUM CLEANERS 
PENN APPLIANCE 
DISTRIBUTORS, INC. 


126 S. 2nd St. Harrisburg, Pa. 


WASHING MACHINE PARTS 


WORLD’S LARGEST MANUFACTURER OF WASHER REPLACEMENT PARTS , 


MANUFACTURING CO. 


3650 EAST 93rd STREET 


=, 


OHIO 


A Good 
HABIT... 


This Where to Buy Sec- 
tion supplements other 
advertising in this issue 
with these additional an- 
nouncements of products 
and services of special 
interest in the sale and 
servicing of electrical ap- 
pliances and other mer- 
chandising opportunities. 
Make a habit of checking 


this page, each issue. 


Classified Advertising Division 


WASHING MACHINE PARTS 
“Any Part For Any 
Distributor for All 


wise 


10 Federal Street 
PITTSBURGH 12 PENNA, 


“YEATS APPLIANCE DOLLY” 


Aluminum frame, caterpillar type “STEP GLIDES” for 
climbing steps, straight slide on back for easy loading 
in delivery truck, curved cross members for round 
water heaters. 
quicker because it is the ONLY APPLIANCE DOLLY 
WITH RATCHET TO TIGHTEN THE HOLDING 
STRAP. Write for full information. 


YEATS APPLIANCE DOLLY SALES CO. 
2525 W. Kilbourn Ave., 


The NEW 


Handles all appliances easier and 


Milwaukee, 3, Wisc. 


One of the FRANTZ PARTS JOBBERS 
WRINGER ROLLS AND 
WASHER PARTS FOR ALL 
MAKES 


GENERAL WASHING MACHINE SERVICE 
758 South Ave. Rochester 7, N. Y. 


WASHING MACHINE PARTS 


“For any and all makes" 
Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 
191 W. 7th St. St. Paul 2, Mins. 


OIL BURNER PARTS 


We specialize in a complete line of parts 
for all makes of space oil heaters. 

Send for our price list featuring 
safety float valves, fittings, etc. 
SARN-OIL BURNER SUPPLY CO. 
2877 S. ARCHER AVE. CHICAGO 8, ILL. 


OVER 12,000 
WASHING MACHINE PARTS 
FOR ALL MAKES 


In New York State it is WYNAR’S for fastest 
delivery, quality merchandise at reasonable prices. 


“GET THAT WYNAR BUYING HABIT” 
WYNAR PARTS & SERVICE CO. 


155 State St. Rochester 4, N. Y. 


ELECTRICAL SPECIALTIES 
MERCHANDISING Electrical Mangle Roll Pads and Covers 
Vacuum Cleaner Bags, Ironing Boards Pads 
and Covers, washing and ironer covers. Ohio 
Textile Specialty Co., W. 54th, Cleveland, O. 
ELECTRICAL MERCHANDISING—DECEMBER |, 1947 


WASHING MACHINE 
FLEXIBLE COUPLINGS 


The machined brass bushing F-L-O-A-T-S 
One piece—no loose! d parts. D 


parts. 
noise and vibration. Cushions startin 
Insulates between shafts. @ torque. 


Available now in: 1’ to 9 lengths. 
Phone Dorchester 2350 


FLEXIBLE COUPLING. co. 
6220 So. Ellis Ave. icago 37, IN. 


4758 River 


Thomas One Man Barrrel Truck 
NO ROCKING—NO LIFTING 
Easy for one man to handle up to 
1000 1b. barrels, drums, quickly, 
safely. Simply engage sliding hook 
in rim of rrel, handles 
slightly—hold with foot. That's all! 
Loads, unloads automatically. Truck- 
er never touches barrel. Load bal- 
anced perfectly. No arm strain. 
Welded steel, rubber tires,, Hyatt 
bearings. Low priced. Try one. Re 
turn collect if not ‘‘best yet’’. 


| HOMAS TRUCK 


HOMAS TRUCK & CASTER CO. 
Keokuk, lowa 


CENTER POST WRENCH 


With this tool, you can remove and install center posts 
on 95% of all makes of washers. Hailed by service men 
as the greatest time-saving tool ever developed. 


Adjustable to all sizes and styles of 


posts by simply adjusting two ‘arge 
thumb screws. Grips and holds the Price $ 00 
Post for removing or assembling. 


PEARSOL APPLIANCE CORP. 


2122 EUCLID AVENUE 
%* Washing Machine and Vacuum Cleaner Parts 


Complete 


CLEVELAND 15, OHIO 


 ‘Scwite 
Quality Service 
Washing Machine & Vacuum 

Parts & Supplies for All Makes 
Save Place one order Increase 
Money One Transportation Cost Profits 

One Dependable Source of Supply 

Write for FREE Catalog 


The C. W. SMITH CO. 


1313 W. Randolph St 


Chicago 7, 1. 


FREE FREE 


Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dependable source. 
Quality, Service, Low Prices 
MIDWEST APPLIANCE PARTS CO. 
2720-22 W. Division St. Chicago 22, Il. 
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The Cover... 


Appliances suitable for Christ- 
mas gifts are more plentiful this 
year than they have been since 
the war; and the variety is 
greater—shavers, mixers, table 
broilers and other appliances 
have been added to the list; and 
Christmas tree lights will be 
much more plentiful. 


Kodachrome by 
McGraw-Hill Publishing Co. Studios 


Newspaperman Solos 
On a Washing Machine 


Henry McLemore Decides to 


Joust with 


Henry McLemore, correspondent of 
the St. Louis-Post Dispatch, gives an 
amusing account of his acquiring a new 
washer. He relates: 

“I just went down and took a look 
at the big machine. Will I be able to 
handle it, I asked myself. Is my touch 
sensitive enough for its many controls? 

“It was installed while we were in 
South America and I have had only 
three days of instruction from the 
regular pilots of the big-white ma- 
chine. My instructors were James and 
Ernestine, who work for us. Ernestine 
has had upwards of 20 “missions” and 
her maid's uniforr n is covered with 
ribbons. James, who works it only 
when Ernestine isn’t available, has a 
rinse ribbon and five bluing clusters. 
Three more washings and both are due 
to go home on rotation, which is why 
I am going to try to take over. 


“WILL MR. PETRILLO LET US KEEP THE 
RECORDS WE ALREADY HAVE?” 
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the Monster 


“The book of instructions which 
came with the washing machine, and 
which I have been boning up on until 
the wee small hours of the night, says 
that it is so much fun to run that the 
operator will smile and laugh and 
chuckle and snicker whenever he is at 
the controls. When I read all of this 
I wasn't sure whether I had bought a 
machine to take dirt out of clothes or 
something that was such a scream that 
it might be a combination of Fred 
Allen, Henry Morgan and the Marx 
Brothers. 


It's Trained 


“My first lesson taught me it was no 
joke. My machine has a mind of its 
own. It was taught by a smart pack 
of engineers just what to do. Leave it 
alone and it'll tell you what needs to 
be done to your laundry. It'll swish 
two minutes, reverse its field and slosh 
for two more, grab a handful more of 
soap, cry like a baby for water soft- 
ener, soak the stuff a while, and then 
go through a motion that must have 
been copied from the first hula dancer. 

“My solo will not be an all-out try. 
T am not going to ‘take off’ with a full 
load. I am going to be trusted only 
with some old kitchen curtains that are 
to be washed and then used for dust 
rags, some roller towels and all the 
bathing suits which were used by the 
people who invade our house during 
our absence. 


Needs a Wee Drappie 


“Now, I'm off to bed, with a slug 
of camomile tea to quiet my nerves 
and insure me a good night of sleep. 
I'll get my final briefing around 7 a.m. 
If all goes well, I will have the right 
to wear a medal. Who knows but if 
the curtains come out all right that I 
won't be given a colonelcy.” 
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Caution on Installments ......................... By L. E. Moffatt 1 


What Do Consumers Think of Freezers? 
By Robert W. Armstrong 34 


First of two articles reporting problems and satisfactions experi- 
enced by a group of home freezer users in Ithaca and vicinity. 


Demonstration Techniques for Appliances....By Anna A. Noone 36 


The Electrical Women’s Round Table of N. Y., presents a 15-week 
course in appliance demonstrating at Hunter College. 


The Farmers Have the Money.......................222000005 39 


Utah Power & Light Co. believes this is the year to get them to 
spend it for appliances. 


St. Louis Goes for Television................. By Robert Latimer 40 


Union Electric sponsors a “Telequizzical” program and National Radio 
Laboratories make home demonstrations of telesets. 


The Open Door Policy......................... By A.B. Windham 42 


Williams & Shelton, Charlotte, N. C., practice policy of fair distribu- 
tion and service to Carolina dealers. 


Chas. N. Mead, Scardsdale, N. Y., continues pre-war success selling 
automatic washers. 


Service Sets the Pace....................... By Howard J. Emerson 46 


B. L. Russell Co., Huntington Park, Calif., advertises and promotes 
its service department. 


He Uses Chain Store Experience in the Small Town Store... 47 


Frank Accardi, Campbell, Calif., combines selling techniques of chain 
and small store. 


Store Without Windows .................... By Tom F. Blackburn 48 


Harris Ace Store in Janesville, Wis., finds farmers like parking space 
better than downtown display. 


Across the Aisle From a Supermart.......................... 50 


Leonard Abinante, Carmel, Calif., made an asset of his location next 
to a food market. 


Giving Small Appliances a “Break”........................... 51 


The Broadway Store of May Co., Denver, gives small appliances spe- 
cial promotion. 


Jack's . . . Ils a Cheyenne Institution ........................ 52 
Electrical Appliance News............. 
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Chicago Janua 


Markets Promise 


Three-Ring Circus for Buyers 


UT on Chicago’s south side, near 

the packing plants where little 
lamb chops get their panties and a 
pig’s squeal is the only total loss, 
the Housewares Show is coming back 
to Chicago to be held Jan. 15-22. 

It, along with the Merchandise Mart 
and the Furniture Mart exhibits (Jan. 
5-17), will make news in Chicago this 
next month. 

Let us consider the Housewares 
Show first, because it is the most 
difficult to find. 

The place to find the goings-on is 
the International Amphitheater where 
high-spirited steeds caracole gaily and 
Quiz Kid shepherd dogs separate 
black from white sheep to amuse the 
livestock show visitors. 


The Housewares Show 


Some 463 exhibitors have taken 
over 120,000 sq. ft. on the two floors 

the Amphitheater (excluding the 
arena) out there at 42nd and Halsted 
Sts. Judging from the attendance of 
14,000 at Philadelphia it is no idle 
guess to say at least 20,000 should 
put in an appearance some time or 
other during the 9 to 5 p.m. show. No 
evening or Sunday shows will be held. 

Sponsored by the National House- 

ires Manufacturers Assn. (head- 
quarters Rm. 1402 Merchandise Mart, 
Chicago) you will see here, “anything 
you find in the housewares department 
of the large department store,” to- 
gether with representative lines of 
major appliances. This will be an 
array of exhibits with demonstrations, 
but no program of special events is 
scheduled. As the name suggests, it 
is “The Manufacturers’ Own Show,” 
limited to manufacturers, authorized 
agents and national distributors. 

Let us say right here and now, since 

is out there at the door of the 
stockyards, that packers have guaran- 
teed that the fertilizer plants will not 
be running for the duration of the 
“OW, 


How to Get There 


Being a generous five miles from 
vntown Chicago, ample transporta- 
n is being arranged. In addition 
special buses which will operate 
regular schedules from hotels in 
Loop, the exhibition hall may be 
ily reached by subway—southbound 


Merchandise and Furniture Marts Main 
Attractions Jan. 5-17; Housewares Show 
at Amphitheatre Follows from Jan. 15-22 


By Martha M. Alexander 


to Indiana Ave., transferring to the 
Stockyards branch. The Surface 
Lines, Halsted St. which may be 
boarded on Clark St., or Surface 
Lines “Archer Express” bus (boarded 
on State St.) with street car connec- 
tion at Halsted St. Or if you are 
one of those fortunate motorists, try- 
ing out the Super-Dooper Six, you 
may skim south on Michigan Ave. to 
Pershing Rd. (39th St.), then west to 
Halsted St., or west from the Loop 
on either Washington or Jackson 
Boulevards, thence south on Halsted 
St. to 42nd St. Ample parking space 
is provided directly back and south of 
the amphitheater. 

After tramping miles and miles up 
and down the exhibition floors, the 
pedestrian wearily wonders where he 
can eat. Well, the management out 
there tells us there is a cafeteria in 
the Amphitheater right handy, or if 
one feels more energetic he can go 
next door to the Stockyards Inn. 
Then too, there is the select Saddle 
& Sirloin Club, entry by card only, 
and it is probable cards may be ob- 
tained from the housewares associa- 
tion. 


The Furniture Mart 


This market will see the Furniture 
Mart’s blue spire pointed to the sky 
for the 25th year in succession. The 
silver anniversary of the huge institu- 
tion finds Lawrence Whiting, hero of 
Edna Ferber’s novel, “So Big,” still 
at the helm and a market grown out 
of all proportion to the past. From 
the first crude beginning when lunch 
was often a hot dog snared on the fly, 
the Furniture Mart has become a 
svelte affair which attempts to make 
it an easier and easier operation to 
shoehorn the crowds into Chicago 
that surge toward the Windy City in 
January. 

For example, a survey has been 
made of the amount of parking space 


on the windy peninsula on which the 
Furniture Mart stands, and it has 
been discovered that there is room for 
several thousand cars. Get out there 
early and you will find a place to put 
the old tub for the day. A lot of 
quick, self-serve cafeterias with ready- 
to-grab sandwiches (ham, beef, pork) 
and scalding coffee have taken the 
place of the movable peanut stands 
that once catered to the inner man. 
There are a lot of rooms that say 
“Men” and “Women”, and exhibitors 
today have plenty of chairs which 
permit one to take a load off one’s feet. 


Worth the Trip 


Guessing what's going to be shown 
is like figuring out how many beans 
in a mason jar. But you should re- 
member that the Furniture Mart is 
the place where Westinghouse started 
a revolution of department store de- 
sign through its exhibit a couple of 
years ago. It is a place where you 


can see demonstrations at their best, 
and get a chance to rub noses with 
some of the top leaders in the appli- 
ance manufacturing business. A trip to 
Chicago is worth a whirl in any man’s 
money, just to sweep the cobwebs 
from the brain if nothing else. 


The Merchandise Mart 


As they say, “There's no telling 
how many will come,” but some 42,000 
passes and credentials have been 
mailed out by the Merchandise Mart. 
As usual, most of the appliance and 
housewares showings will be centered 
on the 11th and 14th floors of this 
“city within a city.” At the end of 
the first week of the show here press 
conferences will be held with manu- 
facturers and later with retailers. An 
association of llth and 14th floor 
appliance and housewares exhibitors 
offers side attractions to buyers who 
draw a lot of water. 

Just what is going to be unveiled 
to the long lines of merchandise 
seekers seems to be not too obvious 
as this goes to press. With the short- 
ages of steel and whatnot, even wood 
for broom handles, they say, nothing 
startling is looked for, beyond a few 
improvements in models. With the 
general shortage of refrigerators, this 
major will probably have to be booked 
on order. Small appliances being 
quite plentiful on the retail floors, 
there should be a good representation 
of these lines available for immediate 
delivery. Complete kitchens are good 
and the new one on the 14th floor 
sponsored by Elgin will be worth the 
pause to look. 

The Merchandise Mart, which cov- 
ers two city blocks, is still considered 
the world’s largest privately-owned 
office building (the Pentagon, in 
Washington, government owned, is 

(Continued on next page) 
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INTERNATIONAL AMPHITHEATRE 


While you are in Chicago for the shows 
you'll probably want to eat well and 
you'll find it easier as a result of the 
joint research efforts of EM’s Tom Black- 
burn and American Machinist's Anson E 
Tom, you'll remember, prepared 
a list of recommended eateries last year. 
he 2nd Mr. Meanor hauled it out and dusted it 
recent Machine Tool Show 
it’s our turn to refresh the 
memories of conventioneers. 


the leading hotels serve 
and drink 
to make reservations): 


Pump Room, 


FURNITURE MART 


Outstanding are 


Ambassador East 


Do You Starve in the Midst of Plenty? 
Here’s How to Stay Full in Chicago. 


Hotel, 1300 N. State St., is probably 
the most famous place in Chicago 
Very swank and ritzy. All bigwigs, 
society swells, and in-town celebrities 
dine here. Specialties served on flam- 
ing swords. Sunday “brunch” is very 
popular. Opens at noon. Dancing after 
8:30. Tea dancing Sat. and Sun. after 
3:00. Plenty expensive. 

Some prefer The Buttery across the 
street in the Ambassador West. There 
is no better food than this. Dancing 
and tea dancing same as The Pump 
Room. Luncheon and dinner. 

\ block away in the Park Dearborn 
Hotel, 1260 N. Dearborn St., (50 
west) is the Cafe de Paris. The 
famous French chef is Henri Carpen- 
tier who used to feed Diamond Jim 
Brady. If you yearn for crepe suzettes, 
here’s the place to get them. Dinner 
only, 5 P.M. to midnight. Sunday 
from 2:30 P.M. 

Drake Hotel—Camellia House com- 
pares favorably with The Pump Room 
The Cape Cod Room has delicious sea 
food. Try Bookbinder’s Red Snapper 
Soup with sherry. 

Edgewater Beach Hotel, 5349 N. 
Sheridan Road, seven miles North 
(take the Outer Drive) is justly 
famous for its Marine Dining Room, 
Beach Walk, and Yacht Club (cock- 
tail lounge). Worth the drive. 
Palmer House, Empire Room, good 
food and certainly the best show in any 
Chicago Hotel. There are several 
other dining rooms here. 


The Glass Hat at the Congress Hotel 
serves more liquor than food, but is the 


only place in Chicago to dance in the 
afternoon. 


Blackstone Hotel, Mayfair Room, good 
food, good orchestra, good entertain- 
ment. The Balinese Room and the 
Grill are excellent too. 
Boulevard Room at the Stevens Hotel 
has good floor show, good food and is 
not too expensive. 
The Walnut Room at the Bismarck 
Hotel also has fine food and a good 
floor show. 
The College Inn, later called the Pan- 
ther Room, of the Hotel Sherman, 
long the home of famous swing bands 
is said to be dropping the music, danc- 
ing and entertainment, to be just an- 
other dining room. 
Others of Chicago’s most noteworthy 
and best places are: 
Chez Paree, 610 N. Fairbanks Court 
(200 East). Practically tops in enter- 
tainment—Holiday said, “unquestion- 
ably one of the most ably operated 
night clubs in the world.” Holiday 
also said “good food reasonably priced” 
but do take plenty of money. 
(Continued on page 4) 
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Where to Find Exhibitors at Chicago 


AT THE INTERNATIONAL 
AMPHITHEATRE 


Name Space 
A & E Mfg. Co.. a 377 
Advance Aluminum Castings Corp. 1034 


Altorfer Bros. Co 445, 447, 449, 

451, 453 
Aluminum Cooking Utensil Co. 1210, 1212 
Aluminum Goods Mfg. Co 1327, 

1329, 1331 
Aristocrat Clock Co 1530 
Automatic Washer Co 407, 409 
Bellaire Enamel Co 1527, 1529 


Bendix Home Appliances Inc. 538, 540, 
542, 544, 546, 548, 550, 552 


Bersted Mfg. Co .. 1304, 1306 
Bissell Carpet Sweeper Co 902, 903 
Block & Co 931 
Bryant Electric Co 1000 
Buckeye Aluminum Co 1441, 1443 
C & H Air Conditioning Fan Co. 

Inc 531 
Camftield Mfg. Co... 832, 834 


Casco Products Corp 631, 633, 635 
Chicago Elec. Mfg. Co.1216, 1218, 1220 
Clarvan Corp. 732, 734 
Clements Mfg. Co 415 
Club Aluminum Products Co. .1414, 1416 
Columbian Enamel & Stamping Co. 


Inc. .. 1418, 1420 
Continental Can Co. Inc 1240 
Cooper Oven Thermometer Co 1153 
Corning Glass Works 900 
Cory Corp. 1104, 1106, 1108 
Davis Mfg. Co 438 
Dazey Co. 1040 
Dishmaster 417 
Dominion Electric Corp ..1507, 1509 
Dormeyer Corp. 
Dustmaster Corp. 335 
Edwards & Co. Inc ...637, 639 


Ekco Products Co.. 914, 916, 918, 920, 

922, 924, 926, 928, 930 932 
Electric Steam Radiator Corp. .411, 413 
Electromode Corp. ...418, 420 
Enameled Utensil Mfrs. Council 915 


Enterprise Aluminum Co 1427, 1429, 

1431 
Enterprise Tinware Co. Inc 621 
Essential Chemicals Co 437 
Everedy Co. 1448 
Excello Ltd. 1117 


Farber S. W. Inc 1417, 1419, 1421 
Federal Enameling & Stamping Co. 


1626, 1628 
Finders Mfg. Co 704, 706 
Fletcher Enamel Co 904, 906 
Forman Family Inc 1526, 1528 
Fresh’nd Aire 1110 
Freeport Machine Wks 321 
G-M Laboratories Inc 


Geier Co., P. A.554, 556, 654, 655, 656 
General Electric Co. .1617, 1619, 1621, 

1623, 1625, 1627, 1629, 1631, 1633, 1635 
Gueder, Paeschke & Frey Co 625 


Hamilton Beach Co 
Hamilton Mfg Co 
(Two Rivers, Wis.) 
Hamilton Mfg. Corp.535, 537, 539, 541 
(Columbus, Inc.) 
Hankscraft Co. .. 1150, 1151 
Hanovia Chemical & Mfg. Co 419 
Hartford Products Corp......257, 356 
Hoover Co 430, 432, 434, 436 


.. 1241, 1243 
422, 424, 426 


lronrite Ironer Co....... 448, 450 452 
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Kamkap Inc. .. 1535, 1537 
Kent Electric Corp a 745 
Kewaskum Utensil Co ; 251, 253 

Kitchenaid Div. Hobart Mfg. Co. 
622, 624 
Kitchen Queen Inc ; .. 344 
Knapp-Monarch Co. 917, 919, 921 
Kordite Corp. . 142 
Kord Mfg. Co. Inc 134, 136 
Korex Co. 727 
Kromex Corp. 1004, 1606, 1008 
Lakeside Aluminum Co ...849, 851 
Landers Frary & Clark ...425, 427, 
429, 431 
Lewyt Corp. . 505, 507, 509, 511 
Lindemann & Hoverson 
Lisk-Savory Co. 1026, 1028 
Manning Bowman & Co. 1308, 1310 

Master Appliance Div. Teer Wick- 

wire & Co 842 
Master Appliance Mfg. Co. 730 
Midwest Mower Corp. 524 
Miracle Electric Co. 627 
Morton Industries 115, 117 
Mocre Enameling & Mfg. Co..1205, 1207 
Mullins Mfg. Co. 404, 406, 408, 410, 
412 
National Carbon Co., Inc. 600, 601, 
602, 709 

National Enameling & Stamping 
Co. 1405, 1407, 1409, 1411 
National Pressure Cooker 1102, 1103 
National Stamping & Elec. Wks 201 
Naxon Utilities Corp. 433, 435 
Nicro Steel Products Inc. 647 
Noblitt Sparks Industries Inc. 1037 
Noma Electric Co. .. 1616, 1618 
Nu-Enamel Corp. ... 824, 826 
Nutone Inc. 1609, 1611, 1613, 1615 
One Minute Washer Co. 526 
Palley Mfg. Co...... 409, 401 
Phoenix Table Mat Co 1516-18 
Plastray Corp. .... 446 
Plicote Inc. .. ...304, 306 
Poulsen & Nardon 650, 652 
Proctor Electric Co. 154 
Regina Corp. 441, 443 
Republic Molding Corp. 519 
Republic Stamping & Enameling Co. 927 
Revere Copper & Brass Co.. 1204, 1206, 
1208 
Reynolds Metals Co..320, 322, 324, 326 
Rittenhouse Co. Inc. 500, 501, 502 
Rival Mfg. Co. 1229, 1231, 1233 
Samson-United Corp. .943, 945 
Sanford Co. Inc. D. E. .. 838, 840 
Seal-Sac Inc. 1330, 1332, 1334, 1336 
Sheridan Vacuum Cleaner Co. 543 


Sherwin Williams Co. 1647 
Silex Co. 1640, 1642, 1644 
Simplex Div. Barlow & Seelig Mfg. 

Co. 
Smith Mfg. Co. F. A. 827, 829 
Son-Chief Electrics Inc 1437, 1439 
Spartan Co. ... 149 
Sperti, Inc. 708, 710 


Stainless Ware Co. of America. 312, 314 
Sunbeam Corp.. 1322, 1324, 1326, 1328 


Superior Elec. Products Corp. 748 
Swanson Tool & Machine Products 

Co. 120 
Swartsbaugh Mfg. Co. 755, 856 
Taylor !nstrument Co. 1318, 1320 
Telechron Inc. 739, 741 
Tenn. Valley Associates Inc... 521, 523 
Textile Mills Co. 342 
Thor Corp. 506, 508, 510, 512 
Time Inc. 
Toastmaster Products Div. 1242, 1244 
Tcastwell Co. . 332 
Traubee Products Inc. 752 
Tracy Mfg. Co. . 528 
Trilmont Products Co. 747 
United States Elec. Mfg. Co....... 712 
Voss Co. - . 606 
Wagner Mfg. Co., The 

(Sidney, Ohio) ; 1315 
Waring Products Corp. 836 


Washburn Co., The 225, 227 
Waverly Products Inc. 1333, 1335, 1337 


West Bend Aluminum Co... 1223, 1225, 

1227 
Whitehead, D. W. Co. 518 
Winsted Hardware Mfg. Co... .. 644 
Wooster Rubber Co... 1426, 1428 


AT THE FURNITURE MART 


Name Space 
A. & J. Mfg. Co. 548 
Admiral Corp. 526, 527 
Ajricola Furnace Co. 548 
Allen Mfg. Co. ......510-B 
Altorfer Bros. Co. 
American Stove Co. a 518 
Appliance Mfg. Co. ; ..510-A 
Armstrong Products Corp. ... 17/63 
Athens Stove Works............ 624 
Automatic Washer Co. 513-A 
Auto Stove Works ... 546-A 
Barlow & Seelig Mfg. Co....... 530 
Barton Corp. .549-A 
Belmont Radio Corp. 
Bendix Home Appliances Inc...... 503 
Bendix Radio Division. .... 
Ben Hur Mfg. Co.... 
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Thos. W. Berger Inc. = 17/91 
Blackstone Corp. .......... 544-A 
Caloric Stove Corp. ....... 519 
Clark Water Heater Co....... 511-B 
Cole Hot Blast Mfg. Co. 17/73, 74 
Coleman Co. 525 
Comstock-Castle Stove Co. 546-B 
Conlon Corp. bs 504 
Coroaire Heater Corp. 17/M 
Cribben & Sexton Co. 537-A 
Crosley Corp. ; 535, 536-A 
Crown Stove Works... ; 531 
Detroit Vapor Stove Co... 521 
Dexter Co. 513-B 
Dixie Foundry Co. 524 
Dormeyer Co. hace 2953 
Dortch Stove Co. 512-B 
DuBoff & Co. 17/84, 85 
Duo-Therm Div. 517 
Eagle Foundry Co. 547-A 
Electromaster Inc. 17/P 
Elgin Stove & Oven Div. 17/92, 93 
Estate-Heatrola Div. 523 
Fureka-Williams Corp. 514-B 
Evans Products Co. 541-B 
Farnsworth Radio & Tel. Co 535-B 
Floor-O-Matic, Inc. 17/86 
Fresh‘nd Aire Co. 17/106-A 
Frigidaire Div. 508, 509-A 
General Electric Co. .. 538, 539-A 
Gibson Refrig. Corp. ..537, 538-B 
Given Mfg. Co. 17/126 
Grand Home Appliance Co. 17/J3-31 
Grand Rapids Metal Cabinets 830 
Gray & Dudley Co. : 515-B 
Hamilton Mfg. Co. 17/88, 89 
Hardwick Stove Co. 1530 
Health-Mor Inc. 17/68 
M. M. Hedges Mfg. Co. Inc 17/80 
Holcomb & Hoke Mfg. Co 17/33 
Holland Rieger Div ; 542 
Hoover Co. 510-A 
Horton Mfg. Co. 511-A 
Hotpoint, Inc. ...... 533, 534-B 
Howard Radio Co 17/42, 43 
Ice Cooling Appliance Co. : 810 
International Oil Burner Co. 512-A 
lronrite lroner Co....... 511-B 
Jacobs Co., F. L... 17/75, 76 
Jacobs Mfg. Co.... 17/35 
Kaiser Fleetwing, Inc. 17/124, 125 
Kamkap, Inc. ... 17/118 
Karbon Kleen Co. . 17/72-A 
Kelvinator Div. 514, 515-A 
Kemper Furniture Corp 17/108, 109 
King Refrigerator Co. 17/127 
Knox Stove Works ...... 513-B 
Lake State Products Inc. . 17/90 
Leonard Div. ... 514, 515-A 
"ewis Steel Products Corp.. 17/98, 99 
Lowst Com. ....... 17/58, 59 
Locke Stove Co. .... 17/57 
Lonergan Mfg. Co. 513-A 
Lonergan, Vincent J... 2953 
Lynbrook, The Co. 17/121 
McAllister-Ross Corp. 513-A 
Maine Mfg. Co.. 17/37, 38 
Majestic Radio ‘Television. 17/64, 65 
Major Home Appliance Co. 536-B 
Matmatic Mfg. Co...... 17/85 
Modern Refrigerator Co....17/100, 101 
Monroe Stove Co. ......... 17/40, 41 
504 
Morton Appliance Co......... 630, 631 
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WHERE TO FIND EXHIBITORS AT CHICAGO (Cont.) 


Nineteen Hundred Corp... .. .508-B 
Noblitt-Sparks Industries 17/69, 70 
Norge Div. ....... 521, 522 
Oakland Foundry Co 546-C 
Odin Stove Mfg. Co. oe. 1438 
Ohie Stove Co. ... 17/44, 45 
Palley Mfg. Co. 17/85 
Philco Corp. 128 
Plastray Corp. 17/49 
Premier Vacuum Cleaner Div. 511-8 
Premier Stove Co. 514-8 
Prentiss Wabers Prod. Co 549-A 
Pressed Steel Car Co. 447, 448, 449 
Quaker Mfg. Co. .. 516-B 
RCA Victor Distr. Co............. 235 
Roberts & Mander Corp. ......... 546-D 
Roper, Geo. D., Corp.............. 529 
Sanitary Refrigerator Co. . 528 
Schaefer, Inc. ........ 
G. |. Sellers & Sons Co 1536 
Sentinel Radio Corp... 
Siegler Enamel & Range Co. 1118 
Southern Aircraft Co.......17/77, 78 
Sparks-Withington Co. 509-B 
V. E. Sprouse Co., Inc. 17/33 
Stewart-Warner Corp. 17/55, 56 
Stiglitz Furnace & Foundry 
17/60, 62 
Sunray Stove .. 17/52, 53 
O. A. Sutton Corp. 17/66, 67 
Tappan Stove Co 539, 540-B 


Tennessee Stove Works. . aoe 
Toastwell Mfg. Co....... 
Tracy Mfg. Co... 
United States Stove Co........... 17/36 
United Stove Co.... 549-B 
Walton Laboratories Inc.......... 17/72 
Warwick Mfg. Corp.......... 17/106-107 
Welbilt Stove Co. sciepigeribadeta 520 
Westinghouse Electric Co......... 501 
Wittie Mfg. & Sales Co 17/102-103 
Young Corp. ... 
Zenith Radio Corp. 544-B 


AT THE 
MERCHANDISE MART 
Name Space 
Aluminum Specialty Co. 1170 


American Central Div., Avco Mfg. 


1476 
Apex Rotarex Corp. ... aco 
Associated Projects Co. . 1240 
Bersted Mfg. Co... .... 1467 
Camfield Mfg. Co. ..... 1405 
Casco Products Co. .... 1492 
Coolerator Co., The ....11, 107 


Deepfreeze Div., Motor Products 


Dominion Electric Mfg. Co........ 1422 
Easy Washing Machine Corp...... 1464 
Eureka Williams Corp., Eureka 

Vacuum Cleaner Div........... 1475 
Everedy Co., The............. 11, 112 
Florence Stove Co................ 1459 
Franklin, L. K. Corp........... 1, 114 
Free Sewing Machine Co.......... 1450 
General Electric Co.............. 1127 


General Mills, Inc. Air Conditioning 


General Television & Radio Corp. 

Portable Products Div 
Hope Products Co.... 
Kelvinator Div., Nash Kelvinator 

2220 
Knapp-Monarch Co. . 
Landers, Frary & 
LaSalle Lighting Products, Inc. 

Heater Div. ....... 1492 
Launder, Ray S...... 1240 
Manning-Bowman & Co. ........ 1466 
Metal Ware Corp.............. 1411-A 


Elec. Div. 
National Sewing Machine Co... ... 1468 


National Enameling & Stamping Co., 


New Home Sewing Machine Co... 1459 


Peerless Mfg. Co................. 1485 
Poulsen & Nardon, Inc. ....... 11, 105 
Procter Electric 1473 
Samson-United Corp. ......... 14, 104 
Sanford, D. E. & Co.............. 1405 
Sessions Clock Co., Inc., The...... 1409 
Son-Chief Electrics, Inc. ......... 1414 
Superior Electric Prod. Corp.....11, 116 
Swartzbaugh Mfg. Co............ 1498 
Toastmaster Prod. Div., McGraw 

1420 
Varick Elec. Mfg. Co., Inc...... 11, 16 
Waring Prod. Corp. ............. 1405 
Waverly Products Co. ........... 1492 
Whippit Appliance Co.......... 14, 10) 
Wiley, Joseph H., Organization, 

Williams Oil-O-Matic Div., 

Eureka Williams Corp. ......... 1475 
Winsted Hardware Mfg. Co....... 1405 


CHICAGO EATING PLACES (Cont. from p. 2) 


Don the Beachcomber, 101 E. Walton 
Place (920 North). Don’t miss this 
Very famous for rum drinks and Can- 
tonese food. Originator of the Zom- 
bie (Don will not serve more than 2 
to each person) or try a Navy Grog, 
Vicious Virgin, Missionary’s Downfall, 
or Pi Yi (served in a pineapple). But 
do drink rum here. And ask for some 
of the very delicious appetizers. 4:00 
P.M. to 1:00 A.M. 

The Cameo Restaurant, 116 E. Walton 
Place (920 North) phone Superior 
1200, is one of the newest and most 
elegant. Fine food and wine. New 
Year's Eve party was $100 a plate 
here. Sonja Henie owns a piece of it, 
Kungsholm Swedish Restaurant, 631 
N. Rush St. (80 E.) phone Superior 
9868. Closed Sunday. Best Swedish 
food and Smorgasbord in Chicago 

St. Hubert Old English Grill, 316 S. 
Federal St. (61 West) phone Webster 
0770. Closed Sundays. Famous Eng- 
lish mutton chops, and probably the 
most expensive place in Chicago. 
Wrigley Building Restaurant, 410 N. 
Michigan Ave. Phone Whitehall 7600. 
Closed Sundays. Phil Wrigley owns 
it and eats here. They say he operates 
it on practically a non-profit basis. 
Fine dish is “My Salad,” allegedly in- 
vented by PKW. 

The Yar, Russian Restaurant, 181 E 
Lake Shore Drive (1000 North). 
Phone Delaware 9300. Closed Sun- 
days. I don’t like Russian food, but if 
you do this is the place for it. 

And now here are several places your 
wife, if she is with you, will enjoy. 
Marshall Field & Co., State and Ran- 
dolph St.—several restaurants and tea 
rooms. Delicious food. Luncheon only. 
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Carson, Pirie, Scotti & Co., Tea 
Rooms, State & Madison Streets. 
Luncheon only. 

Jaques French Restaurant, 900 N. 
Michigan Ave. Phone Delaware 9040. 
My wife loves it. In the summer you 
will be served in the open-air garden. 


Le Petit Gourmet, 619 N. Michigan 
Ave. (100 East). Phone Delaware 


9701. Open-air dining, French onion 
soup. 

Parkway Tea Room, 723 N. Mich. 
Ave. (100 East). 

Stouffer's Restaurant, 32 E. Randolph 
St. (150 North). Delicious food, good 
service. One of the best spots down- 
town for luncheon. 


Tracy’s On The Avenue, 540 N. Mich. 
Ave. (100 E.). 


And now a further list of very good 
eating places: 


Barney's Market Club, 714 W. Ran- 


They Can Operate It, Of Course, But... 


JUST TO MAKE SURE that Apex Rotarex sales executives really knew how to 
use the new Apex Fold-a-matic ironer they spent a whole day at a recent sales con- 
ference in practising. Left to right: Kamel Hassen, J. C. Thomas, C. W. Rexford, 
A. C. Scott, who is vice-president in charge of sales, H. F. Koether, and L. D. Stull. 
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dolph (150 North). Barney greets 
everyone with “Hello, Senator!!"’ He 
had steaks throughout the war—and 
plenty of trouble with the O.P.A. who 
once said he was five million red points 
behind. Barney said it was a “dam’ lie” 
—he was never more than two million 
points behind—and that was a book- 
keeping error. 

Berghoff’s, 17 W. Adams St. (200 
South). Closed Sunday. Serving ro- 
bust German food and Berghoff beer 
under the same management for. 50 
years. 

Binyon’s, 327 S. Plymouth Court (32 
West). Closed Sundays. Excellent 
food and wine, fine service. 
Blackhawk, 139 N. Wabash Ave. (50 
East. Tea dancing Sunday. Floor 
show and dancing every evening. Open 
11:30 A.M. daily. 

Boston Oyster House, 21 S. Clark St 
(100 West). In the Morrison Hotel 
Sea food and steak. 

Boveri Italian Restaurant, 20 E. Lake 
St. (200 North). Closed Sunday. 
Famous Italian meals. Try their 
spumoni for dessert. 


Carder’s, 118 N. Dearborn St. (50 
West). Closed Sundays. Mr. Carder 
invented the Sizzling Steak. All the 
cooking is done by women. Specialties: 
steak, fried chicken, breads, and pas- 
tries. No bar. 
Ye Olde Cellar, 322 N. Michigan Ave 
(100 East). Lower level. Good food. 
Dancing, good music. 
Chez Paul, 180 E. Delaware Place 
(900 North). Closed Mondays. A de- 
lightful French restaurant. 
Madame Galli, 157 E. Chicago Ave. 
(800 North). One of Chicago’s oldest 
Italian restaurants. 
Gibby’s, 192 N. Clark St. (100 West). 
Sammy Williams at piano and orgat. 
(Continued on page 12) 
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The NATIONAL APPLIANCE AND RADIO PICTURE 


THE EAST 
By Robert W. Armstrong 


EALERS in the East did not ex- 

pect any stampede of buyers fol- 
lowing the removal of Regulation W 
as a restraining influence on time buy- 
ing so they weren’t disappointed when 
none took place during the first month 
without restrictions. 

Not only were substantial dealers 
soft-pedaling easier terms, but con- 
sumers themselves did not seem to 
want to buy over extended periods. 
In some quarters, particularly New 
York City, chain stores ran plenty 
of ads offering terms as low as 10 
sercent down. However, some of 
these offers contained hidden jokers 
requiring full payment in as few as 
ten months. 

A Washington chain is offering 
conservative terms varying from 25 to 
33 percent down and 15 to 18 months 
to pay with a special inducement for 
television buyers of 10 percent down 
and 18 months to pay. 

In White Plains, New York, a 
leading dealer will accept 20 percent 
jown and permit 36 months for pay- 
ment on some appliances, 25 percent 
down and 18 months on radios, but 
he’s not publicizing the fact. Indeed, 
he is not at all enthusiastic about the 
return of laissez-faire. “All it does,” 
he says, “is to give the chiselers and 
the Borax houses an edge on the spe- 
cialty dealer.” 


Tougher Than W 


Up in Massachusetts another dealer 
is going Regulation W one better by 
asking, and in 80 percent of the cases 
getting, one-third down and 12 months. 
His system is flexible enough, how- 
ever, so that a proven credit risk can 
buy if he puts 20 percent down and 
pays the balance within 18 months. 
He has set a hard and fast rule that 
nothing less than 20 percent will be 
accepted as an initial payment and 
complete payment must be made 


| within 24 months. 


A Bay State department store says, 
“Removal of W hasn’t made any 
difference at all in our picture. There 


| has been no perceptible increase in 


time-buying; our customers have not 
been asking for easy terms. We'll 


F accept 20 percent down and give 18 


months on appliances and 12 months 
on radios, but we haven't written a 
12 month contract yet. I don’t think 
that terms will be a factor at all until 
early in 1948, despite the fact that 
there has been an effort in some 
quarters to sell lower terms.” 

On Long Island, N.Y., the picture, 
according to a dealer there, is pretty 
much the same. “Not many requests 
tor long terms,” is the way he ex- 
If customers really want 


| it, he'll give them 18 months to pay 


Ave 
food. 


Place 
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yIdest 
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) alter a 25 percent down payment. 


Too Much Too Soon? 


The angriest blast against the new 
'reedom came from a distributor who 
said, “We are of the opinion that it 
Was too soon; it was not necessary. 
We don’t need unlimited terms to do 
business in this country. The credit 
situation was unhealthy before the war 
and the restrictions, much as we hate 
restrictions of any kind, were good 
(Continued on next page) 
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Reports of Business From 


ELECTRICAL MERCHANDISING'S Regional Editors 


THE MIDWEST 
By Tom F. Blackburn 


THE SOUTH 
By A. B. Windham 


IPOFF to the success of a proj- 
ect is the attempt of politicians to 
shake down its operators. The self 
service laundry, which has been going 
great guns in the middle west, has 
apparently excited the cupidity of the 
gentry who run our big cities. 
Now there are appearing hints in 
the newspapers that authorities are 
finding them unsanitary. The honest 
way would be to make a smear of a 
tub, come back with the bacteriological 
count as evidence. Not so with these 
politicians. They prefer harrassment, 


S November drew to a close, 

most dealers down South were 
like the tar baby at a county fair 
booth, dodging balls which everybody 
threw at them at the rate of three for a 
nickel. When credit controls went off, 
the average dealer began gnawing his 
nails with one eye cast apprehensively 
in the direction of Sears-Roebuck and 
Montgomery-Ward, which firms im- 
mediately adopted a 10 percent down, 
18 months-to-pay policy. The other 
eye wandered wildly toward Washing- 
ton where President Truman worked 


feeling possibly that they will be 
bought off. 

Clothes dryers are running into the 
same problem. One brand is okay 
without a vent in Chicago, while its 
almost identical brother — another 
brand—is not; the conditions are said 
to be reversed in New York City. 


No Runaway on Credit Selling 


Checkup on installment sales since 
the end of Regulation W reveals that 
there has been no runaway on terms. 
The big outfits dropped to 10 percent 
down on certain items, and the depart- 
ment stores advertised layaway plans, 
etc. Shillito’s, Cincinnati, offered “No 
down payment.” Outright credit 
houses advertised 10 percent, and 
terms as low as 50¢ a week on small 
buys. There simply isn’t the merch- 
andise to permit any rapid expansion. 

If the stuff is critical, terms are 
short. If the dealer is stuck, terms 
help him move. No dealer wants a 
return to government regulation, as 
it simply messes him up. 

A battered veteran of the vacuum 
cleaner business, who is this depart- 
ment’s pipe line to the low-down, 

(Continued on next page) 
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on his address to Congress. The aver- 
age dealer felt that whatever hap- 
pened he was going to get a slap in 
the puss. Credit maneuvers and price 
manipulation were the topics of con- 
versation everywhere and many a new 
gray hair sprouted over them. 

“I knew the status-quo wouldn't 
stay that way,” moaned a dealer in 
Shreveport, La. “October was the 
biggest month in our history and No- 
vember looks just as good, with 
Christmas right around the corner. 
What’s going to happen now, only 
God and Senator Taft know!” 

While conditions may not be as 
black as this dealer paints them, still 
his thoughts are typical of the aver- 
age retail appliance dealer, who is as 
jittery as an old maid at a fraternity 
house party. The latest announcement, 
that steel allocations have been cut 
despite the fact that mills are running 
at 97 percent of capacity, doesn’t cheer 
him up much, either. 


Business Still Good 


In Louisville, Atlanta, Houston, 
Jacksonville and New Orleans, re- 
ports were unanimous that business 

(Continued on next page) 


THE FAR WEST 
By Clotilde Grunsky 


N spite of a few glaring excep- 

tions, the majority of merchants in 
the Pacific Coast and Rocky Mountain 
area have not allowed the withdrawal 
of government supervision of credit 
terms to change their policy to any 
extent. Large dealers in the 
Angeles area report an increase in 
buying since the removal of govern- 
ment control without a loosening of 
credit requirements. The so-called 
“credit stores” as a whole are not 
pressing lower terms (as are the auto 
dealers) because they are afraid of 
loading up individuals beyond their 
ability to pay. Electrical dealers are 
advertising “bank terms”; while the 
local dealers’ association is urging 
dealers not to overload customers’ 
budgets. One peninsula dealer in the 
San Francisco Bay area says that any 
advantage in the new situation is lost 
from his standpoint because the bank 
has raised interest rates to seven per- 
cent. 

From San Diego comes the report 
that the 10 percent down payment an- 
nounced by mail order houses had per- 
turbed some dealers at first, but it has 
since become apparent that only gilt- 
edged credit risks obtain these terms. 

The Northwest says that most firms 
are waiting to see what the other fel- 
low will do and whether or not Regu- 
lation W may be re-imposed. Though 
chain stores in Portland and Seattle 
offer from 10 to 20 percent down and 
18 months, as elsewhere in the nation, 
they are not actively advertising terms. 
Electrical dealers are not featuring 
terms at all. Boise says that credit 
stores are asking 10 percent down 
payment on major appliances and that 
electrical dealers there are beginning 
to offer from 10 to 20 percent down, 
as compared with the 334 percent re- 
quired previously. Some merchants 
informally agreed to maintain the 20 
percent level, but a few of these have 
already broken ranks. 


No Unity Among Dealers 


Utah reports that the public is not 
especially seeking low terms. Albu- 
querque says there has been no wide- 
spread attempt there to lower terms, 
but from Phoenix, Ariz., comes word 
that the “fringe” credit stores in that 
area are offering goods for nothing 
down and an unlimited time in which 
to pay. Electrical dealers are not 
sticking together, the majority requir- 
ing 20 percent down over shorter pe- 
riods, but some selling on the nothing- 
down basis. The banks have endeav- 
ored to maintain credits at the old 
standards, but not too successfully. 

The outlook for Christmas business 
everywhere seems to be limited only 
by the amount of merchandise avail- 
able. No major appliance items are 
plentiful enough yet to be pushed. One 
Sears store in the Los Angeles area 
is said to have 5,000 orders on hand, 
all considered good, for refrigerators, 
ranges, washing machines and iron- 
ers; hence they are not advertising 
electrical items this Christmas. Irons, 
one-burner table stoves and coffee 
makers (of certain makes) are abund- 
ant; there are no electric sewing ma- 

(Continued on page 11) 
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BLOWING UP A WIND of Lewyt vacuum cleaner promotion are these recently 
appointed distributors who posed as a group with president Alex M. Lewyt (dark suit, 
center) in New Orleans. Representing the Lighting Fixtures and Electrical Supply Co. 
are, left to right, P. A. Heidenich, A. W. Tannehill, A. J. Navarre, Jules Senentz, C. S. 
Langwith, Mr. Lewyt, H. G. Sanders, John Bentz, and John Aertker. 
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mven Dryers have not vet made much 
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\ recent promotional effort by the 
New England Power Co. involved 12 
door-to-door salesmen and a_ four- 
week selling period. Result: 13 dryers 
sold 

Business, on the whole, gets better 
as time goes on. One dealer says 
its 10 percent better than last year; 
another finds radio sales up 25 percent. 
And it looks like a Merry Christmas. 


THE MIDWEST 


(Continued ) 


reveals that trade-in offers on cleaners 
ire not pulling because so many 
families have either nothing to trade 
in, or own a worthless wreck. 
Nothing aroused the competition like 
the push money premium plan recently 
offered and withdrawn by one radio 
manufacturer. In Omaha an opposi- 
tion distributor turned purple in de- 
nouncing the way this lottery cut the 
ground from under his line, and had 
a dealer's help working their heads 
off pushing one brand. When the 
Federal Trade 
nounced it a lottery, and hence out, 


Commission pro- 


an audible sigh went up over the 
Midwe:t 

Legitimate premiums are blossom- 
ing out all over the map. You can 
get towels at a bargain in Jewel 
grocery stores. So great is the 
interest in premiums that some manu- 
facturers are setting up premium sales 
managers On some items, it has 
been guessed that one-fourth the out- 
put went down premium channels. 
The Chicago water department 
recently made one solemn test of 
automatics. The fire department put 
a pumper on a neighborhood spigot, 
next door to where an automatic 
washer was going full blast. Idea 
was to find out whether the automatic 
would reverse and flood the mains 
vith soapy water. Apparently it 
didn’t. as nothing more was heard. 


Advertising Is Up 


Middle West newspapers are begin- 
ning to see a lot of advertising, 
particularly of radio. The co-opera- 
tive page is now being used by almost 
everybody, with distributors doing 
most of the promoting. 

One advertising feature being 
checked by a Chicago newspaper's law 
department is whether a co-operative 
group advertiser can publish a price 
on a deal, without being guilty, tech- 
nically, of conspiracy. Maintained 
prices can be talked about all right, 
but when seventy-five dealers offer a 
certain amount for a trade-in or for 
extra gadgets, are they restraining 
trade? 


Specialty Selling 


In the good old days when the vac- 
uum cleaner and washer were young, 
they had specialty salesmen who con- 
centrated on these items alone. Today, 
with the average store handling a 
number of items, several manufac- 
turers are wondering just how they 
are going to attract the talent of the 
sort that did the pioneering job. It 
looks as if the sales talent in the 
typical store is too diluted. 


THE LONG LINE of Philco radio; 
reached its 20,000,000th descendant with 
this model over which James H. Carmine 
(left), vice-president in charge of mer 
chandising, shakes hands with Joseph H 
Gillies, vice-president in charge of 
radio production. The event was cele- 
brated with Philco Week from October 
20 through 27. The company has made 
over 2,000,000 sets in 1947 alone 


One manutacturer is bare 
on distributor salesmen to ove 
this, even to stripping them down to 
shirtsleeves and having tl tear 
down models 


THE SOUTH 


(Continued) 


was still good and another sales rec- 
ord-breaking month appeared to be 
the making. Deliveries were still | 
proving and were being made at 
better rate than at any time during 
1947. Chattanooga had almost caught 


up on automatic laundries and Texas 
was getting a good supply of electri 
ranges. Even radio had taken a big 
spurt and in many areas, seemed to bx 
climbing out of the doldrums. Radio 
sales were considerably up in Birm- 
ingham, Louisville and Jacksonvill 
these cities reporting the best sales 
the year in this department 

Whether the improvement in radio 
sales is due to the approach ot Cl 
mas or the inability of thousands 
crowd their way into football stadia, 
wholesalers could not say, but bot! 
these factors probably had someting 
to do with it. One distributor pre 
dicts a whopping slump in January 
The work of dealers and distributors 
in Alabama to overcome a public fear 
that new developments in television 
and FM might make present set 
obsolete in the immediate future, ' 
notable. This seems to be a fine ct 
for dealers in other states—and manu- 
facturers also, for that matter 
such a fear definitely does exist, am 
in all probability is a factor in cutting 
sales volume. 


Black Markets Active 


The black market continues to rea 
its ugly head in some sections. A fe 
dealers in Dallas and Houston ar 

(Continued on page 11) 
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$$ Completely New Products 


New leaders in their fields bosed 
on comparative tests. Styling, features 
and PERFORMANCE no competition 
can offer at any price. 


$$ New Powerful Merchandising 
Sound, aggressive, continuous activity 
—designed to work at RETAIL. The 
kind of effective merchandising 
possible only with products of marked 
superiority. 


$$ Stepped-up Volume Potential 


Products that actually save money 

Or give the consumer more in 
and performance based on pre-war 
prices. Plus new products that 

open up entire new market potentials. 


New Extra Profits 


A full dealer mark-up on every 

sale . . . double profits on a big 
percentage of volume . . . extra profits 
from new untapped markets. 


EUREKA WILLIAMS CORPORATION, Bloomington, Illinois 
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POLITICAL ACTION=— 
Labor’s Blind Alley 


HE approach of the 1948 elections 
brings organized labor in America to 
a fork in the road. 


Straight ahead lies the familiar route of 
free collective bargaining. Except for an 
occasional side trip, labor has been travel- 


ing it for years. On this road the role of 
government is to act as traffic cop, remov- 
ing obstructions for all travelers. 


The fork is the road of political action—the road 
to special privilege for labor. On it government 
is called upon to clear a special right of way for 
organized labor—to push aside all others. 

Which of these two roads will organized labor 
take? 

Most American labor leaders are now urging 
their followers toward political action. Their first 
objective is to “get” all members of Congress who 
voted for the Taft-Hartley Act. AFL plans to 
raise a $5 million political combat fund through 
contributions and a per capita tax on its mem- 
bership. CIO is soliciting $1 donations for polit- 
ical action from its 6,000,000 members. 

For their own sake, however, as well as for the 
welfare of the country as a whole, the rank and 
file of organized labor will do well to stop, look 
and listen before they turn their unions into 
political action squads. If they examine the facts 
for themselves, they will make two significant 
discoveries: 


I. Political action is a blind alley for labor. 
Il. The Taft-Hartley Act is an essential 
bulwark of free collective bargaining. 


A brief discussion of these two statements will 
show what they mean to organized labor. 


I 


Political action is a blind alley for labor. 


If there is any doubt about that statement, a 
good way to dispel the doubt is to look at Euro- 
pean countries where organized labor has been 
following a political action line. 

Britain, where the Labor Party is in power, is 
such a country. How is labor faring there? Meas- 
ured by the good things money buys, the average 
hourly wage in Britain is less than two-thirds of 
what it is in the United States. Part of the differ- 
ence may be accounted for by the fact that the 
British Isles are poorer in natural resources than 
the United States. Another reason is the war dam- 
age to Britain’s plants. 

But there are two other big reasons why the 
British wage earner is far behind the American 
worker in enjoying the good things of life: 


1. The incentive to produce has been dulled by 
vote-catching programs which promise eco- 
nomic security and a levelling of incomes. 
Lulled by promises of cradle-to-the-grave 
security and discouraged by high taxes, the 
British have descended to a state neatly de- 
scribed by the London Economist: 
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“Nobody gains anything from activity or 
suffers anything from inactivity.” 

2. To run a program like Britain’s requires more 
and more government functionaries. Civilian 
employees of the British government have in- 
creased by 50% since before the war, putting 
one worker out of ten on the government pay- 
roll. More and more people stop producing 
and spend their time instead cutting up what 
others produce. The result is smaller produc- 
tion, higher taxes and lower real wages. 

The British Labor Party must accept most of 
the responsibility for this sorry state of affairs. 
It is due primarily to a program of political action 
by organized labor which promised the individual 
worker security and equality of income—but 
which can not deliver either because the incen- 
tive to work is gone. 

The lesson for American wage earners is clear. 
Political action by unions to enforce the economic 
fallacy of more-and-more-for-less-and-less will 
end by impoverishing the working man—and 
bringing the nation to ruin. 


Unions exist for collective bargaining, not for 


Il 


The Taft-Hartley Act is an essential bul- 
wark of free collective bargaining. 


politicking. 


Bargaining works satisfactorily only when both 
parties—management and labor—think they are 
getting a fairly even break. 

Management was very sure that the Wagner 
Act, as administered from 1935 to 1947, was giv- 
ing employers the short end of the stick. Further- 
more, management’s feeling of frustration was 
no whim. It was justified by case after case where 
rights were granted to organized labor with no 
counterbalancing recognition of the rights of 
management, of individual workers or of the 
public. 


The Taft-Hartley Act goes a long way toward 
establishing equality in employer-union relations. 
It may fall short of doing a perfect job. As a sub- 
sequent editorial in this series will show, it leaves 
virtually untouched the public menace of indus- 
try-wide bargaining and labor monopoly. And it 
leaves unprotected what should be the individ- 
ual’s right to hold a job without joining any 
particular organization. But it does provide some 
major safeguards for collective bargaining by 
striking at abuses. 

Organized labor, therefore, has no cause to 
damn the members of Congress who voted for the 
Taft-Hartley Act. True, the law will check what 
has been an uninterrupted march of the labor 
union bosses toward absolute power. It will do so 
just as laws in the past—The Sherman Anti-Trust 
Act, for example —have checked management 
when it was too greedy. And, as the first section 
of this editorial points out, the time has come 
to check the march of the big labor bosses. 

Fundamentally, the Taft-Hartley Act gives free 
collective bargaining a new lease on life. The old 
lease was running out because the Wagner Act 
stacked the cards against employers, against in- 
dividual workers, and against the public. 


The road to free collective bargaining is 
now clear of many of the most menacing 
obstructions. It is the only road for labor 
to take in its own self interest. Union work- 
ers who let their leaders lure them down 
the blind alley of political action will do so 
at their own peril—and at the peril of this 
great industrial nation. 


President, McGraw-Hill Publishing Company, Inc. 
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America’s Fastest Growing Appliance Maker 


Be sure to see Hotpoint’s great new line of major electric 
appliances now on display at the American Furniture Mart 
as well as the Merchandise Mart, Chicago. 


We cordially invite you to inspect these beautifully matched kitchen and laundry 
appliances, the complete Hotpoint kitchen, and the Hotpoint Theatre on your 
visit to the International Home Furnishings Market, January Sth to 15th. Visit 
our exhibit at the Merchandise Mart, too. Discover for yourself why “Every- 


body’s Pointing to Hotpoint”— why Hotpoint’s the Franchise with a Future. 


Everybodys Pointing to 
Hotpoint 


HOTPOINT INC. - A General Electric Affiliate - 5620 West Taylor Street, Chicago 44, Illinois 
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THE SOUTH 
(Continued) 


convinced that black market activi- 
ties are under way in those cities, but 
this reporter was unable to find any 
evidence of it after a pretty complete 
tour of both cities. Florida has not 
been able to whip these shady dealers 
however, and in that state, a real 
threat still exists. 

Cold weather brought a sharp drop 
in home freezer sales, apparently 
proving that many dealers have not 
yet learned to sell this equipment on 
a year-round basis. However, the sale 
of electric heaters continued to soar 
almost everywhere, as did the sale of 
water heaters. New small appliances 
such as foot warmers, bottle sterili- 
zers, blankets, etc., were going fine, 
according to dealers’ reports, and an 


Scheduled Meetings 


CHICAGO JANUARY MARKETS 

Merchandise and Furniture Marts, 
Chicago, Ill. 

January 5-17 


AMERICAN WASHER & IRONER 
MFRS. ASSN. 

Morrison Hotel, Chicago, Ill. 

January 6 


NATL. HOUSEWARES & MAJOR 
APPLIANCE EXHIBIT 
Int. Amphitheatre, Chicago, Ill. 
January 15-22 
A. W. Buddenberg, Exec. Secy., Lisk- 
Savory Corp., Chicago 


NATL. ELECTRICAL RETAILERS 
ASSN. 

Hotel Sheraton, Chicago, Ill. 

January 19-21 


LOS ANGELES WINTER MARKET 

Los Angeles Furniture Mart, Los 
Angeles, Calif. 

January 26-30 


8TH INT. HEATING & VENTI- 
LATING EXPOSITION 
Grand Central Palace, New York, 
N. Y. 
February 2-6 
American Soc. of Heating and Ven- 
tilating Engineers 


48TH ANNUAL CONVENTION 
AND HARDWARE SHOW 


Po. & Atlantic Seaboard Hardware 
Assn. 


Convention Hall, Philadelphia, Pa. 
February 9-12 


CHICAGO STOKER EXPOSITION 

Commonwwealth Edison Assembly Hall, 
140 South Dearborn St., Chicago, 

March 11-17 

Midwest and Chicago Stoker Assns. 


HARDWARE-HOUSEWARES- 
APPLIANCE SHOW 
Town Hall, Fargo, N. D. 
March 23-25 
N. D. Retail Hardware Assn. 


SPRING NATL. MARKET WEEK 
St. Paul Auditorium, St. Paul Minn. 
April 20-23 


even better sale was expected for 
Christmas. 

Few preparations are in evidence 
for the return of the buyers’ market. 
Dealers who last summer were train- 
ing salesmen and doping out sales 
stunts to meet it, have grown lax in 
such endeavors and seem not to be 
giving much thought to the matter 
nowadays. Undoubtedly, it would 
have done many of them good to have 
heard speakers at the Southeastern 
Electric Exchange meeting in At- 
lanta in October, who suggested that 
now was the time to sell adequate 
wiring as insurance against the fu- 
ture. But the average dealer seems 
willing to leave this matter to the 
utilities and the home economists. 

Service and repair business still is 
at an all-time peak but the question of 
finding skilled employees is still a 
sore spot everywhere. Rents continue 
high, customer buying resistance has 
dropped to a minimum and new open- 
ings are still reported in almost every 
Southern state, with a low mortality 
rate among retailers. 


THE FAR WEST 
(Continued) 


chines. One Los Angeles jobber re- 
ports a good market for home freezers 
and says a Long Beach dealer is hav- 
ing good success selling them door 
to door. 

San Diego says radios and vacuum 
cleaners are in abundant supply and 
there is also a good allotment of iron- 
ers, heaters, electric blankets and a 
reasonable supply of home freezers 
and washers. Compared to last year 
the holiday trade outlook is excellent. 
Advertising has already started and 
is being stepped up as Christmas ap- 
proaches. 


Expect Big Christmas Business 


Seattle reports that although only 
a selective list of items is available. 
the volume of Christmas business 
promises to far exceed that of last 
year. Vacuum cleaners, small radios 
and mixers are coming in for some 
active advertising. Radios and irons 
head the list of “available” appliances 
in Portland, Ore. Dealers there look 
forward to a good Christmas business 
and are already starting promotions. 
There is at least one instance reported 
of a sale based on an electric clock 
premium given with a radio. Boise 
dealers count on a “good to excellent” 
Christmas volume, with radios, home 
freezers and small appliances leading 
the list of articles abundant enough 
to be pushed. 

From Portland 115 appliance deal- 
ers reporting sales showed marked 
gains in fall sales of washers, oil 
burners, electric mixers and dishwash- 
ers over previous reports of the year. 
Radio and water heaters are the only 
larger appliances not short, while the 
supply of most good makes of small 
appliances is woefully limited. Water 
heater sales in this area run about 
20 percent above range sales, due not 
only to their availability, but because 
of the all-electric home rate which 
affords a 19 percent saving when both 
range and water heater are installed. 
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DREAMS CAME TRUE for Mrs. Martha Johnson of Route 2, Capron, Ill, 
when she was awarded an Electromaster electric range at the Illinois State Fair 
recently on the “Queen for a Day” program. It replaced her old wood burning stove 


shown in picture #1. 


Speaking in its October dealer bulletin, 
the Pacific Power and Light Co. says 
that the surprising fact is that more 
ranges and water heaters were sold in 
1946 than are indicated for this year— 
that is, 5,000 electric ranges and 6,120 
water heaters for 1947, as compared 
with 6,080 ranges and 8,324 water 
heaters last year. 

All dealers in the Salt Lake area 
report October and November busi- 
ness ahead of last year. Major items 
are still not abundant enough to be 
pushed on the Christmas market, but 
electric clocks, some brands of coffee 
makers and electric blankets are being 
featured in dealer advertising. Blank- 
ets are reported as moving particularly 
well. Supply of home freezers is re- 
ported as “just about meeting demand” 
by most stores. 

General business outlook in Ari- 
zona is exceptionally good. Home 
freezers, irons, electric blankets and 
cheaper table radios are abundant and 
most dealers are carrying on extensive 
Christmas promotions. One Phoenix 
retailer is using about 90 spot radio 
commercials daily to push electrical 
appliances. In New Mexico radios, 
wire recorders and certain small ap- 
pliances are about the only items 
abundant enough to be pushed. 


Fair Distribution Reported 


Although most areas still feel that 
they are not getting their share of 
deliveries, it is interesting to hear the 
report of a Hawaiian dealer who has 
visited the mainland and of a Los 
Angelan who recently returned from 
the Eastern Coast. Both express them- 
selves as convinced that distribution is 
equitable and that no section is better 
off than their own. 

The El Paso area reports that sales 
of water heaters and home freezers 
have definitely been affected by cus- 
tomers’ unwillingness to pay high 
prices, calling for extra salesmanship 
on the part of dealers. 

In some areas dealers are having 
trouble because jobber credit has 
tightened and lack of capital does not 
permit them to purchase enough mer- 
chandise on a cash basis to carry on. 
San Diego says there is no question 
but what jobbers are watching credit 
more closely, as there has been an in- 
creasing lag in payment by undercapi- 


talized dealers On the whole credit 
structure in that area is better than the 
average, however. Very few dealers 
have opened for business during the 
past few months and most of those 
have been well capitalized. Only the 
smallest firms in the Los Angeles area 
are suffering from credit trouble. One 
observer remarked that large firms 
have plenty of business, but that me- 
dium sized stores in that area are hav- 
ing to work pretty hard to keep their 
heads above water—have to give more 
service for the same money and to 
work harder than before the war to 
get the same amount of business. Most 
dealers in the Pacific Northwest are 
reported fairly sound. 


A Frown for Distributors 


Several dealers in the Salt Lake 
area were frank in expressing their 
disapproval of some distributor pol- 
icies, particularly that which results 
in forcing retailers to overstock by 
tying in slow moving items with ord- 
ers for fast moving ones. Only a few 
small dealers in suburban areas are 
now on the doubtful list in Albuquer- 
que. Phoenix, however, reports that 
although large dealers are O. K., it is 
figured that about 74 percent of the 
new firms are on a shaky basis, with 
business expectancy pegged at about 
six months. 

Everywhere the report is of custom- 
ers becoming more selective and defi- 
nitely price conscious. In San Diego 
about the only appliance which will 
sell on sight is an electric refrigerator. 
Arizona and New Mexico, Wyoming 
and Montana would perhaps add one or 
two other major items, still short, to 
that list. One Phoenix dealer reports 
that refrigerators are so scarce in that 
area that he is seriously contemplating 
stocking wooden boxes to meet the 
demand. 

Recent rumors of a possible steel 
shortage started an increase of orders 
from contractors, as reported by a San 
Diego wholesaler, although in reality, 
the only scarcity which developed was 
in conduit. This same wholesaler said 
to watch the possibility of a copper 
shortage soon, however. Utah copper 
mines were said to be working at full 
capacity, but Montana mines were hav- 
ing difficulty in luring back miners, 
in spite of high wages. 
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THEY USED TO LOOK DIFFERENT back in 1915. You really could see what 
you got for your money, no hidden parts, it looks like. No, that 1917 model can’t 
be used for a spare refrigerator, there’s no place for the ice. 


Maytag Celebrates 5,000,000th Washer 


The production of its 5,000,000th 
washef and celebration of 54 years in 
business, made Friday, Oct. 24, the 
occasion for a holiday for the Maytag 
Co., at Newton, Iowa. The festivities 
were held with President Fred Maytag 
II presiding and attended by Gov. 
Robert D. Blue and other civic, indus- 
trial and labor officials. 


Farm Machinery First 


Founded in 1893 by the late F. L. 
Maytag and three associates, the com- 
pany first manufactured farm ma- 
hinery. The first washer produced in 
1907 was operated by a rotary handle. 
Then came milestones in its history 
of washer manufacturer with the first 
power washer produced in 1909. Two 
years later came an electric motor 

odel, and in 1914 a small gasoline en- 
gine was used in the “Multi-motor” 
model for non-electric homes. Early 
in 1919 came the all-aluminum tub, 


produced after four years of experi- 
ments. 


Gyrofoam Principle Developed 


The early washers had used a dolly 
with pegs which pulled the clothes 
threugh the water. In 1922 came the 
gyrofoam principle of washing after 
development of the aluminum agitator 
forcing the water through the clothes 
instead of pulling clothes through the 
water. This model proved very satis- 
factory and by February, 1927, the 
first million washers had been pro- 
duced by the Maytag Co 

By 1932 two million washers had 
been manufactured, and in July, 1936, 
the 3,000,000 mark had been reached. 
Some 4 million had rolled off the 
assembly line in 1941 when the Maytag 


Co. went into war production. 
For its post-war line the company 
has added its Master washer, electric 


ironers, home freezers and gas ranges. 


THEY DIDN’T CRY OVER SPILT MILK at the Maytag christening of its 5,000,- 
000th washer. Here Rosanne Morgan, 1947 Maytag Queen, does the honors. Watch- 
ing the progress down the assembly line, in the row nearest the camera (I. to r.) are: 
Neal Hammer, Newton Chamber of Commerce; W. |. Sparks, Maytag Co. secretary, 
Miss Letha Trent, former Maytag Queen; Maytag Vice President, Roy A. Bradt; 
V. R. Martin, general sales mgr.; President Fred Maytag I; Gov. Robert D. Blue of 
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Golden Ox, 1578 N. Clybourn Ave. (a 
diagonal street, 800 West at this ad- 
dress). If you like zither playing, 
Alpine yodeling and good German 
food, don’t miss this place. 


Gold’s, 812 W. Roosevelt Road (1200 
South) is Chicago’s best-known and 
largest Jewish restaurant. Order Jew- 
ish food and don’t count the calories. 


Gus slaps you on the back and the bar- 
tender rings bells when you enter his 
tavern-type restaurant at 420 N. Dear- 
born St. (50 West). Men like Gus’ 
steak or spaghetti. 


Henrici’s, 71 W. Randolph St. (150 
North). Closed Sundays. For 75 
years the best-known restaurant to out- 
of-town visitors. It still has some of 
the atmosphere of an old-time Chicago 
restaurant, plus fine food. If you go 
for apple pancakes, order here. 


Huyler’s, 308 S. Michigan Ave., and 
907 N. Michigan Ave. (100 East), are 
considered two of Chicago’s best medi- 
um-priced restaurants. The ladies like 
it. 


Ireland’s Oyster House, 632 N. Clark 
St. (100 West). Closed Mondays. 
Chicago’s best known seafood. Open 
Kitchen. Broilers cook both sides at 
once. 


Isbell’s, 940 Rust St. (80 East). One 
of the very best medium priced restau- 
rants. 


Ivanhoe, 3000 N. Clark St. (100 
West). Seems to impress visitors more 
than any other in Chicago. Orchestra 
for dancing. No floor show. 7 bars. 
Don't miss the catacombs. Especially 
nice in summer. Make reservations. 


L’Aiglon, 22 E. Ontario St. (640 
North). One of the best French restau- 
rants. Same type of food as Antoine’s 
in New Orleans. Make reservations. 


Lenard’s, 1166 N. Milwaukee Ave. 
(500 West). Chicago’s best Polish 
food. 

Mann’s Rainbo, 73 E. Lake St. (200 
North). Closed Sundays. Fine “if it 
swims, we have it” restaurant. 
Maurice's, 173 W. Madison St. Closed 
Sundays. Popular for breakfast—fine 
coffee, coffee cakes, Danish rolls, etc. 
Good for luncheon and dinner. 
Normandy House, 800 N. Tower 
Court (122 East). Closed Mondays. 
Visit the Black Sheep Bar downstairs, 
with enticing murals of Frankie & 
Johnnie, The Bastard King of Eng- 
land, Casey Jones, et al. This is the 
only bartender in town who makes real 
champagne cocktails as they should be 
made—with brandy, and they are not 
expensive either. 

Old Heidelberg, 14 W. Randolph St. 
(150 North). Germai elegance. High- 
toned entertainment upstairs. Monkey- 
shines downstairs. 

Pete's, 165 N. Dearborn St. (50 West). 
Closed Sundays. For many years 
famous for steaks. Popular with the- 
atrical folk. 

The Pit, 875 N. Rush St. (80 East). 
Best place in town for spareribs. De- 
licious steaks and chops. 

Red Star Inn, 1528 N. Clark St. (100 
West). Closed Sundays. A landmark 
since 1900. German cooking at its best. 
Riccardo’s, 437 N. Rush St. (80 East). 
Fine Italian food. Singing waiters. 
Bocco games in the basement. 
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CHICAGO EATING PLACES 


Ricketts, 103 E. Chicago Ave. (800 
North). Smacking good food, good 
portions, reasonable. Men like to go 
here. Circle bar in the rear. Cozy, 
extremely so. 

Schulien’s, 1800 N. Halsted St. (200 
West). Every magician in the U.S.A. 
knows Matt Schulien. He entertains 
at the tables and is an amazing manipu- 
lator. Good food—a place you should 
go to at least once. 


Little Bit of Sweden, 1015 N. Rust St. 
(80 East). Smorgasbord and well 
known Swedish food. 


Chicago’s Chinatown centers around 
22nd St. and Wentworth Ave. (200 
West). There are four good Chinese 
restaurants: 

Guey Sam, 2205 S. Wentworth Ave. 
Mee Hong, 2125 S. Wentworth Ave. 
Tai Dong, 2206 S. Wentworth Ave 

Won Kow, 2237 S. Wentworth Ave. 

Finally, if you want Chicago’s best 
fresh fish—perch caught from Lake 
Michigan the same day—drive 18 miles, 
route 41, to the “Five Points” just be- 
yond the Lever Bros. (Lux) plant in 
Hammond, Ind., and turn left to Phil 
Smidt’s. All the perch you can eat for 
the dinner price. Also steak, chicken 
and frogs’ legs. Ray Deen’s (the 
author’s Chicago compatriot on A.M. 
—Ed.) favorite place. He can eat and 
has eaten 20 perch for dinner. 


You'll weigh more when you leave 
Chicago. 


American Farmers 
Worth 100 Billion 


That American farmers for the first 
time have net worth exceeding $100 
billion was the report of the Institute 
of Life Insurance made recently. The 
most significant improvement has been 
on the financial side of the ledger, the 
report goes on to say, including sav- 
ings, checking accounts, currency hold- 
ings and investments. The farm plant 
may be worth much more but this has 
been due principally to the inflationary 
trend in the general price level during 
the war and since, and is not neces- 
sarily the product of personal choice 
and decisions as are increasing finan- 
cial assets. 


Up ‘Way O:-r Last Year 


According to the bureau of agricul- 
tural economics, as of Jan. 1, 1947, 
worth of the farm plant rose 104 billion 
dollars above the preceding year to 
$89.1 billions, contrasted with the situ- 
ation at the start of the war when the 
country’s farm plant was valued at 
less than $49 billion. 

According to the report assets, in- 
cluding deposits and currency, invest- 
ments in co-ops and U.S. savings 
bonds, in 1947 are $22,077,000,000 as 
compared to $4,975,000,000 for 1949. 
Liabilities for 1947, including mort- 
gages and non-mortgage debt, were 
$8,414,000,000 as compared to the 1940 
figure of $10,024,000,000. 

Bank deposits totaling $11.1 billion 
were the largest single item in farm- 
ers’ financial assets this year. Checking 
accounts were listed at $7,500,000,000 
and savings accounts at $3.6 billions. 
Ownership of life insurance, not com- 
puted in the statistics, has greatly in- 
creased in recent years. 
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PREMIER. . . AVAILABLE NOW | Up 


* PREMIER DUPLEX “12” 


Top model with many outstanding 


first features, including the exclusive 
$100 For months, Premier distributors and dealers RUG-METER. $89.75* 
ritute have been asking for a new PRICE LEADER —_— 
...a low-priced high-quality PREMIER for Ye PREMIER “21 
been Popular medium-priced model 
-, the special promotions, to help step up sales of with Vibra-Sweep Cleaning Action 
_ other models in the PREMIER line. and exclusive Duo-Matic Nozzle. 
eee It’s here now, but in limited quantity and on $74.75 
PREMIER “23” 
s has an allocation basis that calls for IMMEDIATE * A 6. 
ary : ew low-priced model with many 
— ACTION, if you want to be one of the first to ap-aniite totum, Seana” 
sR cash in on this new maroon-and-grey beauty in 
hoice your locality. ie PREMIER ATTACH-A-TOOLS 
inan- The new PREMIER “23” has features that 
instantly catch the eye of budget-conscious $17.50" 
buyers, including the famous Premier Vibra- 
on Sweep cleaning action, ball-bearing motor, > a PREMIER VAC-KIT “71” 
powerful suction, dirt-finding search-lite, and 
illion e 
ir to many others. above-the-floor cleaning jobs. 
situ- $44.75" 
the 
dat sie PREMIER AIRE-MATIC “80” 
Full-size (%-hp) cylinder-type 
3, in- model for rugs, carpets, and above- 
Wvest- the-floor cleaning, too. $74.95* 
*Manutacturer’s 
1940. If you haven’t received complete speci- euggected retail selling prices 
nort- fications, prices and suggested promo- 
get in t t i 
1940 NOTE! Premier's perma- By. 
Premier Vacuum Cleaner headquarters. nent Chicago 
rooms now at com 
larm- 1160, Merchandise Marth 
cking 
0,000 
_ PREMIE? VACUUM CLEANER DIVISION 
GENERAL ELECTRIC COMPANY CLEVELAND 14, OHIO 


SING ELECTRICAL MERCHANDISING—DECEMBER 15, 1947 


good 
go 
-O7y, i 
(800 A brand / 
i R ty | 
4 
q 
PAGE 13 


ARKANSAS 


The Little Rock branch of Orgill 
Brothers, Memphis, distribu- 
tors, entertained Arkansas dealers at 
a showing of the 1948 Admiral radio 
line. The meeting was conducted by 
Kenneth Orgill, 


Tenn., 


general manager of 
the company’s division 


Among 


appliance 


others present were Pat 


Delore, Admiral’s sales manager for 
the Kansas City region, and Gene 
McIntyre, Orgill’s Arkansas repre 
sentative 

CALIFORNIA 


American Refrigerator & Machine, 
Inc., Minneapolis, announces that it 
has appointed the Charles R. Rogers 
firm of Modern Appliance Co., 111 S$ 
Ellsworth Ave., San Mateo, as exclu- 
sive California distributor for Amer- 
R. B. 


American's sales manager, 


ican’s freezing equipment line. 
Hartman, 
makes the announcement 

Rolph D. Stoddard has taken over 
the position of advertising and sales 
promotion manager for 
Electric Supply Co., San 


California 
Francisco, 
northern and central California dis 
tributors of radios and 
appliances. For the past two years 
Mr. Stoddard has been assistant in 
charge of 


Crosley 


audience promotion to 
Robert F. Laws, advertising, promo- 
tion, and publicity manager for :adio 


station KGO, San Francisco. During 


the war years he served as radar 
inspector supervising radar installa- 
tions on aircraft carriers. 

A new office of the Lee Arter Co., 


manufacturers’ representatives of Los 
Angeles, has been 
Francisco, 


opened in San 
Another office will be set 
up in Portland, Ore. by Jan. 1, accord- 
ing to Mr. Arter. 

New general manager of the 
Edward F. Hale Co., San Francisco, 
is H. H. White, who will direct the 
appliance division of the company in 
addition to his other duties. He suc- 
ceeds Wyman Henry, who returned 
to the O. A. Sutton Co., manufacturers 
of Vornadofans. Named assistant to 
Mr. White is R. J 
has been with the company since its 
advent into the appliance field. He 
will handle 


Levesque, wao 


sales promotion and 
merchandising activities of the appli- 
ance division 

Ihe J. 
cisco, has been appointed a distributor 
for Clark electric 


Ceazan Co., San Fran 


water heaters, 


Electronic Answer Men 


AN EARLY SANTA CLAUS is Fred Biewenner, sales manager of the Stromberg- 
Carlson radio division of Ludwig Hommel & Co., Pittsburgh distributor. He is telling 
Russell Sewall, of New Wilmington, Pa., how every Stromberg-Carlson franchised 
dealer can receive a special Christmas bonus check, which is a special rebate dis- 
count check granted to the dealer when his purchases meet his sales quota. 


DISTRIBUTOR NEWS 


manufactured by the McGraw Electric 
Co., Chicago. 

Howard W. Graves, formerly with 
California-Fresno Air Conditioning 


Co. of Sacramento, has joined the 
Pioneer Appliance Co., San Fran- 
cisco, as the Sacramento  repre- 


sentative. 

Three new appointments to the staff 
of Frank Edwards Co., San Francisco, 
have been announced by Fred L. 
Barber, sales manager of the appli- 
ance division. Bob Watson, formerly 
with the San Joaquin division of Pa- 
cific Gas & Electric Co., will handle 
the San Joaquin territory. Howard 
Eldridge, previously associated with 
the Coast Counties Gas & Electric Co., 
has been appointed East Bay and 
northern California representative. 
Dave Reid resigned as sales manager 
of the Stockton division of the Pacific 


& 


POTENTIAL WIZARDS are these retail dealers and their salesmen who are listen- 


ing to the details of RCA Victor's “You Can't Lose” contest. 


The test, which em- 


phasizes radio and television knowledge, was explained to them by Krich-Radisco, 


Newark, N. J., distributor. 
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pe 


Gas & Electric Co. to take on the San 
Francisco and the north and south 
coastal areas. 


COLORADO 


The Robert F. Clark Co. of Denver 
collected 88 dealers to hear the Preste- 
line range story recently. The pro- 
gram was. presented by Clark 
representatives Warde Terry, sales 
manager; Paul H. Eckstein, assistant 
general sales manager; Amber C-. 
Ludwig, director of home service; J. 
G. Howland, director of advertising ; 
and by Jack Burnett, regional man- 
ager for the Pressed Steel Car Co. 


CONNECTICUT 


Louis K. Roth, president of Radio 
and Appliance Distributors, E. Hart- 
ford, was host recently to RCA deal- 
ers and salesmen from Connecticut 
and western Massachusetts. Other 
speakers were Edward Sarnoff, adver- 
tising and sales promotion manager ; 
Ray Furlong, sales manager, and Carl 
V. Bradford, New England district 
manager for RCA. 

A two-day showing of the Admiral 
radio line was sponsored a short time 
ago by George Wolf, manager of 
Dale-Connecticut, Inc., New Haven 
wholesalers. 


DELAWARE 


The new Philco home freezer was 
the subject of a sales demonstration 
recently sponsored by Garrett Miller 
& Co. of Wilmington, Philco dis- 
tributors for Delaware and the Eastern 
Shore of Maryland. Over 100 deal- 
ers and salesmen attended. 
Lois McCloskey, Philco home econo- 
mist, did the demonstrating. 


dealer 


FLORIDA 


All salesmen and sales personnel of 
the Jacksonville, St. Petersburg, 


DECEMBER 15, 


‘lampa and Miami branches of Ray- 
bro Electric Supplies, Inc., attended 
a recent sales meeting conducted by 
M. Hollis, secretary-treasurer, 
and W. R. Young, supply sales man- 
ager. The firm’s new Miami ware- 
house has been completed. Located 
on the corner of Northwest First 
Ave. and Eighth St., it gives the firm 
storage space of approximately 15,000 
sq. ft. 

J. A. Mook, Jr., has been appointed 
advertising and sales promotion man- 
ager of Thurow Distributors, Inc., 
according to H. M. Carpenter, presi- 
dent of the firm which has six 
branches, with headquarters in Tampa, 


J. A. MOOK, JR. 


Mr. Mook was formerly merchandise 
manager of Raybro Electric Supplies, 
Inc. 


GEORGIA 


The Atlanta distributing firm of 
Hopkins Equipment Co. has named 
Allen H. Crook as president to suc- 
ceed the late W. D. V. Hopkins, Sr. 
W. D. V. Hopkins, Jr., was elected 
vice-president and secretary of the 
corporation. 

Electronics Distributing Co., Inc. 
Atlanta, has been appointed a distrib- 
utor of Launderall automatic washers 
and Quaker Trop domestic oil heaters. 


KENTUCKY 


A new concern has been incorporat- 
ed in Louisville to handle electric 
cooling equipment. It is the Interstate 
Distributing Corp., and has been in- 
corporated by Clifford M. Steinmann, 
Robert C. Jones and Charles E. 
Wood. 


MASSACHUSETTS 


According to T. A. Saint, new sales 
manager of the American Kitchens 
department of the Eastern Co., Cam- 
bridge, his firm is holding another 
series of sales training schools 
throughout the winter, to show deal- 
ers how to plan a kitchen. ° 

Dealers in Massachusetts came to a 
meeting held by Metro Distributors, 
Inc., 884 Commonwealth Ave., Boston, 
to show the 1948 Motorola radio line. 
Saul Cohen, president of the dis- 
tributing firm, was host, and James 
M. Tighe, its advertising and sales 
promotion manager, outlined — the 
advertising program. The firm also 
announces that Asher Shuffer, form- 
erly sales manager of the kitchens 
department, has been appointed to fill 
the new position of assistant general 
sales manager; and Joseph Rembaum 
is new sales manager of the traffic ap- 
pliance department. 

A short while back, Adams-Erick- 
son, Inc., Boston distributors, were 
hosts to more than 200 dealers and 

(Continued on page 16) 
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FEATURES 
© Adds correct amount of moisture te air. 
© Cleans, washes and filters out dest, dirt, 


prat- * Grculates sir gently — without drefts. NEW HEALTH AND COMFORT FOR CUSTOMERS! 
_ = winter, prevides greater — at NEW SALES AND PROFITS FOR YOU! ' 

wer reom temperatures. Reduces 
wi heating costs. This year— many a person will say goodbye forever to dry 
“7 © Simple, sturdy all-steel construction parched air—the indoor cause of ill-health, colds, and incalculable 

assures years of trouble-free service. damage to furniture, walls and woodwork. 
© Gperates ot peany-cheap exet. Here’s why! Thousands are discovering the amazing new 
} Fresh’nd-Aire Humidifier —the scientific answer to the problem 
Fresh’ of moisture-starved air. Just fill with water—plug in—and the 
We. 408 Fresh’nd-Aire Humidifier does the rest. Filters and washes air 
bther as it humidifies—circulates pure, comfortably moist air through- 
Underwriter's Laboratories Approved.—CSA. Ne. 8259. out the home. 

= Get all the facts about this newest Fresh’nd-Aire profit-maker. 
Reservoir Copecity: Three Gallons Water. Write today! 
line 
her BET Retail Price $59>- 

A of Cry 22.1 NORTH LASALLE ST., CHICAGO 1, ILLINOIS 
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salesmen for a showing of the Strom- 
berg-Carlson radio line. Officials of 
the Stromberg-Carlson Co., represent- 
atives of the radio broadcasting indus- 
try and of the press were present. 


MICHIGAN 


The newly formed Howard Indus- 
tries of Michigan, 99 Bates, Detroit, 
has over 7,000 sq. ft. for display and 
is looking for non-competitive ap- 
pliance lines to sell as a manufac- 
turers’ representative. 


NEW JERSEY 


Krich-Radisco, Inc., Newark dis 
tributors, spent eight successive Tues- 
day and Thursday evenings during 
October in training its American Cen- 
tral dealers in kitchen planning. The 
affairs were conducted by Jack Kath, 
assistant manager of Krich-Radisco’s 
Norge-American Central division, and 
William 
training 

Samuel A. Weiss, president of the 
Newark firm of Weiss and Besserman 
distributors of Youngstown Kitchens, 
has awnounced the purchase of a 
40,000 ‘sq. ft. warehouse at the Newark 
Tidewater Terminal, Port Newark, 
by the Appliance Warehouse Corp 


which is a subsidiary of Weiss and 


Jesserman 


Duffy, director ot sales 


NEW YORK 


Philip Goldberg has been appointed 
distributor for the United States Tele- 
tyision Mfg. Corp. in the Buffalo area. 
according to Hamilton Hoge, presi- 
dent of US] Mr. Goldberg will 
cover the northwest New York area 
| 


fram his office at 188 N. Union St., 
Olean At th ime time, Mr. Hoge 
announced that Kennet! Golden 


will represent UST in the Bronx 
New York City He will operate 
from UST’s main office at 3 W. 6lst 
St., New York Cit 


Warren-Connolly Co., Inc., distril 
utors for tl Nore line, has beet 
given the Lendix radio franchise for 
the New York metropolitan area, it 
was announced by J. T. Dalton, gen.. 
eral sales manager for radio and 
tele, 1 10 Bendix 

\ new Buffalo enterprise is Kemp 
Distributors, Inc., first branch office 


of a 30-year-old Rochester appliance 
It will 
have wholesale sales and display 
rooms at 2387 Fillmore Ave., accord- 
ing to Vincent A. Kenyon, manager. 

Milton E. Haas has been made gen- 


concern, Kemp Equipment Co 


DISTRIBUTOR NEWS 


eral manager of the home appliance 
division of Mayflower Industries, dis- 
tributors of Thor washers and irons 
for metropolitan New York, all of 
New Jersey and eastern Pennsyl- 
vania, announces Morris S. Segal, 


MILTON E. HAAS 


president. Mr. Haas’s most recent 
previous position was as refrigeration 
sales manager of the Times Appliance 
Co., Westinghouse distributors in 
New York. 

Next spring 31) vacuum cleaner 
dealers and their wives will be taken 
to Havana on the DD. W. May Corp.’s 
first post-war cruise. The firm handles 
Filter Queen cleaners in the metropoli- 
tan New York, northern New Jersey 
and Connecticut areas, along with other 
appliance lines. 

The Albany Garage & Appliance Co., 
28 Howard St., Albany, is a new Ice- 
erg Refrigerated Locker distributor. 
R. E. McLean heads the firm. 

Dealers in the Buffalo area heard 
about promotional! plans for the Strom- 
berg-Carlson radio line at a meeting 
held recently in Buffalo by the H. D. 
Taylor Co. Meyer Goldman, the dis- 
tributor’s appliance manager, and Don 
Galloway, district sales manager for 
Stromberg-Carlson, gave them details. 

To acquaint its dealers with the 
RCA Victor “You Can't Lose” prize 
contest for dealers and salesmen, 
R.T.A. Distributors of Albany pre- 


EVENTUALLY between 1500 and 2000 sales representatives will take the sales 
training course on the Launderall automatic washer given by Colen-Gruhn Co., 
Inc., New York City. Here is part of the first group of 100 men getting briefed by 
Harold A. Glasser, vice-president and sales manager of the distributing firm. It 


took only 90 minutes for the entire session. 
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sented the program to dealers in the 
Albany and Newburgh, N. Y., and the 
Burlington, Vt., areas. Harold Gabri- 
love, presented of R.T.A., welcomed 
the dealers, and speakers were Don L. 
Davison, vice-president and general 
manager; Roy W. Pennell, vice-presi- 
dent and general sales manager, and 
Charles Levine, advertising and sales 
promotion manager. 

Paul Wolk, president of Bickford 
Brothers Co., Buffalo distributors for 
western) New York and_ northern 
Pennsylvania, has announced two new 
appointments. Joseph J. Tambine, 


J. J. TAMBINE 


formerly assistant to the vice-presi- 
dent in charge of sales, Gillette Safety 
Razor Co., and more recenthy with 
the Union News Co., has been ap- 
pointed assistant to Mr. Wolk. John 


Moore, formerly in the wholesale auto 
replacement parts line, is a newcomer 
to Bickford’s record sales staff. 

A happy crowd of 300 radio dealers 
and their wives will be taking a ten- 
day vacation trip to Miami Beach in 
January, with the D. W. May Corp., 
New York City distributors, playing 
host. This is D. W. May’s second 
trip, the first being a Havana cruise 
for 300 vacuum cleaner salesmen and 
their wives, announced earlier but 
leaving later. 

Warren-Connolly Co. believes it 
has pioneered in using television to 
introduce a line of radio and televi- 
sion receivers to the public and trade. 
Speaking on the Walter Compton 
newscast program from the DuMont 
studios at John Wanamaker’s in New 
York, Ed Frohlich, vice-president of 
Warren-Connolly, invited the public 
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and trade to a preview showing at the 
company’s showrooms, 521 W. 57th 
St., where the 1948 models of Bendix 
radios and television were to be pre- 
sented. 

New vice-president of the Bergman 
Norge Co. in Buffalo is Clifford O. E, 
Curtis, formerly sales manager. Sol 
J. Levy, president of the wholesale 
firm, makes the announcement. 

Radio station WNEW has sold its 
“Mysteries at Eight” programs, a five 
days a week series, to Bruno-New 
York, Inc., metropolitan distributors 
of Bendix home appliances, RCA 
Victor records, radios and television 
sets, and other products. Gerald 0, 
Kaye, general sales manager of 
3runo-New York, concluded the sale, 


NORTH CAROLINA 


North Carolina dealers converged on 
Charlotte recently to hear about the 
1948 Bendix radio line from officials 
of the Southern Bearings and Parts 
Co. and from Royal Vilas, southeastern 
regional manager for Bendix. Dis- 
tributor officials who spoke were R. L. 
Beeson, manager of the firm’s appli- 
ance division, and N. W. Wallace, Jr., 
sales manager for the division. 

The Southern Radio Corp. of Char- 
lotte presented the RCA line to wes- 
tern North Carolina dealers at Ashe- 
ville recently. James P. McMillan, 
distributor president and_ treasurer, 
presided. 


PENNSYLVANIA 


New appointments to the appliance 
department of Electric Products, Inc., 
of Pittsburgh are, according to Ralph 
Steffan, president ; Arthur Kegel, Paul 
Mayhew, Richard Gardner, Allen 
Smith and eugene Ley. W. H. White- 
house has been promoted to the post 
of sales promotion manager. 

In Wilkes-Barre, a building at 255 
S. Main has been leased by the D & H 
Distributing Co. 

The Allied Electric Supply Co. has 
celebrated its 28th anniversary in its 
new quarters at 1201 Forbes St., Pitts- 
burgh, with a three-day open house. 
The firm was founded in 1919 by A. 
Samuels, Who still heads it, in a small 
store on Liberty Ave. The new build- 
ing has a capacity of more than 24,000 
sq. ft. Bernard Samuels, son of the 
founder, is vice-president and treasurer 
of the company 


TENNESSEE 


The Wholesale Supply Co. of Nash- 
ville has been named a distributor for 
Bendix radio, says J. T. Dalton, gen- 
eral sales manager for radio and tele- 
vision of Bendix. John H. Tidman 
manages the wholesale firm and P. A. 
Fitts is director of sales, in charge of 
Bendix distribution. 

Admiral’s 1948 radio line was shown 
to 300 Mid South dealers in Memphis 
recently, where the dealers listened to 
W. C. Johnson, advertising manager 
of the Admiral Corp. Orgill Bros. & 
Co. also held a meeting in Jackson, 
Miss. 


WISCONSIN 


To make dealers realize that they 
are teetering on the edge of a buyers’ 
market, the Roth Appliance Co., Mil- 
waukee distributors, recently completed 
a two weeks’ parade, in which 400 Wis- 
consin dealers called in groups of 60 
at the firm’s plant. W. H. Roth, gen- 
eral sales manager, and E. S. Larkin, 
vice-president, went over the individual 
situation of each dealer and helped 
line him up to get started in active sell- 
ing. 
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Here’s the hottest thing in water heaters—the White Line for 


Px Ma he 1948! See it at Space 1157, Lith Floor, Merchandise Mart, 
i 3 Chicago . .. Water Heaters for eyery purse and purpose, both 


at 255 


o. has 
in its 
Pitts- 
house, 
by A. 
small 

ne greater capacity per gallon. Im artial withdrawal tests prove 
of the 
asurer 


kitchen table top and conventional round models. 


WHITE Heaters give more hot water when it’s needed— 


that White Automatic Electric Heaters provide 6.9 per cent 


more hot water per gallon of rated storage capacity than the 
Nash- t S standard acceptable to utility companies, 

or for 
» gen- . . 
itele- ff ; ; Here’s a high-ticket household accessory you can sell with 


idman 


hs 4 pride and profit! Compare. Get the facts. You'll want WHITE! 


rge of 


shown 
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Write for particulars of the valuable White Franchise 
and open territory . . . Specialists in electric 
water heating since 1930 


WHITE PRODUCTS CORPORATION 
MIDDLEVILLE, MICHIGAN 
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SEE THE COMPLETE WHITE LINE AT SPACE 1157, 
11TH FLOOR, MERCHANDISE MART, CHICAGO 
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Proctor Electric Co. 


Former Brigadier General H. Jo- 
seph Lawes, recently retired from the 
U. S. Army, has accepted the newly 


H. J. LAWES 
created post of special assistant to the 
president of the Proctor Electric Co., 


it was announced recently by Walter 
M. Schwartz, Jr., president. 


Allen B. DuMont 
Laboratories, Inc. 


Norman M. Markwell has been ap- 
pointed director of advertising and 
sales promotion of the television re- 
ceiver division of Allen B. DuMont 
Laboratories, Inc., according to an an- 
nouncement by Ernest Marx, general 
manager. 

Mr. Markwell steps into the newly 
created position with experience as 
sales promotion manager for the divi- 
sion since last April. 


NEW POSITIONS 


Farnsworth Television & 
Radio Corp. 
J. H. Kelly, southeastern district 


manager the past three years for the 
Farnsworth Television & Radio Corp., 


J. H. KELLY 


has been appointed manager of the 
company’s sales division. Succeeding 
him as district manager is George E. 
Worden who has been with the com- 
pany since 1945. Prior to joining 
Farnsworth, Mr. Kelly was associated 
for 12 years with the General Electric 
Supply Corp., serving with the At- 
lanta, Ga., branch. 


New Hamilton Sales and Service Appointees 


P. A. LA ROCHE 


Hamilton Mfg. Co. 


H. G. Evans, vice-president of the 
Hamilton Mig. Co., Two Rivers, Wis., 
has announced the promotion of R. G. 
Halvorsen, formerly sales director of 
the surgical and laborat ry divisions, 
to sales manager of contract-distribu- 
tor sales, including the home appliance 
division. He is assisted by Paul A. 
LaRoche, sales director of the home 
appliance division. W. A. Friedrich, 
formerly director of sales, has resigned 
to establish his own business, Pacific- 
Western Equipment Corp. 

Shortly after his own promotion Mr. 
Halvorsen announced four appoint- 
ments in the home appliance division. 
Mr. LaRoche, mentioned above, was 
the company’s first eastern representa- 
tive on the automatic clothes dryer. 
Succeeding him in the East is W. N. 
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R. G. HALVORSEN 


N. B. WOOD 


Brown, former service superintendent 
at the Palmer House, Chicago 

Don H. Davidson has been placed 
in charge of the midwest territory. 
He was with Midwest Associates of 
Aurora, IIl., prior to joining Hamilton 
last January as dryer representative 

New service manager for the com- 
pany is N. B. Wood, who has been with 
Hamilton since 1936. Earlier in his 
career he was production manager of 
Ray-O-Vac Co. and factory manager 
of the Metal Ware Corp. His service 
with Hamilton began in the sales de- 
partment. After a short period in sales 
promotion he became the company’s 
representative at Washington. Since 
returning from war service in the 
Army he has developed a materials 
control department. 


Philco Corp. 


John L. Utz was recently appointed 
manager of the Atlantic Division of 
Philco Corp., according to John M. 
Otter, general sales manager. Mr. 
Utz joined Philco in 1936 in personnel 
work. In 1940 he became district rep- 
resentative for the accessory division. 
He became manager of the southwest 
division of the storage battery division 
in 1942 and two years later was ap- 
pointed district representative for the 
Pittsburgh territory. 


Majestic Radio & 
Television Corp. 


Clarence H. Swallow has been ap- 
pointed treasurer of the Majestic 


Cc. H. SWALLOW 


Radio & Television Corp. and Majestic 
Records, Inc., it was announced re- 
cently by E. A. Tracey, president. Mr. 
Swallow was formerly vice-president 
in charge of finance for the National 
Bronze and Aluminum Foundry Co. 
and treasurer-controller of the Johnson 
Rubber Co. 

A. J. Lindholm, general sales man- 
ager, was recently elected a vice-presi- 
dent, according to Parker H. Ericksen, 
vice-president in charge of sales. Mr. 
Lindholm has been with Majestic for 
three years. 


A. J. Lindemann & Hoverson Co. 


New treasurer of the A. J. Linde- 
mann & Hoverson Co., Milwaukee, is 
Arthur F. Jacques, controller for the 
company for the past five years. 


Duo-Therm Division 
Motor Wheel Corp. 


Joseph H. Kennedy has been named 
assistant service manager of the Duo- 
Therm Division of Motor Wheel Corp., 
succeeding Theo Valjean, recently ap- 
pointed district manager of the com- 
pany’s eastern territory. Mr. Kennedy 
has been with the firm for the past 
11 years and prior to that was em- 
ployed by the parent company for two 
years. He will assist Adolph Frantz, 
service manager, and will have direct 
charge of the factory training school. 
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Easy Washing Machine Corp. 


Jack C. West has been appointed 
district sales manager for the Seattle 
area by Easy Washing Machine Corp., 


JACK C. WEST 


it was announced recently by Fred S. 
Fenton, Jr., division head. 


General Electric Co. 


New assistant manager of the re- 
ceiver division of General Electric's 
Electronics Park in Syracuse, N. Y., 
is L. K. Alexander, former staff assist- 
ant to the manager, I. J. Karr. He 
has been with G-E since 1933. In 
1946 he was appointed manager of the 
Ken-Rad Division. 


Rheem Mfg. Co. 


The appointment of R. Louis Towne 
as sales promotion manager for Rheem 


R. LOUIS TOWNE 


Mig. Co. was recently announced by 
H. C. L. Johnson, advertising manager 
Mr. Towne joins the firm from Eastern 
Industries, Inc., West Newton, Mass.. 
where he was sales manager of the 
pump division. For many years he was 
sales promotion manager for Surface 
Combustion Corp., Toledo, Ohio. 


Holdenline Co. 


Dean Holden, president of the Hold- 
enline Co., has relinquished that posi- 
tion in favor of becoming chairman of 
the board in order that he may devote 
his full time to all-industry efforts 
Succeeding him as president is Harry 
Ingraham. Gary Wise has been name: 
vice-president. Mr. Ingraham was 
formerly a sales executive of the Flex 
lume Corp. and Mr. Wise was earlie: 
connected with General Electric’s Lam; 
Department. 
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PYR-Q-TUBE 


The NEW ELECTRIC ROOM HEATER 


dS 
sist- 
th 
vIiTS SPEED 
vI TS QUALITY 
vITS BEAUTY 
wne 
eem 
3 ‘ Entirely New ... ! Outstandingly Different . . . ! 
by Beats anything yet ...! That's what they're all saying about 
aa j 4 Pyr-O-Tube; distributors and dealers, alike. Why? Because 
ss. | Pyr-O-Tube’s exclusive developments give the consumer more of 
the 


what he wants . .. more safety, more speed. Put Pyr-O-Tube 
down as a “must” on your list of calls at the Housewares show. 


; i The booth number is 120. We'll be looking for you. 


q A Py ROT UBE ) * Patented. 
ysi- 

of 4 


SPECIALTY DIVISION 


PYR-O-TUBE'S 2 Exclusive Features 
@ Flanged Nickel Chrome Elements - 
@ Pyrex Tube Enclosures 
Give MORE of What Consumers Want 
¥ FASTER HEAT ¥ MORE SAFETY 
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Today, we stand upon the threshold of a new year. 


Looking forward, we can see spread out before us a multitude of opportunities 


—opportunities for prosperity, happiness, security and service to our fellow men. 


Norge plans to set a lot of new records next year. 


First, we intend to build better products than ever before. 


Next, we intend to build more products in 1948 than in any preceding year in 


our history. 


Furthermore, we intend to sell more appliances than in any past 12-month period. 


We can make these statements with confidence, because they have their founda- 


tions upon the solid bedrock of hard fact. 


Where one factory existed before the war, we now have five. The existence of 
five, as compared with the one, alone represents a vast expansion of manufac- 
turing facilities, but we did not stop there. In the last year we expanded three 
of these plants—in Effingham, Ill., to build more ranges; in Herrin, Ill., to 
build more laundry equipment; in Chattanooga, Tenn., to build the “Water 


Boy” portable water cooler. 


Each one of our plants is more efficient today than it was a year ago. Factory 
engineers have worked and are working unceasingly to improve production 
methods and techniques so that we can produce more efficiently and rapidly 


than ever before. 
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In 1947, as in preceding years, Norge has proved itself a style leader, a pace 
setter in modern, functional design. Just as Norge, in years past, set a pattern 
for the industry in refrigerators, for example, so also did it take the lead in 
1947 in design of electric and gas ranges. No other manufacturer pioneers so 
consistently in building acceptable features into his products. In 1948, Norge 
will maintain this position of leadership and, in this connection, will unveil 


new product surprises at the January furniture show in Chicago. 


Even discounting the large-demand backlog which still exists, Norge will sell 
everything it can produce in 1948. This statement we make because our distrib- 
utors—seasoned observers—tell us that Norge is growing in popularity every 


day. Public acceptance is greater than ever, public desire for Norge appliances 
is at a record peak and still rising. 


That we find ourselves in this enviable position, is no accident. It is the result 
of long-range planning that started in prewar years; of the American investor's 
willingness to invest money, so that the facilities could be acquired and expanded; 
of the designer’s craftsmanship; of the workman's effort; of the salesman’s skill. 


No one person can take particular credit, for in the long run, it is the result 
of teamwork. 


So, again we say, tomorrow holds the prospect of many good things. Let us 
seize the opportunity, and all of us will benefit. 


President 


Norge products, distributed worldwide, are 
typical examples of the values made possible 
by the American system of free enterprise. 
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G-E Wringer Washer 


General Electric Co., Bridgeport, Conn. 
Device Model AW-132_ wringer 


washer. 

Selling Features: Porcelain enameled 
or aluminum self-draining tub holds 
8 Ibs. dry clothes and is mounted 
on rubber gasket to absorb vibra- 
tion; aluminum alloy activator; 
friction-driven pump empties tub in 
approximately 2 min.; rubber 
mounted 4+ h.p. motor and “Perma- 
drive” mechanism has only 4 moving 
parts and is permanently lubricated ; 
forward or backward motion of 
wringer is controlled through a 
knob mounted on side of wringer 
post; safety bar above wringer rolls 
provides emergency release; full- 
length skirt conceals mechanism. 

Model AW-332, formerly  an- 
nounced will now carry a built-in 
timer 

Electrical Merchandising, Dec. 15, 1947. 


CONSOL-ETTE Refrigerated 


Bar 


Refrigerated Equipment Sales, 
149 Broadway, New York, 6, N. Y. 


Device: Consol-Ette refrigerated bar. 

Sellmg Features: Makes its own ice 
cubes; 34 cu. ft. refrigerated space 
plus a concealed compartment for 
liquor storage with automatic 
switch-off light; mirrored service 
section for a variety of glasses, mix- 
ers etc.; special installation 
needed ; plugs into a.c. or d.c. outlet; 
uses Freon -12 refrigerant; sealed 
unit; mahogany, walnut or limed 
oak cabinet in 18th Century and 
contemporary furniture design occu- 
pies 42x42x18 in. space; weighs only 
200 Ibs. 

Electrical Merchandising, Dec. 15, 1947. 
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COOLERATOR Refrigerator 
The Coolerator Co., Duluth, 1, Minn. 


levice: Coolerator “Kitchen Saver” 


sz Cu. 3% model No DR-77. 


Selling Features: Equipped with a 25 


lb. built-in frozen food locker with 
a separate shelf for 3 ice cube trays: 
2 special tall bottle shelves; a_ big 
fruit and vegetable crisp-o-lator ; 
defrosting tray; interior light; her- 
metically-sealed “Econ - O - Miser” 
unit: 3 zones of cold; cabinet occu- 
pies only 28 x 25 in. floor space and is 
563 in. high; baked enamel ex- 
terior finish 
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HOTPOINT Range 


Hotpoint Inc., 5600 W. Taylor St., 
Chicago, 44, lil. 


Vodel: Newly designed Masterpiece 


range 

Selling Features: Completely auto 
matic; provides 33% more surtace¢ 
cooking capacity; has newly-de- 
signed Calrod coils sealed heat 
oven has bottom he: iting unit con 
cealed beneath oven lining to give 


oven capacity great enough to cook 
complete meal for 10 persons at a 
time; temperature automatically 
ontrolled, ranges from 150 to 550 
Calrod heating unit is smaller 

in actual cooking area, although in- 
creased turns of tubing give in 
creased heat and flexibility ; 5-heat 
surface cooking units; 7-qt. cooker 
with unit designed for litting to top 
as 4th cooking unit ; automatic lights 
show heat position on top units; 
automatic white oven signal light; 
fluorescent light in backsplasher 

broiler designed for speed cookery : 
warmer drawer and large storage 
drawers. 
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SETH THOMAS Clocks 


Seth Thomas Clocks, Div. General Time 


Instruments Corp., Thomaston, Conn. 


Model: Buckingham and Sequin, self- 


starting clocks. 


Selling leatures: Buckingham, period 


style clock for desk, on wall or 
brackets ; mahogany case; over 7 in. 
high with handle extended ; approxi- 
mately 3 lbs. shipping weight. 

Sequin model has mirror front in 
peach-tint with brushed copper dial; 
black numerals, hour and minute 
hands; polished brass second hands. 
4-} in. high, 7} in. wide. 
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WESTINGHOUSE Cleaner 
Attachment 


Westinghouse Electric Corp., Mansfield, O. 
Device: Westinghouse Attach-Adapter 


to simplify use of attachments on 
Westinghouse automatic cleaner. 


Selling Features: Consists of metal fix- 


ture that fits under nozzle of cleaner 


and snaps tightly into place, saves 
stooping to make hose connections 
etc; once cloth-covered rubber at- 
tachment hose is fastened into At- 
tach-Adapter it is ready for use; at- 
tachments slip easily onto hose; dis- 
connects by pushing cleaner forward 
on Attach-Adapter and moves it off 
onto carpet. 


Electrical Merchandising, Dec. 15, 1947. 
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WILSTERAIRE Room Cooler 


Wilster Inc., 5700 Detroit Ave., 
Cleveland 2, O. 


Device: Wilsteraire window type room 
cooler. 

Selling Features: Cools without direct 
draft; brings cool air in from out- 
side, spun glass filter filters dust, 
dirt and other foreign particles out 
of it; 10x10 in.; 10 in. fan blade; 
1/49 h.p. motor; variable speed con- 
trol equipped with rheostat; fan fits 
standard size windows, extensions 
may be used to fit oversize windows 
up to 40 in. 
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ATOM-HEAT Steam Heater 


Adrian Production Tool Co., 320 W. 
Maumee St., Adrian, 61, Mich. 


Device: Atom-Heat portable electric 
steam heater. 

Selling Features: Thermostatically 
controlled and hermetically sealed 
for life—no water to add; will not 
stratify or dehumidify air; all- 
copper heating unit with solid cop- 
per radiating fins provide quick, 


uniform flow of heat and assures 
correct circulation at any tempera- 
ture; finger tip thermostat can be 
set for temperature desired: elec- 
tricity automatically shuts off when 
correct temperature is reached, and 
turns on again automatically when 
room temperature drops; available 
in 5 colors. 


Electrical Merchandising, Nec. 15, 1947. 
v 
LEWIS Sandwich Toaster 
Lewis Electrical Mfg. Co., Cleveland, O. 


Device: Lewis sandwich toaster No. 
750. 

Selling Features: Equipped with 575 
watt element enclosed in refractory 
tubing. 

Electrical Merchandising, Dec. 15, 1947. 
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“SMARTLY STYLED 
COMPACT OUTSTANDING EXCLUSIVE FEATURES 


LIST PRICE 
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BIC DEMAND FOR 
EVANS 
SPACE HEATERS 


means guick profits 
for YOU/ 


PELE TTT 


No heater wins consumer acceptance as quickly and 
completely as the EVANS! 


For you it means fast—almost immediate—turn- 
over on a product that’s perfect for a growing mar- 
ket. For your customers it means a heater they’ll 
really be happy with, in terms of beauty, economy, 
service, comfort. 


SEE THE EVANS COMPLETE LINE AT THE SHOW 


FURNITURE MART, CHICAGO, JANUARY 5 TO 17; SPACE 541-B. 


, All-Directional Fan Forced Floor Level 
Heat warmth where the customer 
wants it! 


2 Most Beautiful Heater Ever Designed — fits 
into any decorative style your custom- 
ers have! 


WHY 


E VA N S a 2 Greater Heating Surfaces... Longer Flame 
Travel... Lower Stack Temperatures 
—mean “Bonus Heat,” greater econ- 

omy of operation. 


EXCLUSIVE FEATURES 
mean QUICK SALES 


and PROFITS for YOU! + Quick-Removing Burner Unit — means high- 


speed service, less time on the job. 


s High Quality, Rust-Resisting Steel Combustion 
Chamber... gives longer life, requires 
less service. 


The Complete Evans Line of Space Heaters 


MODEL 168-D MODEL 158-D MODEL 168 MODEL 148 ee —¥ 
SUPER-DELUXE SUPER. DELUXE 
65,000 B.T.U 66,000 B.T 60,000 42,000 B.T.U. 


HEATING AND APPLIANCE DIVISION 


ANS PRODUCTS COMPANY 


PLYMOUTH, MICHIGAN 
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NON-ELECTRIC PRODUCTS 


DISHMASTER Dishwasher 


Dishmaster Corp., 823 Fisher Bldg., 
Detroit, 2, Mich. 


Device: Dishmaster dishwasher—non- 
automatic. 


Selling Ieatures: Is installed on kit- 
chen sink in place of standard taps; 
when not used as dishwasher serves 
as regular mixing faucet; when 
using Wishmaster dishes are placed 
in regular dish rack in sink or may 
be held in hand individually; a tea- 
spoonful of detergent is placed in 
chamber—one teaspoonful is suffi- 
cient for an average day's washing ; 
control valve at top of unit is raised, 
brush is held in one hand and water 
is turned on; operator simply pushes 
button on brush and water, air and 
detergent are mixed to produce rich 
plentiful suds; sprays over the 
dishes; to rinse, button on cleaning 
brush is released and clean hot rinse 
water flows through tube; each dish 
is thereby individually washed, 
rinsed hygienically, requires no dry- 
ing; after rinsing water is turned 
off and brush replaced to its rack, 
by turning a faucet, valve control- 
ling water flow automatically drops 
into place so water runs through 
mixing spout: chrome finish with 
red and blue indicators for hot and 
cold water; installation requires 
only a few minutes work for 
plumber. 

Electrical Merchandising, Dec. 15, 
1947. 


WILMAC Level Shelf 
Supports 


Wilmac Metal Products Co., 609 W. 
Fulton St., Chicago, 6, Ill. 


Device: Snap-On “Level Shelf” sup- 
ports for general household use. 
Selling Features: For use in pantries, 
medicine chests, cabinets, wall cases, 
bookcases and closets; package con- 
tains four 24-in. slotted strips, 16 
clips and necessary nails; strips of 
prime steel with nickel plate finish; 
mounting holes inserted every 6 
inches for firm support; strips may 
be mounted end-to-end for added 
length and greater adjustment space. 
Electrical Merchandising, Dec. 15, 

1947. 
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APPLIANCE 


FARM PRODUCTS 


STRATA AIRE Milk Coolers 


Strata Aire Inc., 266-278 S. Main St., 
Rittman, Ohio 


Device: 4, 6 and 8 can milk coolers 
using 4, 4 and 4 h.p., condensing 
units. 

Selling Features: White enamel finish 
with large doors for front opening; 
chrome finished snap action latches 
and hinges; rubber gaskets seal 
doors; front opening makes high 
lifting of heavy milk cans unneces- 
sary—a 9-in. lift and it’s in; a 5-in. 
lift and it’s out; 3-in. moisture proof 
glass insulation; 20-gauge steel 
throughout; fast cooling is accom- 
plished by an ice cold water bath 


circulating direct to top of milk cans 
without a splash flowing down en- 
tire side of cans to reservoir at bot- 
tom of cabinet, which carries heat 
from cans of hot milk cooling top 
of cans as well as bottom; water is 
then forced by a brass self-contained 
pump and pumped into the ev apora- 
tor storage tank where it is re- 
frigerated and again allowed to flow 
through supply tubes to top of cans; 
reduces temperature from anim ul 
heat to 60 degs. in less than 20 min. 
and under 50 degs. in less than an 
hr.; white enamel finished cabinet: 
chrome finished snap action latches 
and hinges. 

Electrical Merchandising, Dec. 15, 
1947. 


v 
CROWN Heater 


Crown Heater Div., Marathon Foundry & 
Machine Co., Wausau, Wis. 
Device: Crown electric space heater 
for farm use such as in milk houses, 

poultry houses, garage etc. 
Selling Features: Constructed — of 
heavy weight aluminum to avoid 
rusting; designed to prevent water 
etc from coming into contact with 
elements ; equipped with 3-1000 watt 
elements ; finished in polished sheet 
aluminum; White-Rogers thermo- 
stat, 230 volts, a.c. 15 amps.; 53 in. 
high, 143 in. wide, 5 in. deep; 
operates on 220 to 240 volts. 


Electrical Merchandising, Dec. 15, 
1947, 
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it’s complete 
except 
for you... 


| —so TIME invites you to meet your own best customers at. 
this TrME exhibit, January 5th to January 17th, at the Home 
| Equipment Show, Furniture Mart, Chicago. 
The miniature post-office pictured here holds the lists of 
TIME subscribers in every town, city and state of the union. 
You are cordially invited to see for yourself how TIME reaches 
the men and women right in your own community who mean 
the most business to you—and how they meet, in TIME, 
| Tian’s Merchandising Manager Doug Cornwell will be | many of the nationally-known products you sell. 
M 


on hand to help you find and check through Time’s list for 
: your own neighborhood. 


“A striking example of how national advertising reaches into the choice 
sales areas of each local community.”’ 
P. D. Collins, Advertising Manager, Kelly-Springfield Tires 


a 
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Show Space... 


1761-2-3 
CHICAGO 
Jan., 1948 
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WARM-AIRE OCH 270 


WARM-AIRE OCH 45 


Women... the homemakers . . . are demand- 
ing Beauty as well as Economy and Simplicity 
in their oil heating units. 


Stiglitz Warm-Aire Oil Units have been spe- 
cially designed for room harmony and engi- 
neered for simple and economical operation. 


Homemakers everywhere are demanding the 


Warm-Aire features . . . Simplicity . . . Clean 
Economical . . . Healthful . . . Safe. Oil 
units using fuel oil or kerosene . . . easy to 


get and easy to use. 


See Your 
Distributor 


Line Now 


Stock and Display 
The STIGLITZ 


ELECT 


The FEATURES that make 
WARM-AIRE | 
The PROFIT MAKERS 


© Special heat-holding 
baffles 

© Double heat radiation 

@ Instant, convenient heat 

© Satisfying comfort 

© Automatic damper control 

© Special clean-out plugs 

© Remote heat control 

© Sensational heating 
capacity 


¢ Harmony of design 


FURNACE co. 


INCORPORATED 


| UISVILLE 3, KENTUCKY 


APPLIANCE 


NEW RADIO PRODUCTS 


MOTOROLA Television Sets 


Motorola Inc., 4545 Augusta Blvd., 
Chicago 5], Ill. 
Model: Table model 


VTZ71; 
101 console model. 

Selling Features: VT71 has 15 tubes, 
2 rectifiers, a Germanium crystal 
detector and a 7 in. cathode ray pic- 
ture tube ; picture size approximately 
26 sq. in; 3 controls on front panel, 
1 for off, on and volume; 2 chan- 
nel selector and 3 contrast; designed 
for 115 volts 60 cycle, a.c. only; 8- 
position tuning knob adjustable to 
any of & of the 13 channels; cabinet 
in walnut, blonde or mahogany, 
9} x16-2x16-] in. weighs only 264 Ibs 


and VK 


complete; audio system provided 
with 6! in. permanent magnetic 
speaker; RF stage; other features 


include automatic brightness, sta- 
bilizer and ave. 

VK101 console has 25 tubes, 3 rec- 
tifiers and a 10 in. cathode ray pic- 
ture 55 sq. in. in size; 5 controls 
mounted on front panel (1) for off, 
on and tone for television as well as 
FM and AM;; (2) volume for televi- 
sion; (3) station selector with fine 
tuning ; (4) brightness and (5) con- 
trast; full view controls and a televi- 
sion station dial with soft green light 
illuminating channel numbers; 13 
television channels ; cabinet in walnut 
(VK101) and in mahogany (VK- 
101M); preselector designed to re- 
duce interference from other radio 
stations and man-made interference ; 
picture and sound IF frequencies de- 
signed to insure minimum interfer- 
ence from standard broadcasting 
and amateur stations FM and AM 
standard broadcast mounted in a 
“top-vue” type panel; 4 radio con- 
trols for volume, radio-television se- 
lector switch; tuning and FM- 
Standard broadcast selector switch. 

Electrical Merchandising, Dec. 15, 1947. 
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High in Steady | 
7 sr REMIER h 
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BE SURE TO SEE THESE UNUSUAL 


COMBINATIONS AT OUR CHICAGO 
SHOW ROOMS Directly across from the 


Merchandise Mart. 


We'll Be Selling For You Through '48 
Our advertising in a carefully selected list of 
national magazines will be developing new 
customers for you every day of the year. 


Manufacturers of Personalized Radios and Combinat 


412-20 ORLEANS ST. « CHICAGO 10. ILL. 
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( 


is, 


1947 


Sensational PORTO BARADIO 
has made history as a traffic and 
profit builder for dealers every- 
where. Two great entertain- 
ment features joined in a single 
cabinet; a beautiful 21-piece 
gold-edged bar accessory set 
housing a nationally advertised 
Superheterodyne Radio! Has un- 
limited appeal! The BARADIO 


also brings you the gen- $ 95 
erous 40% mark-up. 49 


AT RETAIL 


( 


and Music by 


PORTO 


The SMOKERETTE is back again 
after a smashing holiday success. 
We are now able to fill all orders on 
this ultra fast-selling combination. 
The SMOKERETTE combines a 
nationally famous radio with a 
complete smoking set, including pipe 
rack, humidor for cigars, cigarettes 
and tobacco as well as a king-sized 
ash tray, all in one beautiful com- 
pact unit. Has two irresistible 
masculine appeals, giving you a 
novelty item for your radio depart- 
ment that'll sell at double quick 
time. There’s a 40% mark-up for 


you, = Dealer . . . a long profit 
ast-moving $4995 


AT RETAIL 


INCREASED 
PROFITS 
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REMEMBER 


TOE 


Titian what to talk about... 


That’s one trick in selling electric ranges 


with minimum effort. 


Sure, the new models offer more features 
than ever before. But you can add this note 
to your list of selling hints: Top-of-the- 
range performance still interests women 


most — and for a good reason. 


Most women cook on top of their ranges 
three times a day. With a full-time job like 
that, surface heating units must be rugged 
and dependable. That’s why leading manu- 
facturers equip their ranges with time- 


tested INCONEL* Sheathed Heating Units. 


Entirely rustproof and corrosion-resis- 
tant, Inconel Sheathed Heating Units can’t 
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RANGE SALES 


be damaged by spilled foods and spattered 
fats. They provide quick, even heat and 
flexible control for the life of the range. 
What's more, they won’t warp, crack or 
scale. 


Of course, before you can talk about the 
big features of Inconel Sheathed Heating 
Units, it’s important to make certain your 
ranges have them. If the manufacturer 
doesn’t mention it, ask him. 


Play up the advantages of Inconel 
Sheathed Heating Units when you're show- 
ing electric ranges. See how it helps turn 
prospects into customers. 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York 5, N.Y. 


*Reg. U.S. Pat. Off. 


ELEC 


APPLIANCE 


NEW RADIO PRODUCTS 


ZENITH Portable Radio 


Zenith Radio Corp., 6001 W. Dickens 
Ave., Chicago, 39, Ill. 


Device: “Zenette”’, 4G-800 personal 


portable radio. 


Selling Features: Smaller than most 


women’s purses, operates on ac/dc 
or self-contained battery permits its 
use as table or portable out-of-doors 
radio; superhet circuit, range 535 
to 1620 kes; Alnico PM speaker 
has long “A” battery life; switch 
automatically cuts battery out of 
circuit when used on ac/dc; swing- 
top lid carries antenna; maroon, 
ivory, or black plastic finish; 54 in. 
high, about 8 in. wide, 4 in. deep; 
weighs 54 Ibs. 


Electrical Merchandising, Dec. 15, 
1947. 


PHILCO Console 
Philco Corp., Philadelphia, Pa. 


Model: No. 1282 radio-phono console. 
Selling Features: Features powerful 


receiver with improved superhet cir- 
cuit; permanent magnet dynamic 
speaker for undistorted sound out- 
put of both radio and records; auto- 
matic record changer plays up to 12 
records; housed in African striped 
mahogany “classic modern” cabinet. 


Electrical Merchandising, Dec. 15, 1947. 


NEW 


CHICAGO HEADQUARTERS 
AND DISPLAY ROOM 


PREMIER 


VACUUM CLEANER DIVISION 
GENERAL ELECTRIC COMPANY 


ADDRESS 


ROOM 1160 
MERCHANDISE 
MART - cuicaco 
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ELECTRICAL 


REFRIGERATORS 

Space 
526-27 
535-36-A 
Frigidaire 508-509-A 
General Electric Co............ 538-39-A 
Gibson Refrig. Corp............ 537-38-B 
514-15-A 
521-22 
Pressed Steel Car Co......... 447-48-49 
Sanitary Refrigerator Co............ = 
Westinghouse Electric Co........... 

FREEZERS 
Gresley Corp. cc 535-36-A 
508-509-A 
General Electric Co............ 538-39-A 
Gibson Refrig. Corp............ 537-38-B 
514-15-A 
514-15-A 
Major Home Appliance Co......... 536-B 
ccc cc 521-22 
Sanitary Refrigerator Co...........- 528 
17/K 
Westinghouse Electric Co........... 501 
REFRIGERATORS (Ice) 
ice Cooling Appliance Co........... 810 
King Refrigerator Co............ 17/127 
Maine Mfg. Company.......... 17/37-38 
Modern Refrigerator Co....... 17/100-01 
Sanitary Refrigerator Co............ 528 
Brunswick Refrigerator ............ 645 
DISHWASHERS 
General Electric Co............ 538-39-A 
Kaiser Fleetwing, Inc...........- 17/124-5 
Westinghouse Electric Co........... 501 
Lake State Products Inc........... 17/90 
DISPOSALS 

Thos. W. Berger, Inc...........-.- 17/91 
General Electric Co..... peers 537-38-A 
Westinghouse Electric Co........... 501 
533-34B 
Eureka-Williams Co. 514B 


FANS AND AIR CIRCULATORS 


Fresh'nd-Aire Co. 17/106-A 
General Electric Co........... 538-39-A 
International Oil Burner Co........ 512-A 
128 
17/66-67 
Westinghouse Electric Co........... 501 
Walton Laboratories Inc. ......... 17/72 
Holcomb & Hoke Mfg. Co.......... 17/32 
17/33 
LeJohn Mfg. Co., Inc...........-- 17/48 


LAUNDRY CABINETS & TUB UNTS 


Noblitt-Sparks Industries, Inc... .17/69-70 


ELECTRIC BLANKETS AND QUILTS | 


General Electric Co............ 538-39-A 
Westinghouse Electric Co........... 501 


RADIO AND PHONOGRAPH SETS 


Belmont Radio Corp. ........... 17/56A 
Bendix Radio Division............. 545-D 
Pornsworth Radio & Tele. Co....... 535-B 
Howard Radio Co............. 17/42-43 
General Electric Co............ 538-39-A 
Majestic Radio & Tele. Corp... .17/64-65 
547-B 
Noblitt-Sporks Industries ...... 17/69-70 
128 
Sentinel Radio Corp............... W/L 
Sparks-Withington Co. ..........- 509-B 
Stewart-Warner Corp. ........ 17/55-56 
Westinghouse Electric Co........... 501 
Zenith Radio Corp. .......-...+..- 544-B 
Warwick (Clarion) Mfg. Corp. .17/106-107 
Gerod Radio Corp.............+. 17/34 


Altorfer Bros. Co 
Appliance Mfg. Co 
Automatic Washer Co 
Barlow Seelig Mfg. Co 


Bendix Home Appliances, Inc 


Genera! Electric Co.... 


Morton Appliance Co. 
Nineteen Hundred Corp 
Westinghouse Electric Co........ 
533-34B 


Bendix Home Appliances, Inc 
General Electric Co 
Hamilton Mfg. Co 
Nineteen Hundred Corp 
Westinghouse Electric Co 

504 


WATER HEATERS 


Clark Water Heater Co. 
525 
ie 514-B 


Eureka-Williams Corp. 
Evans Products Co 
General Electric Co.........-- 
Mfg. Co 


Westinghouse Electric Co 

Electromaster Inc. 17/P 
Kelvinator Div. N. K. Corp 
Leonard Div. N. K. Corp 


M. M, Hedges Mfg. Co 


World’s Largest Home 
Appliance Showing 


JANUARY 9-17 


Here — with everything else for the home, 
_ you'll find the largest concentraticn of 
- appliances and housewares. Write now for 
" your admittance pass ... on your own 
letterhead . .. address it to 666 Lake Shore 
Drive, Chicago 11, Illinois. 


: 666 LAKE SHORE ‘DRIVE 
CHICAGO..11, TLEENOIS: 


IRONERS 

Space 
Gres. Ge... 541-42 
Armstrong Products Corp......... 17/65 
Automatic Washer Co...........-. 513-A 
Barlow Seelig Mfg. Co............. 530 
Bendix Home Appliances, Inc........ 503 
544-A 
General Electric Co........... 537-38-A 
Morton Appliance Co, ............. 631 
Nineteen Hundred Corp........... 508-B 
Sparks-Withington Co. ........... 509-B 
Westinghouse Electric Co........... 501 
Frigidaire Div. G. M. Co........ 508-509A 
Matamatic Mfg. Co. 17/85 

VACUUM CLEANERS 

Eureka-Williams Corp. ........... 514-B 
General Electric Co............ 538-39-A 
17/68 
510-A 
Premier Vacuum Cleaner Div....... 511-B 
Westinghouse Electric Co........... 501 


FLOOR POLISHING MACHINES 


RANGES (Electric) 


17/P 
526-27 
535-36-A 
508-509-A 
Generel Glectrie Ce... 538-39-A 
Gibson Refrig. Corp........... 537-38-B 
514-15-A 
Pressed Steel Car Co. ........ 447-48-49 
Roberts & Mander Corp.......... 546-D 
Westinghouse Electric Co........... 501 


SMALL APPLIANCES 


Space 
Coleman Ce. 
Dormeyer Co. 2953 
General Electric 538-39-A 
Lonergan, Vincent 2953 
Noblitt-Sparks Industries ...... 17/69-70 
Prentiss Wabers Prod. Co......... 549-A 
Plastvay Corp. 17/49 
Toastwell Mfg. 2953 
Westinghouse Electric Co........... 501 
& Se. 17/84-85 
Lynbrook Co., 7/121 
Walton Laboratories Inc. ........ 17/72 
Co. 17/39 


RANGES AND STOVES 


Sunray Stove Co., The......... 17/52-53 
Agricola Furnace 548 
American Stove 518 
Athens Stove Works ..........-+.- 624 
Aute Steve Works. 546-A 
Caloric Stove Corp. .......--+006- 519 
525 
Comstock-Castle Stove Co. ....... 546-B 
Cribben & Sexton 537-A 
Cresta . -535-36-A 
Crown Stove 531 
Detroit Vapor Stove Co...........- 521 
Dixie Foundry Co. ........0.eeeeee 524 
Dortch Stove 512-B 
Bstate-Meatrola 523 
Gegle Foundry Ce... 547-A 
Grand Home Appliance Co.......17/J-31 
Gray & Dudley 515-B 
Hardwick Stove Co. 1530 
Knox Stove Works........ 513-B 
Meere 504 
521-22 
Oakland Foundry Co.............546-C 
Odin Stove Mfg. Co....... 
Premier Stove Co...........+.- 
Roberts & Mander Corp..........546-D 
Roper, Geo. D., Corp...... 
Siegler Enamel & Range Co...... 
Tappen Stove 39-40-B 
Tennessee Stove Works............825 
United Stove Co.......... 
Welbilt Stove Co. 520 
Modern Refrigerator Co... "17/100-101 
Paragon Utilities ........... 


KITCHEN CABINETS & SINK UNITS 


Elgin Steel Kitchens....... +17/92-93 
508-509-A 
General Electric Co...........538-39-A 
Kemper Furniture Corp. .......17/108-09 
Palley Mfg. Co. .......... 17/85 
Pressed Steel Car Co......... 447-48-49 
Roberts & Mander Corp........... 546-D 
G. |. Sellers & Sons Co....... cooecteae 
Morton Appliance Co. .......... 630-31 


HEATERS AND CIRCULATORS 


Moore TRO 504 
A.& J Mfg. Co ae 
Armstrong Product; Co........... 17/63 
Cole Hot Blast Mfg. Co......... 17/73-74 
Coroaire Heater Corp. ........... 17/M 
517 
006000804 523 
Evans Products Co, .............. 541-B 
International Oil Burner Co........ 512-A 
Karbon Kleen Co.......... 
Prentiss Wabers Prod. Co......... 549-A 
Quaker Goi. . 516-B 
Slegler Enamel & Range Co........ 1118 
Stiglitz Furnace & Fdry. Co......17/60-62 
Tennessee Stove Works............. 825 
United States Stove Co........... 17/36 
Wittie Mfg. & Sales Co.......17/102-103 
Southern Aircraft Co........... 17/77-78 


Premier Stove 


MERCHANDISING—DECEMBER 
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WASHING MACHINES 
Space 
n........503 
Blackstone Corp. ...............544-A 
Dexter Company ................513-B 
Frigidaire ..................508-509-A 
; @ 
| 
4 
.540-B 
508-09-A 
538-39-A 
513-A 
n............17/80 
| THE WORLD’S HOME FURNISHINGS CENTER | 


| Distributors Hear the Deepfreeze Story 


to speed your quanely sales and profits 


You, sit down, and yet do the best 
woning you ever did — foster, eos 
jer thon you dreomed possible! 
No more backache! No more 
tired wrists and arms! You don't 
apply pressure — this wondertul 
Durobilt Mode! 10 does the work! 
it's America’s fastest, lightest 
eases! to-vse ovtomatic iron! 
Give yourself a thrill — buy 
your Durobilt Model 10 todoy! 


DURABILT 


mote WINSTED HARDWARE MANUFACTURING CO. 
Dept 1A. Winsted, Connectiont 


in leading magazines like this... 


is sales promoted 


with sales- 

producing 

booklets 
lke this... \ 


and 
colorful 
circulars 


THE WINSTED HARDWARE MANUFACTURING COMPANY, WINSTED, CONNECTICUT 
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“HOME FREEZERS now have to be 
sold,” said F. F. Duggan, Deepfreeze’s 
general sales manager in addressing the 
recent New York conference with dis- 
tributors. He described the company’s 
“Selective Selling Plan”, a new program 
in which a series of nine direct-mail 
messages are sent each month to par- 
ticipating dealers’ prospects. 


THE PERFECT FREEZER from a serv- 
ice manager's point of view would be one 
that was completely without features of 
any kind, said S. J. Seibert, who demon- 
strated by stripping everything from a 
dummy. Of course, he concluded, when 
you are all through, you don’t have any- 
thing you can sell either. 


KEYNOTER AND WELCOMER of the 
recent New York meeting in a series of 
distributor conferences conducted by 
Deepfreeze Division of Motor Products 
was G. H. Smith, vice-president and gen- 
eral manager. He called 1948 a “Year 
of Decision” for the dealer who must de- 
cide what lines to stay with. Other meet- 
ings: Chicago, Atlanta, San Francisco. 


SELLING AIDS were 
eastern regional manager H. E. Mark- 
land. This one the “Evaluator”, tells a 
prospective customer that she can ac- 
tually save money by buying a Deepfreeze 


illustrated by 


home freezer. Four volumes of “The 


Deepfreeze Digest of Home Freezing” are 
available to dealers’ salesmen. 


MY 


yi 
Cre 
anes 


my Ting 


PROOF THAT SHE can save money is advanced by Tom Redding, new Philadelphia 


district manager. 


He showed actual meals that had been purchased for a family of 


four for a week and compared the prices of meals bought from day-to-day with those 


bought in quantity and in advance. 


DECEMBER 15, 
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is being advertised with hard-hitting advertisements 
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WEEK 
| THE IRONS YOUR CUSTOMERS WANT. 
- 


COMMERCIAL CREDIT CORPORATION 


A Subsidiary of Commercial Credit Company, Baltimore 
MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 


SG 
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THE (948 BAR-BRooK 
= 


Z 


Customers will stop, look, and BUY—if your 
store has the new 1948 line of Bar-Brook Attic 
and Window Fans. People everywhere have 
preferred Bar-Brook fans for fifteen years, and 
the new models will suit their needs better than 


ever before. 


Bar-Brook cooling appliances can’t be beat for 
dependable, long-life performance. Bar-Brook 
Dealers know they are consumer accepted, 
proven profit-makers. The Bar-Stock sales pro- 
gram for next spring will include national 
advertising, helpful installation manuals, and 


sales-making merchandising aids. 


If you do not now handle the well known Bar- 
Brook Breezebuilder* Attic Fans and Bar-Brook 
Window Fans, write or phone for complete 


information today. 


o 
Guaranteed by 
Good Housekeeping 


R-BROOK MFG. CO., INC. | 
(Formerly Shreveport Engineering Company 


WIND 
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SPEAKERS at the recent Electrical Women’s Round Table meeting in New York, 
W. A. MacDonough (left), home appliance sales manager of General Mills, and B. C. 
Neece (right), vice-president and general sales manager of Landers, Frary and Clark, 
could afford to laugh with program chairman Helen Kendall, because both were able 
to praise the activities of women home economists with their respective companies. 


Round Table Women Hear Neece, MacDonough 


Two male leaders in the electrical 
appliance industry stood up before a 
New York meeting of the Electrical 
Women’s Round Table last month and 
appraised the parts played by women 
home economists in testing appliances 
for practical performance and in train- 
ing sales people and consumers. 

B. C. Neece, vice-president and gen- 
eral sales manager of Landers, Frary 
aud Clark, who shared the program 
with W. A. MacDonough, home appli- 
ance sales manager for General Mills, 
described the home economist as the 
link between the homemaker and the 
engineer in submitting ideas from the 
housewife’s standpoint. He said that 
at Landers, Frary and Clark the home 


economists perform a valuable service 
in training sales people in marketing 
appliances with a specific slant on ap 
peals to the housewife. 

“There is a great opportunity for 
home economists today with any com- 
pany making a product used by or 
sold to American homemakers,” said 
Mr. MacDonough. He told the Round 
Tablers that General Mills was forced 
to utilize the services of home econo 
mists long before the company entered 
the manufacture of appliances in order 
to answer the questions of homemakers 
who wanted to know about pressure 
cooking. This early experience, he 
said, later simplified manufacturing 
problems of pressure cookers. 


Tele-tone Plans National Ads for Low-Cost Teleset 


A new television receiver priced 
“surprisingly far below other models 
currently within the industry’s view,” 
has been announced by John S. Mills, 
vice-president in charge of sales and 
advertising for Tele-tone Radio Corp. 
Plans for a national advertising cam- 
paign have been completed, Mr. Mills 
said, and the campaign will break early 
in 1948 

The company was reluctant to dis- 
close the exact price or other details 
of either the teleset or the advertising 
campaign, but said that the set would 
be a table model, direct-view type. 

“Eventually, the low income groups 


will be the widest and best market for 
television,” said Mr. Mills, “since these 
groups will come to depend so heavily 
on video sets for their entertainment.” 
He added that one of the objectives 
of the company was to help increase 
the distribution of sets, hitherto con- 
fined to well-to-do families, by making 
them available at a price which most 
families can afford. 

Investigations of competent service 
organizations are currently being con- 
ducted for the company to form a 
service network. One of its two New 
York plants has been substantially 
converted to television production. 


EARLY 1948 will see the breaking of the national advertising campaign which 
these officials of Tele-tone Radio Corp. and its advertising agency, Lester Harrison, 
Inc., are preparing to support the introduction of a low-cost television receiver. Left 
to right: Ben Rice, New York sales manager; Mike Raymond of Lester Harrison; John 
S. Mills, Tele-tone vice-president; Martin Zatulove, national sales manager; and 
Ralph Sterling, assistant to Mr. Mills. 
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The World’s Biggest 
Home Furnishings Center! 


When you come to Chicago in January, 
you will find well over two thousand lines 
of home furnishings concentrated for your 
convenience under this one roof. That’s 
the largest grouping of its kind in the 
world (as we have said before), and it’s 
getting bigger every week as more key 
lines join the family! 
Here are miles of 


you may welcome in the months ahead. 

Here you will find style leaders, trend- 
setters—not only in furniture—but also 
in floor coverings, curtains, draperies, 
linens, domestics, lamps, shades, china, 
glass, gifts, pottery, housewares, appli- 
ances, toys, games, wheel goods. 

If, like most buyers, you “double in 
brass” and buy two or 


merchandise, miles of 
new department and 


THE INTERNATIONAL 
HOME FURNISHINGS MARKET 


more lines, here, na- 
turally, is where you 


window display and 
advertising ideas, pros 
motion help that 


January Sth to 17th 
inclusive 


can most conveniently 
do an efficient job of 
coordinated buying. 


THE MERCHANDISE MART 


Centered for Efficient Year-Round Buying and Distribution 
CHICAGO 
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A drawing by Hugh Ferriss 
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If Sanfa Claus bought 


an Oil Floor Furnace 


We Bet He'd Buy 


Dept. 12-M, SAN RAFAEL 


PAGE 34 


Santa Claus is busy in 

winter, so he’d buy an 

oil floor furnace that's 

TRULY AUTOMATIC, with 

ELECTRICALLY controlled 

operation — and that can ONLY 
mean H.C. Little. 


x 
Santa Claus wouldn't want to wear out 
his reindeer hauling oil, so he’d buy an 
oil floor furnace that’s ECONOMICAL— 
and that means H.C. Little 


4 
Santa Claus can't be bothered with service 
problems, so he'd buy an oil floor furnace 
with NO MOVING PARTS IN THE BURNER 
TO WEAR OUT OR GIVE TROUBLE — and 
that means H.C. Little 


Santa Claus lives in an AWFULLY cold coun 
try, so he'd buy an oil floor furnace with AMPLE 
CAPACITY—and that means H.C. Little. 


Santa Claus gives away his products and hasn't 
much ready cash, so he’d buy an oil floor fur- 
nace that is LOW IN FIRST COST—and that 


means H.C. Little 
Santa Claus is a heck of a nice guy. who likes 
to do business with NICE PEOPLE — and 
that means H.C, Little 


x 


When you add it all up—don't you 
think Santa Claus would buy an 
H. C. Little oil floor furnace! 


P.S. If you're interested ina 
dealership at the North Pole, 
we have one for you. And 
come to think of it, that’s 
one of the few places in 
North America where H.C. 
Little ISN'T re prese nted. 


CALIFORNIA 


SCHOOL OFFICIALS get appliance demonstration at the local High 
School in American Fork, Utah. Miss Lois Ferriss, standing, right, Pacific 
Coast home economist for Westinghouse Electric Corp., discussed the use of 
equipment for schools to school officials and local appliance dealers. 


DEALER DOINGS 


ALABAMA 


Delaney’s, Mobile, recently opened 
the doors of its newest store—a $250,- 
000 job—at Dauphin and Broad Sts., 
with a complete stock of appliances. 
The firm now operates four stores in 
Mobile, with others at Prichard, Jack- 
son, Montgomery and Birmingham. 
Over 200 company employes were on 
hand to assist Mobile shoppers on open- 
ing day when customers were given 
sets of water glasses, with a washing 
machine presented to the luckiest visi- 
tor. 

Sharpe-Wheyland in Mobile has 
doubled both its showroom space and 
its warehouse space, to make room for 
an expanded line of merchandise. The 
firm at 158 St. Louis St. handles both 
home and commercial equipment. 


ARKANSAS 


The Pearce Maytag Co., DeQueen, 
owned by Byron Pearce, has moved its 
offices and repair shop to the old White 
Spot Cafe on the town square. 


CALIFORNIA 


Ernie Robinson's Sales and Service 
Store has moved to the Locke Building 
on the North Highway in Atascadero, 
giving him extra room for repair work. 


FLORIDA 


Recently appointed manager of the 
new major appliance department of 
Cohen Brothers, Jacksonville, is J. C. 
(Jack) Phillips, formerly retail stores 
supervisor for National Stores Corp., 
Nashville, Tenn. 

Miller Electric Co., which operates 
two stores in Jacksonville, has ap- 
pointed B. M. Chandler as manager of 
the appliance department, and John O. 
Garrett as manager of the lighting and 
fixtures department. Mr. Chandler 
was part owner of Har-Ben Hardware, 
Inc., in Miami, and Mr. Garrett oper- 
ated an electrical wholesaling business 
under the name of John O. Garrett Co. 
in Daytona Beach, 

In Winter Haven, Herndon’s Haven 
Electric Co. has completed one build- 
ing and plans immediate expansion. 


GEORGIA 


A large and complete appliance sec- 
tion has been opened in a new location 


DECEMBER 15, 


by the Peoples Furniture Co. of At- 
lanta. The store, a branch of A. G. 
Rhodes and Son, had been located at 
89 Broad St., now is at 110 Hunter 
St. The manager is B. R. Meadows. 

The Grant store at 82 Whitehall St., 
Atlanta, has opened “Atlanta’s most 
complete vacuum cleaner service,” fea- 
turing the Premier line. 


ILLINOIS 


The third floor of the Meis Furniture 
Co., Danville, is being given over to 
an appliance department, featuring 
major appliances, 


INDIANA 


Store number three has been opened 
by the Fort Wayne firm of Stucky 
sros., this one at Main St. and Run- 
nion Ave., according to Joseph 
Stucky. The firm, which is Fort 
Wayne's oldest Maytag and Kelvina- 
tor outlet, also has stores at the corner 
of Main and Clinton Sts. and at 122 E. 
Washington. 

Indianapolis’ H. Lieber Co., Inc., has 
a downtown store at 24 Washington 
St., and three neighborhood branches. 
In the downtown headquarters, the firm 
is opening a radio and record depart- 
ment on the main floor, as part of a 


NEW 


CHICAGO HEADQUARTERS 
AND DISPLAY ROOM 


PREMIER 


VACUUM CLEANER DIVISION 
GENERAL ELECTRIC COMPANY 


ADDRESS 


ROOM 1160 
MERCHANDISE 
MART .- cnicaco 
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lay You? 


. +. says Miss White Cross. U've had so many bouquets thrown at me this 
past vear, [can’t wait to hand out some posies in return. 


So stop by any time and PIL **buttonhole” you with a White Carnation. 


te leading a double life lo de tt, loo—al 


SPACE 1475 SPACE 2601 


THE MERCHANDISE MART THE INTERNATIONAL AMPHITH EATRE 
January 6 to 1B January 15 to 22 
INS 
They tell me Imagine me 
irl I’ve got quite a line! winning a beauty contest at 55! 
Gas and electric Coffee Vacs and Table Top Phat’s what happened, when word got around 
Stoves ...Waflle Bakers and Sandwich Grills... Heating about the beauty of “Matched Design” styling... backed 
Pads and Electric Blankets ... Lightweight and by more than 55 years of producing top quality appli- 


Standard Irons . . . the exclusive, patented AIRDROME ances that sell and satisfy. 
Smokeless Broiler ‘n Cooker. 


Come tn and see fer Yourself! 


. why White Cross is America’s fastest growing line of electrical appliances. 


Manufactured by National Stamping and Electric Works, Inc., Chicago 24, Illinois 


Subsidiary of EUREKA WILLIAMS CORPORATION, Bloomington, Illinois 
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ee eee Name made famous 
for two generations 
Many present day housewives demand a ONE MINUTE 


Washer because their mothers and grandmothers were 
always so pleased and satisfied with One Minute quality. 
Today's ONE MINUTE Washer is as modern as to- 
morrow and retains all its old-time quality . . . a beauti- 
ful household servant ... and note these outstanding 
features: 

@ Lovell nationally advertised wringer. 


Westinghouse dependable electric motor. 
One Minute long-life, sturdy, quiet gear assembly. 


spotlessly clean clothes, 


a 

@ Large aluminum bottom agitator that produces 

@ Capacity Porcelain Enamel Tub . . . so sanitary 
and easy to clean. 

@ Available with Briggs & Stratton engines for 
homes without electricity. 

The One Minute Washer enables dealers to cash in on 

a national demand and build profits and sales. 


VISIT OUR EXHIBIT 
at the 
HOUSEWARES AND MAJOR AP PLIANCE 
January 15-2 


Space 526 


SHOW 


International Amphitheatre, Chicago 


ONE MINUTE WASHER CO. 


Washer Craftsmen Since 1898 


Kellogg, Iowa, U. S. A. 
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remodeling plan. Ernst Heberlein will 
be in charge. 

Two veterans who operated an ap- 
pliance store in Portland before the 
war are trying it again. Robert Lewis 
and Vryl Landon have bought the Dale 
Warnock Electric store from C. W. 
Burkey. 

Since Kenneth England is known as 
“Kay” to his friends and acquaintances, 
he and Esther England have decided 
to rename the South Side Appliance 
store at 918 S. Main St., Kokomo. 
From now on it will be Kay’s South 
Side Appliance store, which should 
confuse nobody. 

Ralph Bowers of Lebanon has 
bought the Jacques Electric store at 
Colfax. 

Brunton’s Appliance store at Os- 
good, closed during the war, has made 
another debut, but at a different spot. 
W. O'’Brunton, the owner, has a Gen- 
eral Electric franchise. 

The Kirby Sales Co. has held a 
formal opening for its new store at 
11 N. Main St., across the street from 
its former location. W. T. Brackett 
is president of the firm, and James Les- 
lie is manager of the appliance depart- 
ment. 


KANSAS 


When the Bitner Motor Co. of Pitts- 
burg decided to construct new build- 
ings, it also decided to include one for 
appliances. The recent open house 
celebration was held for two buildings, 
the appliance department being housed 
in a 30x40-foot structure. 

Abbe Deruy has abandoned the hard- 
ware business in Pittsburg and has 
gone in for housewares in general, hav- 
ing bought the Earnhart Furniture Co., 
708-10 N. Broadway. It will be known 
henceforth as the Abbe Deruy Maytag 
Co. 

The Kinman Music Co. held a formal 
opening at Iola recently, with a big 
attraction being in the form of door 
prizes. The remodeled firm includes 
three private listening booths, and fea- 
tures the Crosley radio line. 

Max Miller, Pleasanton Maytag 
dealer, has moved his store to the 
showrooms of the Linn County Build- 
ing and Loan Assn. The rear of the 
building is for repairs. 

Newly enlarged and remodeled, the 
Gamble Store, Sabetha appliance 
dealer, held its opening recently. Owner 
Sam Gruen says that patrons on open- 
ing day got gifts for their trouble. 

A complete modern record shop was 
opened recently at Belleville by the 
Fred C. Myers Sales Co., a Kelvinator 
dealer. 

After the recent death of W. B. 
Conrad, the Conrad Music Store, 510 
Broadway in Larned, was closed for 
a time. Now it has been purchased by 
Robert Fischer, who will continue to 
operate the establishment in conjunc- 
tion with his wife. 


LOUISIANA 


Broadmoor Appliance of Shreve- 
port, featuring “everything electrical,” 
announces the official opening of its 
repair and service department, with 
one-day service on most repairs. 

Mintz-Goldblum, New Orleans home 
furnishings company, is now operating 
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SALESMAN 


Distributor of Nationally Advertised line of Alarm 
Clocks, Wrist and Pocket Watches has gg tor 

“TOP” man calling on Appliance Dealers. wilt 
consider man with 6 only. C | 
basis. Write in detail past experience and = J 
wanted, also present connections. inquiries held 
in strictest confidence. 

W -2807, Electrical Merchandising 
330 W. 42nd St., New York 18, N. Y. 


DISTRIBUTORS 
WANTED 


ANSLEY PANELTONE 


A New Type of Radio to Meet 
a New Trend! Built in Radio 
for Permanent Installation in 
Homes, Apartments, Offices, 
Hospitals, Hotels, Motels and 
Tourist Cabins. For full par- 
ticulars, clip coupon and mail 
today. 


ANSLEY RADIO CORP. 

41 St. Joes Avenue 

Trenton 9, New Jersey 

Please send me full particulars on the 


Ansley Paneltone and territories now 
available. 
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THE SENSATIONAL 


T 


IT COOKS! IT ag 


For Use With All Gases 
NO RESTRICTIONS 
Against Salen 
DON'T FAIL TO SEE HOW 
THE "HOTTER" ANSWERS 
ALL OF YOUR PROBLEMS. 


See Display 
AMERICAN FURNITURE 
MART Spoce 17/121 


THE LYNBROOK CO. 


MUSKOGEE, OKLAHOMA 


PREMIER VACUUM CLEANER DIVISION 
GENERAL ELECTRIC COMPANY 


ROOM 1160 
MERCHANDISE 
MART 


DETECT.Q-RAY C9. 


2622°N HALSTED ST, CHICAGO 14, ILL 


two separate appliance departments, 
one in the established store on Baronne 
St., and the other in a new store re- 
cently opened at N. Rampart and St. 
Ann Sts. 


NEW YORK 


Davega has reopened in New York 
City what it considers its most mod- 
ernly equipped store; it is certainly 
its newest and largest. Located at 42nd 
St. and Broadway, its display window 
frontage on the upper floor extends 184 
feet on the 42nd St. side and around 
to the Broadway side for another 100 
feet. Davega’s annual sales volume is 
now in excess of $21 millions, the 
company says, and much of it comes 
from the sale of appliances. 

A recent reopening in Watertown 
was that of Katzman’s Furniture Co., 
69 W. Main St., which highlights ap- 
pliances. Gifts were in order for 
everyone attending the affair. 

There will be a new appliance store 
at 213 Ford St., Ogdensburg, soon. To 
be known as the Electrical Center, it 
will be built by the William T. Knott 
Co. William S. Mabey, who has been 
associated with a similar store of the 
company in Massena, will become man- 
ager of the new Ogdensburg outlet. 


NORTH CAROLINA 


After a lot of remodeling, the Pol- 
hill Appliance Co. moved into the build- 
ing formerly occupied by the Lincoln 
Motor Co. on E. Water St. in Lincoln- 
ton. 

Page Air Conditioning Co., Inc., an- 
nounces the opening of new showrooms 
and offices at 439 S. Tryon St., Char- 
lotte. The service department and 
warehouse will stay at the old loca- 
tion on Atando Ave. 


OHIO 


The name of the Farm Electric Serv- 
ice at Edon has been changed to The 
Appliance Center, with Kermit Laut- 
zenhiser as owner-manager. The firm, 
which had been operating for 12 years 
under the old name, still has the motto, 
“Everything we sell, we service.” 


PENNSYLVANIA 


Just to make sure the public knew 
what the Wayne Furniture Co. of Erie 
meant when it said that it was giving 
away $6,000 in a prize contest, the firm 
rounded up 6000 silver dollars and put 
them in its window at 1225 State St. 
It wasn’t easy. The best that the uni- 
ted banks of Erie could do was to 
gather 1,152 silver dollars; residents 
of the city sold the firm about 350 more 
at a premium of five cents on the dol- 
lar. The rest came from other banks 
in the area through the help of the 
Federal Reserve Bank in Cleveland. 
Jack Joseph, general manager of the 
store, had to call in a police guard 
when he found out that no firm would 
insure the display unless a constant 
armed guard was kept over it—and 
some of them refused even then. Our 
informant does not tell us how the 
affair turned out; we can only hope it 
was without incident. 
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CLEANING AN OIL SPACE HEATER? 


Pretty messy job, isn't it? Well, that’s what 
J 
That's 


Mrs. Housewife thinks, too. 


BAKER'S RID-0-SOOT WILL PAY YOUR RENT THESE DAYS! 


From now til next May Appliance Dealers and Hardware Srores will sell 
RID-O-SOOT to thousands of home owners using oil space heaters and 
oil furnaces. 

(NOTE: Many Servicemen consider Baker's Rid-O-Soot their most impor- 
tant tool on a heating call, cause it cleans any heater or furnace in a 
matter of minutes) 


A New Sensational Chemicel 


BAKER'S 
RID-O-SOOT 
For Cleaning Oi! Heaters 


Menutectured For 


DANEL'S SEL VICE 


MALONE, MEW YORK 


Fer Cleaning Of Space Heaters Clore Automatic Draft, Turn to high, 
DIRECTIONS Sprinkle two tablespeontuls in the fire. Clove door ond the ine 

Fer Cleening Oil Furnaces — After fire hes boon going at least 0 

Sprinkle cuptul of Red O-Seet inte the fame. Clove 

Fer Creosote tions — Sprinkle Rid-O fre 


Cong. ood or cos! 
Sent intervals, Rid-O-Soot im large phos. fer commer — 


Sells for 75 cents a jar—Dealers Cost $11.48 carton of 24 7 
Send your order to-day—Please send check with order—otherwise your 
order will be shipped COD. 


BAKER’S SERVICE, MALONE, N. Y. 


(Distributors inquiries invited for territories not already covered) 


- replacement. Each section has its Loose Leaf 
Catalog wow! 
instantly removed and instantly 


place, cannot slide. To change sheets, 
replaced. Order additional sections SN 


Neat from the customer's side! User has 
; catalog data at correct reading angle 
with both hands free. Binding in 1l-inch 
“ sections permits instant pick-out and 
you handle only 1 section; section 

as your needs demand. 


Save Time, Temper, Money! 
Do you use loose leaf data in buying, selling, speci- 
fying? Then you need EVER READY. Every cat- 
alog sheet is instantly available and in place. No 
delay, no annoyance, no chance to mislay any sheets 
or to miss related sheets and items. Each section 
holds one inch of punched sheets. Each section stays 
in place, yet is removed or replaced instantly. 
Remove any single section for page replacement 
without disturbing the balance of the whole set. 
. : EVER READY is lifetime built, handsome. Tens A. Open Section B. Replace sheet, 
oi of thousands in use. Order yours today! close section C. Replace section 


ORDER TODAY! ALL SHIPMENTS EXPRESS 


be: Genevo Mfg. Co., 421 Stevens St., Geneva, lil. 
Gentlemen: Please ship me: 


 .....No. 12 EVER READY Holder. 15 in. wide, 


SIMPLEAS 


ABC 


4 12% in. deep, 5% in. tilt. Sturdy steel, 1 
dork green boked enamel.Capacity, 12sec- pw of 
tions. With wings ond 2sections: $565£o. t 
4 
sections. 29 in. wide, in. deep. Capac- 
ity, 24 sections. $8.50 Eo. 


_... Add’l Sections, $1.00 £o. 
NOTE:Check Kalamazoo 4-post 0), Ring Binder 3-postO 


MONEY BACK GUARANTEE! 8 
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Joe Dealer's Christmas List 


Di ir Sa 

All i 1947 has been a pretty 
good vear (although naturally 
vouldn’t admit to my suppliers) and 
I can’t complain very much to you. 


Early in the vear it even looked for a 


while is though retrigerator, range, 
and other scarce ippliance shipments 
might increase to the point where I 
muld get enough to fill all demands and 
retire a ricl nal Well that didn’t 
happen, but I've been making ends 
meet My sts have gone up, but so 
have mV pronts at d mv volume Sell- 
ng costs have remained so low that I 
know it’s too good to last and someday 
soon I’m going t » have to put on more 
salesmen i I can get them 

rhe troubles I have had I screamed 
about nav be louder than they cle 
served. I still get hot when [ think of 
that so-and-so distributor who said | 
could have the 10 pop-up toasters 


I'd 36 of those off prand 


I've Been Good 


However Santa, I hidn’t do anvt 
eally bad. Hor Even tl lio 
deal Evervb else 1 
price, too, and so long as vou did it 
out in the open nobody could con plain 
\t least I advertised them as “five 
tubes plus rectifier” and not as “six 
tubes.” Only last week I could have 
shoved that borax console mut the back 
door if I'd been willing to knock a ‘ 
bu k it th ly tised price | it 
darn th ng 1s still on the floor 

It een a temptation to knock the 
competition sometimes—especially that 
guy across the street who reallv does a 
better job washers than I do—but 


yuple times I 
could have piled up service charges on 
unsuspecting customers—like putting 
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of tubes instead of 


but I didn’t. 


in a full set 
one required 


paid my bills on time and I didn’t 
accept the $50 premium t 


hat one cus 

tomer offered me if I'd give him a re 
frigerator ahead of « veryone else on the 
list. I kept my windows at 
tractive and did my best to keep myseli 


store 


ind my sales staff courteous and help 
ful. 
So, Santa, [I think I behaved myseli 
pretty well during 1947 and think | 
deserve a break in 1948 [ know 


here’s not an awful lot you can do for 


me in time for Christmas. The traffic 


} - 
ipphances that people £1its 


Want tor 


FINAL 


and 
PAYMEN PAYMENT 


isr 
PAYMENT 


Ta 
y 


“IT'S SORT OF OUR OWN VERSION, OF COURSE —*’ 


ire Just too scarce. Maybe I'll be able 
to scrounge ac uple of extra toasters 
look as 
hey tell me that 


the $4.95 and $5.95 


ind mixers, but it doesn't 
though [ll get much. 17 

“tr! clocks in 
bracket are in short supply. So are 
sandwich 


But 


into sun and 


toasters, and waffle irons 


n planning to put a lot of effort 


heat lamps, small radios, 


eating pads, electric irons, and regu 
lar toasters, So I'll pr yhably make out 


What | Want in ‘48 


During the rest of the year, how 


ever, you can help me a lot. 
situation, for 


Phis steel 
instance. They tell me 
that alth ugh the steel companies are 
expanding production facilities as fast 
will still be short. 
You'd help me and a lot of other guys 


as they can steel 
you could do something about that. 


he last couple of m mths Ive been 
vetting some refrigerators with alumi 
num hydrators and drawers. [| know 
] but the 


retrigerat 


thev are as go ul as steel, 


don’t. 


con- 
sumers Moreover, 
leliveries, as other 


More stee! 


well as a lot of 
this es, have not been vod, 
would sure help. 

very once in a while, when I don't 


get a shipment, they give me the old 


“AREN‘'T YOU OVERDOING THINGS, HEMINGWAY?” 


DECEMBER 15, 


muusiness about a shortage of tre 


ars. I haven't got time to run around 


and count freight cars, but I'd be grate- 
ful if you could put a couple hundred 
new ones in the railroads’ stocking 


Just label ‘em, “For delivering appli- 
ances only.” 


Steel and treight cars would help 
deliveries on almost evervthing. 
lhere’s been so much talk about 


summer resistance to prices that I am 


irankly a little 
hough [ haven't 


worried about it, al- 
many 
Most people still seem to want and 
] to he 
in ranges and refrigerators 


er an 


seen signs of 
able to pay for deluxe models 
and to or- 
However, 
just to ease my mind, I would appr 


automatic washet 
clate it if vou could at least slow down 
the price increases or, better yet, pus! 
back little 


things are, people aren’t going to have 


them down a 


The way 


enough money always for everything. 


1 Don’t Sell Terms 


That brings me to another subject— 
installment buying. When Regulation 
W went off it didn’t make much differ- 
ence in buying behavior. I’m still sti 
ing pretty closely to W terms, one- 
third down and 15 months to pay. Once 
or twice I’ve accepted 20 percent fro! 
proven good-credit risks and allowed 
them 24 months to pay. All dealers, 
that conservative. 
Some are even advertising 10 percent 
down and 36 months to pay. [ don't 
think that’s good, because it amounts to 
selling terms instead of merchandise, 
and it is something [ don’t want to 
have to do. Right now, of c 
there’s no need for it. But what's going 
to happen later? Maybe Mr. Tru 
will reinstate W terms. If he 
the problem won't exist. If he doesn't, 
and things get tough, I and a lot of 
other may find ourselves in 
cutthroat competition on terms, which 
usually ends up in cutting our own 
throats. So, please, Santa, give me 
enough of the old college spirit to re- 
sist the temptation to sell on dangerous 
terms like “nothing down and the rest 
of your life to pay” just to make a sale. 

There it is. Santa. It boils down to 
more merchandise, good business, aud 
enough common sense to keep it good 
business. 


aren't 


however, 


vurse, 


qaoes, 


fellows 


Sincerely, 
Jor DEALer 
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